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ABSTRACT

This paper analyses LEGO's efforts towgemder
inclusion and raises concerns about the company"
commitment and coherence in its discourse.
Examination of LEGO's press relefreen 2021, its
Diversity and Inclusivity website and its Brand
website reveals a lack of depth in promoting
nonbinary pespectivesthrough discoursgalthough
there are some positive aspects, such partly
inclusive language. By applying Judith Butler's theor
of performativity, [ 9 D hli€caurse stillreinforces
existing gender norms and excludes nonbinary
individuals. Howver, it is argued that gender
inclusion has proven to be commercially beneficial
for LEGO. Nevertheless, the company's hesitatiol
and inconsistencin its discourses anith the gender
debate cast doubt on its commitment toonbinary
equality. In conclusin, LEGO needs to engage in a
more consistent and committed discourse to
challenge societal norms and promote true gender
equality. Through its influential media presence,
LEGO has the potential to influence public discours:
and contribute to a more inclugk society.

Jennifer Martina Wunder

Aalborg University
Culture, Communication and Globalization
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1. Introduction

In 1932, Ole Kirk Kristensen founded the LEGO Group in Billund, Denmark. Initially, the company
produced wooden toys, but it achieved global success with the introduction of the LEGO brick in 1958.
Despite challenges at the end the 20" century, LEGO made a triumphant comeback in 2004,

solidifying its position as the world's largest toy manufacturer.

LEGO's origins were based on the idea of being a toy for everyone. Over time, however, the company
gradually shifted its focus to gendspecific products. By the 1980s, LEGO had gained a reputation as
a "boy's toy," and by 2004, girls were excluded frdra tineup. The introduction of LEGO Friends in

2012 sparked mixed reactions as critics pointed out that it reinforced gender stereotypes.

LEGO recognized the need for change and set out on a path to inclusion. It introduced various figures
and sets that B0 depicted people with disabilities and the LGBTQ+ community. LEGO partnered with
organizations and foundations that advocated for inclusion and actively shared ideas with its
customers through platforms like LEGO Ideas and took ideas from fans foreteWMazzarella &

Hains, 2019)

In a significant 2021 press release, LEGO announced its commitment to eliminating gender bias and
promoting gender equity. In collaborationith the Geena Davis Institute on Gender in Media, the
company conducted a study with 7,000 participants, including parents and children from various

countries.
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marginalization and ongoing debate of gender, considermgsdablished brand such as LEGO as an

ally or supporter of the cause seem like a win. However, recent developments and critiques about

companies who simply implement superficial changes are predomiffdms criticism, which may be

traced back to capitalist si@ms, should be carefully examined. This is especially important when a

major global toy manufacturer, with a questionable history on gender issues, announces its intention

to change and become more inclusive.

Given the changing landscape of gender irigltysand LEGO's notable announcement in 2021 to
become gender inclusive, this study aims to shed more light on the company's efforts. The purpose of
this study is to answer the following research question in order to gain a comprehensive understanding

of LEGO's commitment to inclusion:

NN
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GTo what extent has LEGO's new approach to gender incorporated nonbinary perspectives in the
O2YLIl yedua RAAO2dzNES aAyOS AGa LX SRIS AY HAH

The discourses to be analysed are the LEGO prksse from 2021, the LEGO Diversity and Inclusivity
website and the LEGO Brand websitéese three textual sources provide different levels of insight:
The press release is considered least significant in terms of incorporating a nonbinary persptxtive i
corporate discourse. The diversity and inclusion website is more significant as an official statement of
corporate values. The deepest level of analysis involves examining the LEGO brand website, which
represents the core of the company and its aspoas. It describes the ideals and promises that LEGO

strives to embody.

By using a critical discourse analysis (CDA), | analyse if and how LEGO has incorporated a nonbinary
approach to the discourses mentioned previously. Following the tdhisensional CB model

proposed by Fairclough | analyse first the text dimension, second the discourse practice dimension and
third the social practice dimensioBue to reasons of simplicity and better comprehension the theories

are mainly applied in the discussion par$tead, as usually to be found according to Fairclough within

the social practice dimension.

To ensure transparency for the reader, the discourses and the associated tables organizing the
linguistic features for the first dimension can be found in AgfierA to FOn corresponding points

throughout this study it is referred to them.

The results of the analysis, which are compared with existing theories on gender, media, and
marketing, as well as with findings from other scholars, produced differeninfysdDespite some
positive aspects, such as tipartial use of inclusive language, there are concerns about{tt®@ D h Q a
overall commitment andntention. In examining LEGO's discourse, a lack of consistency and depth in
promoting nonbinary perspectives bemes apparent. The company's discursive practices still

conform to social norms and power dynamics, highlighting the need for further improvement.

Applying Judith Butler's theory of performativity, Becomesclear that LEGO's approach is
contradictory andnconsistent. The emphasis on a binary gender perspective and the lack of explicit
gender discussions on the brand website contribute to reinforcing existing gender norms and excluding
people outside the gender binary. However, LEGO has the potentiartificantly influence gender

discourse and challenge societal norms if the company dollymits to its pledge tanclusion.



From an economic perspective, the consideration of girls has had a significant positive impact on the
company's net profits. Thieflects research indicating that introducing a gender inclusive approach
could double the potential of the toy market with no reducing demahidwever, LEGO faces a
dilemma in the gender debate, as any positioning of the company potentially affectdes. The
company'shesitation and inconsistent approach raises questions about its commitment to gender

equality and inclusion.

In summary, while LEGO has taken steps toward gender equality, more consistency and commitment
are needed tdfulfil the companys commitment and tachallenge societal norms and promote true
nonbinary gender equality. LEGO's influence and reach in the media can play a transformative role in
shaping public discourse and promoting a nonbinary perspective on gender. By actively pgpmoti
inclusion and equality for all genders, LEGO can contribute to the emergence of a more inclusive

society.



2. Theory

This chapter will provide an overview of the different theories usedteranalysisl will define the
key terms of this thesis followed by different approaches to these teffie first sukchapter
RA40dzaaSR DSYRSNI GKS (S NMetarm Kas ande2ghid® indlugig thd KS RS
Odzf GdzNJF £ aLISOG 2F GKS (2LAOD | F20dza Aa 2y WdAdzRA

of my discussion.

2.1. Gender

Gender, although it just became more popular to talk about in recent y&aederm can get traced

back to the ancient Greekhough not in the same conceptual form as it does today. Based on the
theories of various scholars, such as Judith Butler, Simone de Beauvoir, Marx, Engels, Weber, and
Durkheim argue that gender has been shdpey different perspectives and cultural contexts
throughout history. The distinction between sex and gender ememgag in the mid20" century,

with gender defined as socially produced differences.

Early views viewed gender as innate and determinebliblpgy, with the essentialist belief that certain

characteristics inherently belong to certain groufSkewes et al., 2018)
However, history shows that perceptions of sexuality and gender have evolved.

Thomas Laqueur's book Making Sex (1990) showshbat was a different understanding of sexuality

before the Renaissance. Laqueur argues that until the18ith century, science viewed women and

men as one sex, which is known as the "se& model." In this model, women were consideéel S & & S NJ
men, withi KS Of A2NA& YR GKS dziSNHza 2dzali NBRdIdzOSR 21
(Felluga, 2015; p. 11Pponsequently, differences between the sexes were neither clear nor significant.

'S I NBdzSa GKIG GKS KA&G2NRAGHSE LYSNROSLAG ARy 20FS S1yS EX
political and epistemological factors. He notes that sex is shaped by history and intertwined with
gender and power dynamics. According to Laquer, discussad sex are inevitably linked to

considerations of gender and are situated in the context of struggles over gender and power.

Outside the Western worldhon-binary conceptions of gender exist in various cultyfésdman, 2018,
p. 8) such as Native Americans and South Asia. Gender is constructed based @il exfiactations

and ideals.For instance, there is the Native American term TSirit which is used to describe



AYRAGARIZ £ & @020K Iy RRoyc8eh 1081S INJ153pBother lexaRple Gs2theS v €
"berdache," a term used to describe both mand women who take on alternative gender roles. This
FfGSNY I GAPS ISYRSNI KFa 0SSy R20dzYSyadSR Ay wmon b2
Asia, is another exampléGodman, 2018, pp.c®) It describes individuals who are born male but
ARSYGATe & FSYI t $n et ttahsBenderbiNdlitsidess, inSiatBsddietyandinogt

hijras consider themselves to be third gendef SA G KSNJ YIS y2NJ F@8woord, ST y 21
2018)

These examples and the previously mentioned developments and theories emphasize that gender is
defined by cultural expectations and ideals. In the late 20th century, the view of gendeioasept

eventually shifted from essentialism to constructivism:

One of the most famous works of this time, which also marks the time as a turning point of the concept

Ad WIzZRAGK . dzif SNDaA AGDSYRSNJI ¢NRdzof S&¢ térmatidnyn 0 & { K
our repetitive experiences and actions. It is therefore constructed by the way we perform gender
NEBLISF{iISRtfte FyR Aa al adeftAiAl SR NBLISGAGAZY 2F | OGa
to believe and to perform in the mode offbf A (Bufldr,®999, p. 17Bhe further argues that there

is noselfin the construction of gender because without the existence of norms and expectation we

would notexist Our self therefore a product of these norms and expectatigBstler, 1993, p. 7)

| 2ya0GNH2OGAY 3 ISYRSNYNSAYEA EBEWBARSI G20&N BuIgRBE 2 RE |
1992)She urges that gendersesipposed (Butler, 1992)

Ly . 2RASa GKFG alGGSNE . dzif SNI MHYNNRRIDOS & RNE RS
KSGSNRASEdzZ f LINE 2SO (Butlery1893, ) (135 HAtSnEeanS that geridgt-adblilist Y ¢
continually constructed and performed by imitating, can be considéred. This is wah noting but

62y Qi 0SS Fdz2NIKSNI RAa0OdzaaSR Ay GKAA LI LISNI Fa Ad
However, drag, in its subversive character, challenges the nature or originality of heterosexuality and

the concept of gender binarism itse(Butler, 1993, p. 125)

{dz0 SNEA2Y (GKNRdzZZK LISNF2NXIFyOS Ay 3ISYySNIft Aa yz2i
AY ®2dz2NB Of 2aSGxX IyR RSOARS (Batkrh DER)THESeSRSINNo 6 S8 &
knowing which of our acts are subversive and which bt subversiveness of genderrfmemance

is complex, and there is no easy way to measur@ittler, 1992)

Sheargues that in order to gender being a social constrhittlogical sex is relativéccording to her
GWO2KSNBYG ARSYUGAFAOFIGA2YQ KFra G2 0SS OdzZ 6AQI G§SRZ
G2 0SS LlzyAaKSRZI di8uller,fl992) G KNR dzZIK &Kl YSd¢



oGender reality is performative which means, quite simply, that it is real onlggektent that it is
performecE (Butler, 1999, p. 527)Thus, gender is nmhger bonded to binarism but to fluidity. By
being inclusive of the LGBTQ+ community, the diversity of gender identities and experiences that exist
beyond the binary framework is acknowledged. To achieve true gender inclusion, it is important to

recognizeand respect the identities and contributions of all individuals within the LGBTQ+ community.

In this paper theelevance of a notbinary approach to marketing analysed with LEGO's approach
assessedn terms of inclusivity beyond the binary. Butlerisebry is drawn upon to explain the
importance of norbinary representations in the media and how LEGO's marketing contributes to the

construction ofits customers' gender identities.

2.2. Media

This sukchapter addresses the background of media to give the reader a comprehensive
understanding of the term. Theories on mass media, such as the gatekeeping and the-agtinga

theory are explained. The power of media is further undermined by descy 3  C2 dzOl dzf G Q&  NJ
truth.

¢tKS 2EF2NR RAOGAZYINBE RSTAYS& YSRAI & adKS Yl
AYF2NNXIEGA2Y YR SyiGdSNIFAYYSyYyGs GKIG (Mediah8X SOA a2
Thus, media is directly connected to communication. To understand media, it is inevitable to know

how communication works and what it is in the first place.

Many theorists, such as Harold Lasswell, Marshall McLuhan, Daxim @ Wilbur Schramm, have

written about the process of communicatioh OO2 NRAYy 3 G2 CA&1S dad02YYdzyArO
another, it is television, it is spreading information, it is our hair style, it is literary criticism: the list is

Sy Rt &isk&, @990, p. However, Claude Shannon and Warren Weaver might be among the most
influential theoristsof the field. (Fiske, 1990, ) The by them introduce@hannorWeaver model,

GKAOK A& ftaz2 (yz26y |a aLyT2N)I (okghallyconkisssphNile a2 RS
steps sender, encoder, channel, decodand receiver.(Shannon, 1948 dditionally, they included

the conceptofy 2AaS> GKAOK Aa alyeidKAy3a GKIG A& FRRSR i
NEOSLIiA2Y GKI G Aa yEiske AWPUHSBSFHRSR 08 GKS a2dNDSE o
Shannon and Weaver's original model did mzlude feedback, which was criticized by researchers.

Later theorists recognized this limitation and included feedback in the model (see graphic below). It is

important to note thatdthough feedback inserts a return loop from destination to sourcepésdnot



destroy the linearity of the model. It is there to make the process of transmitting messages more

ST T A (Fiskey1890,ép. 22)

4 FEEDBACHK 4

SHannon-WEAvER'S MopeL oF COMMUNICATION

Fiske, when he explains the Shansdieaver modelintroduces the wordnedium and consequently
media He categorizes media into three main types: presentational media (voice, face, body),
representational media (books, paintings, photographs), and mechanical media (telephones, radio,

television). Theseategories can sometimes overlap or mer@fgske, 1990, p. 18)

Especially in the context both of globalization and digitalization, and this paper mass media, shall be
described further: Aslescribed by Ott and Mack, mass media are communication technologies that
play a crucial role in mediating information and bridging the gap between sender and receiver. The
scholars emphasize the significance of mass media in shaping our knowledge araythve acquire

it. (Ott & Mack, 2014, pp.@3) They categorize mass media into different categories: print media,
motion picture and sound recording, broadcast media, siness that the fourth category, new media,

isi KS GoNRIRS&0 | yREZ KSyOS:3z (KS(OXe& ®ack, ®IFpT Hed dzt
Manovich (2001) defines new media as the cultural objects that use digital computer technology to
distribute and circulate messagasid Ott and Mack acknowledge that the term "new media" may be

revised over time as the technologies become commonpl@a#.& Mack, 204).

The introduction of mass media leads inescapably to the introduction of the theories of gatekeeping
and agenda setting. Gatekeeping theory states that individuals or organizations control the flow of
information and filter news based on factors buas routine and valueg$luttrell & Wallace, 2021, p.

55) The availabity of information also often plays a crucial ro{®cCombs and Maxwell in Luttrell &
Wallace, 2021, p. 58gendasetting theory, originated by Walter Lippman and further developed and
spread by Maxwell McCombs and Donald Shaw in 1972, staésiedia has significant influence on
what people should thinkbout, rather than what people should think. They determine the focus and

importance of issues, shape public opinion, and promote public discourse. Thus, media can dictate

wA



what topics shall béocused on and which overlookeflLuttrell & Wallace, 2021, p. 57, McCombs and
Maxwell h 2021, p. 57)

The media plays an important role in shaping and representing gender. Krijnen and Bauwel (2015)
RA&20dzaa (GKS YSRAIFI QA NRfS Ay LERNINI&@Ay3 FyR O02yail
actions, hence, our gender developmeStereotypical gender representations in the media can lead

to stereotypical behaviour. Despite the socially and culturally constructed nature of gender, it still has

real effects on an individual's subjectivifray, 1992; Krijnen Bauwel, 2015)

To understand the role of the media in shaping the gender debate, it is important to understand
Foucault's concept of discourse and regimes of truth. According to Foucault, discourse functions as a
generator of knowledge and meanin@drijnen & Bauwel2015)Regimes of truth refer to dominant
discourses that are accepted as truth in certain contexts and time frames. These discourses are
established and maintained by social institutions such as science and law, which are influenced by
power dynamics(Krijnen & Bauwel, @15)A government's requirement t® K 2 2 4S 0SG6SSy aF
2NJ aYlfS¢ 6KSy | LlLJsaneyamplefopabrinalizéBast thaflreinfrids itk

that gender is binaryThis repeated practice leads to a naturalization of this acceptad.tButler's

theory of performativity, drawing on Foucault, also contributes to our understanding of these

processes.

The media play an important role in relation to the construction of gen@iéijnen & Bauwel, 2015)
Images of gender that are consistent with prevailgagial notions of femininity, masculinity, and
sexuality in the Western world are repeatedly portrayed. As a result, people may internalize these
representations and perceive them as natural or inherent. In other words, it can be argued that the
media renforce and perpetuate existing notions of gender and shape our understanding and

acceptance of these norms.

2.3. Marketing

This section examines gendgpecific marketing, including its use in targeting segmented groups. It
also lookshow genderspecific ty marketing affects children's skills and gender development. Finally,

the emerging topic of notinary marketing is addressed, including the do's and don'ts and its benefits.

Gendered Marketing



The influential gendebased marketing strategy of associgipink with girls and blue with boys has
significant consequences. Not only does it divide people into two categories, but it also leads to

marketing campaigns that target specific gendéksaclaran & Chatzidakis, 2022)

Gendered marketing emerged in the early 20th century and initially focused on household and
automotive products. However, it later expanded to reinforce traditional gender roles and stereotypes.
(Shattered Gendered Marketin@020)Rosalind Gill argues that gendered marketing excludes non
binary individuals, reinforces gender biases, and influenoesumer preferenceqGill, 2007While
marketing can combat gender bias, it often remains limited and tied to economic power. To achieve
equality, economic resources and biases in marketing practices must be addr@gsetaran &
Chatzidakis, 2022, p. 1)

Gendered Toy Marketing

Gendering in the toy industry can be attributed to the industry's strategy of segmenting children's
markets by gender for greater profiline and Schor in Sweet, 2013, p.18p7, p. 17pendered Toy
Marketing (GTM)reinforces gender stereotypes by portraying gendpecific behaviours and
situations (Sweet, 2013, p. 1ij is interesting to note that Foucault's truth regems also applicable

here. Toys as boys' or girls' toys have been naturalized in society, gender stereotypes thus reinforced.

The industry justifies gendapecific marketing by claiming that it meets customer demand based on
perceived differences in thiaterests and abilities of girls and boys. However, companies oftgiect

the impact of gendespecific marketing in reinforcing gender stereotypes and rfiyget, 2013, p.

2) Thus, contribute to inequality processéSweet, 2013, p. 22&einforcing gender stereotypes and

roles, undermines the assumption thgirls and boys have elementary different traits, interests, and

abilities. These assumptions may be internalized by children and their parents, resulting in a negative
AYLI O 2F OKAf RNBYQa TFdzi dz2NBE SRedt(O201BMp22¢Mhis aligng R 2 O Oc
a2 sAGK . dzif SNDa ISYRSNI LISNF2NXIF GAGAGE G(KS2NEO®

Cordelia Fine and Emma Rush argue that the current defence of gendered toy marketingctailse

it imposes artificial categories on children's intersecting intere$tsme & Rush, 2018, pp. 17& 6)

. F&A&SR 2y { Iy Rbodk frgmi 1088 xhéyl highlightYile &mportance of gender as a social
category and emphasize its influence on children's gender development, which starts around two to

three years of age(Fine & Rush, 2018, p. 776he authors suggest that gendeeutral marketing

could double the potential toy markewithout reducing demand, and they conclude that3 S ¥ R S NJ
GFNBSGSR YSaal3Sa FyR LINRBRAzOGa (Gilmgur @He M&ki#thé RNA @
Society Forum 2014) in Fine & Rush, 2018, p..779)
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Nonbinary Marketing

Younger generations increasingly reject binary gender classifications, v@t af the European

population identifying as transgender, gender fluid, or dmnary.(Statista, 2021 the United States,

G2yS AY FAOS | Rdz Ga ({y¥FBJdAINYS2VUNPFR2Az/dza SF Rl I ISy
idea that there are oly two genders. This opinion is shared by a significant portion of people in 35
countries worldwide(Ipsos, 2020, p. 28 McKinsey study has shown that brands that avoid classifying
products by gender are valued by nearly half of Generation Z consumers and over a third of consumers

from other generations(Francis & Hoefel, 201&esearh also suggests that demographics, gender,

and income have less influence on consumer decisions than previously th§Bparadwaj et al.,

2020)

Implementing a nofbinary marketing approach can improveand funnel metrics such as brand
consideration and preference. Targeting women exclusively with household products is limiting, and
children grow up beyond traditional gender roles. Acknowledging and respecting transgender,
genderqueer and noiinary pe@le is critical to a brand's succeg&aplan, 2020)Jgnoring this

population can have negative consequencesfhusA 0t aSSya tA1S I dawmd NI Y20

future-LINE 2 T (i K S (Pielopetz 2@ SoNdipiement a nonbinary marketing approach.

Elena Prokopets discusses in her artiold_atana why gendespecific marketing can no longer be the
solution and features three brands that are already embracing gendatral marketing.Gender
neutral marketing is becoming increasingly pop@ad majorbrands such as Gucci, LV and Lewaitseh
launched gendeneutral collections, and inclusive advertising with different models is on the rise.
Younger consumersre guided by this approach in their purchasing decisions. Elena Prokopets
emphasizes thatt 02 y & dzY S NA Q O 2 valiiés tanig dhe twy shapiag? f@rdes ih decision

Y I 1 A ¢nd drands need to align their positioning and creative choices accordingly. While some
brands make superficial changes, suchimaglementinggenderspecific packaging, truly connecting
with younger adiences requiresmore meaningful weltthought2 dzii = | Y R ¢hghgeSiAG A 2 y I
marketing strategies. This may include treating influencers equally, regardless of gender or ethnicity.
Prokopets stresses the importance of listening to consumer insighdetermine if the transition to

genderneutral marketing makes seng@rokopets, 2022)

Abby Kaplan's blog post for Adlucent discussesd@lenges and successes of gerdmponsive

YIEN] SGAyaId {KS gNARAGSaAaY &, 2dzyASN) ISYySNIraGdA2ya |+ NB
ISYRSNBR LINPRdAzOGA Fa LI NI 2F I(KaaNBO20§I®RdstoReissA a G y O
tips for companies to develop inclusive marketing strategies, emphasizing the importance of workforce

diversity, supporting trans* rights, and understanding the needshef target audience. It is not

11



enough to simply offer gendareutral products or work with genddtuid influencers. Companies
shouldtake acloserlook at consumer representation to effectively meet their needs and increase
sales(Kaplan, 2020)

Previously explained theoriesady a8 A I Kia 6Aff 065 dzaSR G2 SEFYAYyS
approach Is the toy manufacturer using a binary view on gender? Iseite marketing approachll

gender inclusive? Or is LEGO only focused on breaking into the sogidflemarke® Further, | will

AyOf dzZRS GKS AYLI O 2y OKAfRNBYyQa RS@St2LIVSyld Ay
stereotypes. Judith ButDd I SY RSNJ LISNF 2NN I GAQGAGE OGKS2NER ogAff
this paper.

12



3. Methodology

The following section presents the methodology of the study, including the underlying strategy of the
work, the research methodgsed, and the expected results. This part aims to provide clarity on the

approaches of the study and clearly define its objectives.

3.1. Epistemological and ontological approach

The following chapters will focus on the epistemological antblogical considerations necessary to
conduct sufficient research. Considerations that will shape the use of the chosen methods and data
through an ontological understanding of the nature of social entities (Bryman, 2012, p. 32). In addition,
there is anepistemological focus on the qualifications and limitations of my understanding of

knowledge.

3.1.1. Social Constructivism

Thisresearch paper starts from a social constructivist paradigm that views "reality" as a product of
social construction. According tiais view, people are social beings shaped by their social relationships.
In simpler terms, constructivism assumes that people create society and society in turn shapes
individuals, thereby shaping the world in which we lig@nuf, 2013, p. 4pr how Bryman described

it:

G/ 2yaldNUzOGA2YyAaY A& |y 2yiGa2t23A0F{ LkasdeisA2y 062
that social phenomena and their meanings are continually being accomplished by social actors. It
implies that social phenomena and categories are not only produced through social interaction but

that they are in a constant state of revision. étent years, the term has also come to include the
y2iAz2y GKFG NBaSINDKSNEQ 26y I OOBdayiana012,p. (1 KS a
33)

Vivien Burr addresses the importance of language within social constructiStsadescribes howtie
acquisition of concepts and categories is closely linked to language development and is reproduced
daily by people who share a common culture and language. Therefore, language is a fundamental
component of individual thought, as it prowd the necessary framework for meaning and

understanding. Ultimately, language is a prerequisite for thinkikagrordinglf h@mgpeople talk to

13



each other, the world gets catructed€ (Burr, 2015, p. 11he use of language can therefore bese

as a kind of action and social constructionism emphasizes that language has real consequences for
individuals that cannot be ignoreqBurr, 2015, pp. 1€11) This aligns with Vygotsky theory, that

language and culturprovide the fundamental framework through which humans encounter, mediate,

and comprehend realityandii KS 2 6 & SNIJ I (i AtReywortd 2scanSilNEdEin ohekvkayi or &
FYy20KSNJ Ia LIS2LX S {potler, ®IBP.BNRAGS AG YR | NBdzS Al

This paperemphasizes the importance of language in social constructivism assgdsto analyze and

discus§ 9 D HiRaurseByl y I f & T A distoufs® Tha LEGO press release from 2021, the LEGO
Diversity and Inclusivity website, and the LEGO Brand wesitmalyzehow the language used is

inclusive, and which messa@LEGO conveys \wWitit. Burr, Vygotsky and Pottegxplicitly describe

that andwhy language matters in the construction of our realityanalyze how LEGO contributas

influences the readd Xpeility with language® { Ay OS a2 O0A L+ f LIKSYy2YSyl I yR
LINE RdZOSR UGKNRdAK a20AFf AyidaSNI OGA2yByrdan, 20LK | G K S
p. 33) | further address if and howhe readef® view ongendek & Ay Ff dzZSYOSR 6& [ 9Dl
9@Syldzr ftex L RA&AOdzaa [ 9DhQ&a Ay anddpdoficaly theiy LIS 2 L.
construction of their own reality, henceheir gender. This aligns with the essential belief of
constructivd Y G KI G 2dzNJ NBI f A& A Brymany20126.3HAy 3 002 Y LI A

3.1.2. Qualitative research

This paper follows is qualitative research as it aims to understand and interpdefpi if and how

[ 9 D Hisedursds inclusive from a nonbingmperspective

Various scholars have written about and defined the term of qualitative rese8tciuss and Corbin

define it relatively broad} & &t yeé& 1AYR 2F NBASINOK GKIFG LINRRAzOS
statistical procedures or other mgad 2 T |j dzl (Y9804 FLX)Otheiitihe@rigts are more specific

FYR AyOfdRSE F2N AyaidlyOS:T (GKS GAYGSNLINBGIFGAZY
Ga20ALfEte O02yaildNHOGSR yI (ToeNBrog of INE pap farther dlignd 2 G K S 7
gAGK . SNHQa |yR [dzySQa RSTFAYAGA2Y GKIFG aljdzk £ AGLE
SEFYAYAYy3 @FNA2dza a20Alt &aSGGAYIE (Lung &BefgkeB8174A Y RA B A
p. 15)

Authors Lofland and Lofland995)presented two key principles that underpin the epistemology of

qualitative research: Firstly, the most comprehensive form of engagement with anpérson's
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thoughts and experiences is fat@face interaction, and secondly, to gain social knowledge, one must
actively engage with and understand the perspectives of others, often referred to in sociokadynas

on the role of the other

In this stdy, my understanding of intended meaning and how audiences perceive it is based on
assumptions derived from examining written materials and asiady different forms of
O2YYdzyAOFGA2y3Z | OO2NRAYy3I (G2 GKS aSOoatkdyprinche LINAyYy O
cannot be applied as no fage-face interaction, whether with the audience nor LEGO is included in

this study.

Conducting qualitative research enablegnterpret and thusunderstand and explain if and how LEGO

shapes the perceptionfayender within the society. The application of different theories, such as the
agendasetting theory or the gender performativity theory, are used to interprederstandand
RSAONAROGS K2¢ [9DhQE& yS6 YINJSGAYT . LILINRIF OK AYy Tt d

Furthermore both the qualitative researclapproachand social constructivist paradigm employed in
this study assume that "reality" is constructed through shared experiences and beliefs within social
contexts, recognizing its dynamic and eesolving mture. How to interpret this construction is main

part of this study, and is another characteristic of qualitative reseg&tyman, 2012, p. 39%urther
reasoning of qualitative research can be foundriy choice ofesearch design and rearchmethods

which are explained in the next two chapters.

3.2. Case Stwyl

' O0O2NRAY3I (2 . NEBYlFIY diKS SYLKIaira w2F I OF&asS aidz
& S { UBrymArg 2012, p. 6@nd demands the thorough and intensive analysis of a dasgher, a

case study aims to provide andepth expositod dz&a SR G2 Syf I NBS SEA&aGAY3T
group, organizational, social, political, and réld&® LJK S y @iN, 3009, g. 4)

Brymanexplaingthat there are two different approaches possible within a case studyidiographic

approachand thenomotheticapproach The nomothetic approach focusesg.,on laws or patterns

applicable to larger groups of people and is often connected to quantitative methods. On the contrary,

the idiographic approach aims to explore huia®@ SELISNA Sy 0Saz A& 2FiSy 02
LIS2 L SQa&a baR&igun heidcd, is imgifty to be understood to apply qualitative methods.

Often, a mixed methods approach is used, however, it is not manda@ryman, 2012, p. 69)his
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paper, therefore, can be understood as idiographic approach as itshjective is to examing 9 Dh Q a
RA&Z02dzNAS YR (G2 RNI}Ig O2yOfdzarzya 27Fcukgkeg (GKS O2Y
{ OKN} YY RSTAYySa GKS 0O2NEB td decidionsOthyitley deiledaReh, htw a RS O)
they were implemented, and with what resalfYin, 2009, p. 17which isanother definition of a case

study that aligns with the approach of this papdiscussed in the next chaptéfhese questions are

answered or discussed in this paper. With this thesis | analydepth how LEGO implemented its

new marketing approach, disdza & G KS O2YLJl yedQa NBlFaz2zya yR (GKS N

Moreover, the lens of social constructivism which views our reality as constructed and the theories
applied in this study aim to identify, interpreted, and explain and discuss the topisiimilar manner

to gain indepth knowledge.

3.3. Critical Discourse Analysis

Critical Discourse Analysis (CDA) focuses on the relationship between language, power, and social
structuresThe meth@lSELX A OA Gt & GSYLKIAAT S& (KSthatstebted? T | y
to ideology and soci® dzf (G dzNJ f OKIl y3ISé @

Different scholars developed different approaches and definitions of CDA studies (Norman Fairclough,

Ruth Wodak, Teun A. van Dijkk, Paul Chilton). Howavéhnjs paperFairclough'sapproach is pplied

as hismain argument regarding CDA is that the ultimate goal is to raise awareness and critical
understanding of oppressive social conditions through the analysis of langigeslough, 2015, p.
4)Theappliedmé{ 2 R A3 AYLI SYSy(d SR 0 adine@sidalCPA riodek NOf 2 dz3 K Q

Thefirst dimension, theext dimensionSEl YAy S& i KS | Oldztt O2yiSyidz &
i S HGrantetal., 2004, p. 1and¥ 2 Odza Sa 2y G KS Wt Ay @hizthigid thi€aseF S| dzNJ
[ 9 D Ipresa release from 2021 [ 9Dvbrsktyiand Inclusivity websitandf 9 Dh Q& . N} YR 6S56
This dimension idivided into four main categoriesvocabulary, grammar, cohesiptext structureg

including meaning in relation to political and ideological implications as well as transitivity and
modality. While transitivity focuses on the connection between events/processes and subjects/objects
Kdzaz | 3SyOe sz Y BeRsbheake® degrek dfGilimnSwith ar Affifiatian to her or his
atlaSYSyildaoé ' RRAGAZ2YIEf&Y GKSNB FNB GKNBS FdzNI K S
GOKS UFT2NDSQ 2F dzidSNI yOSas AdSod gKI étc)deyWlia 27
O2yaiAidzi Sz GKS WO2KSNByOSQ 2 Hairclo®k firthar eniplfabizesi K S WA

[N
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the use of discourse as a tool of hegemony and the importance of uncovering hidden meanings, implicit

ideologies, and discursive strategiembedded in languagé~airclough, 1992)

Thesecond, thediscourse practice dimensidn,y R SEl YAy S&8 aGKS F2N¥Y 2F RAA3
G2 O02YYdzyA OF (S Y &raytietyad 2004/ R 1Hn&fochsBsbrehéw the texts are

WLINE RdZOSRYX RA&AGNROdzISRE IyR O2y&adzySRQd LG AyOf dzR
the production and interpretation of discoursghen it is consumedlrhese practices are not neutral

but are influenced by power relations and sodiologies. Everyday life involves discursive practices

that play a role in both reproducing and changing social and cultural asgéetgensen & Phillips,

2002, p. 61)This dimension includes producti@onditions and techniquesas well ashe role of

institutions and social actors in shaping discouGd. A NJO fmadétArklgad the exploration of
GO02yySOGA2ya 0S06SSy (GUKS ylFiddNE 2F 0KS RA&AO02dz2NES
the social practices they are partdfairclough, 1992)

The social practice dimensiois the third dimension of the model O2y aA RSNA GG KS &20
GKAOK GKS RA&OdzNE A(@réant efad, 2004, p. ABNd T2 QdeySFa LEY OBEKS 6 A
practice to which th¢discoursep S t 2 (Fatréloéigh, 1992)t further is applied to provide knowledge

o2dzi GKS WwWa2 OAlahdtheWs NR ENB T 2 RikcBug iR SatedizBaiBereds no

strict guide on what exactly shaletanalysed however, he gives some examples on which | elaborate

YR o6F&a8 (GKAA& LI LISNRA LIShEairmiStOspecity $e gl andihggerhodi® 2 NR A
relations and structures which constitute the matrix of this particular instance @ébkand discursive

practice. Thus, within the third dimension social and hegemonic relategerdingthe examined text

are discussed as well as the effeotsresultsof the examined discours&.he latteris, whether and

how the text under study influeces subsequent discourse. Moreover, Fairclough emphasizes the
WARS2t23A0If YR LRfAGAOFE STFSOGa 2F RA&AO2dz2NAES
waealdsSy 2F (y2e6fSR3IAS I yR 0S5t A SHedurtherzphasibsthdl St | ( A 2
importance of power dynamics and ideologies that underlie social prac#aesrding to him,n this

dimension it is essential to apply other theories as well to provide @epth insight into the analysis

of the discourse(Fairclough, 199 owever, m thispaperthe theories described in chapter 2: Theory

are mainly applied in the discussion for simplicity and better comprehension.
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3.4. Data Selection

9ljdz- f AGe FyR 3ASYRSNBR YL NJ. Sdirdargnal arikl apicalist structdredsy 6 A
dominate our society, shaping power dynamics and influencing consumer behavior. In this context, the

most influential actors are weknown brands that target both adults and children as consumers. These

brands haveconsiderable power and influence over consumer choices and preferercsgever,

opinions from the public sphere have gotten louder, the people ask companies to finally meet their
corporate social responsibilitiedNonetheless, because of the level of ugihce media and thus,

companies, have on society.

Companies that have been using a gendered marketing approach formeatsiow reconsider their
strategy. While younger companies often have gender inclusivity among their values, bigger
companies mighttdl have some catching up to do. Of course, change does not happen overnight,
however, having aloser bok at themarket gives reason to hophkn recent years an increasing number

of (big) brands implemented gender inclusive lines or approadReskopets, 2022¥lany companies
participate in the Pride Montlg a month dedicated to LGBTQ+ rights. Which also resuttgtiques
because it my be difficult todifferentiate between companies that believe in the course and
companies that make use of these efforts, solely for their objective of increasing their §Tift,

2022)

In the process of findinthe compary to be the studied in my research, | hamltake multiple factors

into account: On what field should my research be focused on? What are the reasons for my field of
choice? How to decide hich company is suitable for this studwtich discourses should | analyse?

¢CKA& OKFLIISNI gAff |yasgSN GKSasS ljdzSaidAaz2ya FyR LINE

and motivation.

Considering different markets, such as fashion, beauty and umkand eventually toys | found a
variety of cases that could have been a match. Different factors were considered such as the influence
of the industry, the reputation of the industry, as wellcmsaracteristicallystructuresof eachindustry.
Regardingtie influence of théndustry, it quickly became clear that the toy market has great impact

on society Thebabyandchild market hd a yearly revenue @£.65 billion U.S. dollars in 20232.2022

n.d.) Marketing addresses children however, companies alddress parents to buy toys for their

children. Thus, the potential societal impact of the toy industry is considered fitting for this research.

The reputation ofifferent industries may varywhile every industry is criticized for different things,

the toy industry isamong other pointsespecially critiqued fogender stereotyping, lack of diversity
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and representation as well as limited option for awadition play.(Sweet, 2013Thus, the toy industry

also meets the requirement of being criticized for not acting gender inclusive.

OneO2yRAGAZ2Y Aad AYyS@OAGlIofST SALISOALT & imchideYd RAA
Although every company could be analysed in terms of gerideusivity for this paper it was
AYLRNIOFYyG G2 6S FofS (2 O2YLI NB (KShishpenstie y @ Q& L.
discussion point whether the studied company really values and leslievgender inclusivity or if the

firm implemented changes and made promises to increase sale numbers andSirafé.LEGO in 2021

has announced tbecome gender inclusivéhe company meets the requirement of being studied.

.SaARSa (KS Saed¥tddritifueand répitatidngze fact that it is a European brand
contributed enormous to my decision to make it my casehe consideration and appropriateness of

the location a study stakes place add value to the research itself.

LEGO already iplemented changes to make the company more gender inclusive, for example, the
FAEGSNRE WF2NJ IAENEQ YR WTF2N) 60284Q 2y (GKS 5SoaAa
interests and categories instea@Russell, 2021Hlowever, it can be queisined if LEGO actually wants

to become gender inclusive towards all genders or if the company simply wants to further capitalise

on other genders marketsTo be able to provide a sufficient answer to this | had to decide how to
ARSYGATE [ 9DNBEYERZ AS (ISHVIRRSNS oiA2- & | yR GKS O2YLI yeéQa

of being researched is anothexquirementthe case of this study had to meet.

. & O2yRdzOGAY3 I ONRGAOIFIET RA&AO2dz2NES lylrfeara 2F |
revealed In order to provide a comprehensive analysis, this study examined certain variables,
specifically LEGOgsess release from 202ihe LEGO Dérsity and Inclusivity website and, the LEGO
Brand website By focusing on these three textual sources, a naitered understanding can be
achieved at different levels. At the first level, the LE3€ss release from 202 analysed as it is
described a a commitment that has yet to be put into action. At the second level, the inclusivity
statement published on the website assumes deeper importance as it is an easily accessible and
enduring representation of LEGQO's stance. Finally, the third and delepestieals with LEGO's values,
which are an integral part of the company's fundamental activities and guiding principles. Byranaly
these three different levels, one gains a comprehensive insight into LEGO's approach to inclusion.
Although, there weramultiple alternative approaches possible, | focused on this one as it provides a
layered indepth analysis which results in comprehensive knowledge. More details to alternative

approaches can be found in chap®&6 Limitations ofthe study.
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3.5. Ethical conslerations

Every study has a responsibility to the people and organizations that are the addressees of its research
activities. (Bryman, 2012, p. XXXRgsearch within the field of gender, especially involves different

ethical considerabns as it is a delicate subject itsgEllison, 1990)

In this study | take a critical stance who assumes that gender inclusivity results in positive changes.
However, | acknowledge that not everyone accepts the fluid perspective on gender. Gextgile

may still believe in genderas a binary and feel offended or upset when being told differently.
Researching such a togiom a gender inclusive favouring ppestived2 Sa y 24 Ff A3y gA 0K
beliefs and may result istrongeropposingopinions.Since people's reactions can never be predicted

with certainty, these stronger opposing opinions may in turn lead to greater contempt, more verbal
violence, or gen physical violence against people who do notiskdhtify with gender binarisnilhese

potential negative outcomes need to be considered when conducting research within the field of
gendetL 0 A& AYLRNIFYyG G2 | Oy 24 tds RedShelfg moInditeridS 2 LI S Q:

we, or |, agree with them or nat and take them into account.

Western perspectives are often the mastance of society studies. Western exceptionalism,
eurocentrism and colonialism are continuing issues, that remainrgelg impact the concept and the
theories of gender. This problem is widely known; howeVacknowledge thathtis paper is set in a
Western context. The theories that are applied are mainly written by scholars from the global West
and are based on Westersocieties, values, and ideology. Timkerently concludesin results and
discussiorpoints reflecting the/Vesternperspective Gender roles are, among other things, a product

of colonialism and patriarchal power structures, and the exercise of thesks kathe oppression of
women - or better: to the favouring of men.| mention the favouring of men explicitly because of
gender roles for women and men consequently followed the suppression of everyone who has not fit
the characteristics of beingraan. Havever, not every culture has incorporated gender roles as they
are known in the WestThere aree.g. cultures with a social system of matriarckly Matriarchal

Societies Where Women Are in Cha2@23) or different assumptions of societal roles.

3.6. Limitations of the study

Every research study is different and has limitations that are influenced by the nature of the research.

However, there are certain common factors that must be considered. In this chapter, both the general
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and specific limitations of this study are outlthto provide a complete understanding of the research

process and to maintain transparency.

Onelimitation of this study is that it focuses exclusively on the official texts and ignores other factors

that could beanalysed For example, an alternative amach would have been to examine the

marketing campaigns conducted by LEGO after the release of the statement in 2021. In addition, an
examination of consumer opinions through a survey or focus group with individuals or children
representing different gener identities could have provided valuable insigiMsreover, an interview

gAGK | NBLINBaSyidl GAgdS O2dA R KI @S IAGSY AyaAraKaTd

Another limitation is the fact that | chose LEGO as a case study. There is a discernible treoik for

and more companies, especially younger ones, to have a particular focus on and interest in gender
equality from the outset. Given the change in consumer preferences, it would have been useful to
examine the social impact of growing companies in lighthe topic of this study. ore elaborate

reasons about the choice of this case can be found in the ch&pteDataselection.

3.7. Reliability, replicability, and validity

The main objective of this study is to provide solid and credible findings orselezted topic.
Therefore, this section comprehensively examines the research criteria of reliability, replicability, and
validity. Adherence to and demonstration of these principles will ensure the high quality and

trustworthiness of the research findings

This study attempts to improve reliability and replicability by providing the reader with a
comprehensive understanding of the entire research process. Not only is the motivation for the study
explained, but the methodology for data selectiam#pter 3.4) and subsequent analysis of existing
discourse and theories is also outlined. This transparency allows both the reader and other researchers
to understand the steps taken. Although it is difficult in the field of social constructivism to provide
absoluke certainty in replicating the study and exact resiiRsrta & Keating, 2008, p. 62his study

strives for a high level of transparency by detailing each step. Although different researchers may reach
different conclusions and studies may vyield different results,whiigk offers clear and understandable
insights into its approach and provides readers with comprehensive information about each stage of

the research. Therefore, the results and findings of this study are considered plausible.
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In order to establish both egtnal and internal validity, for external validity, it is critical to examine the
generalizability of the statements made for a particular case to other cases. In addition, for internal
validity, it is necessary to ensure that the research indicators tisaneasure the research units

actually capture the intended constructs or variabl@orta & Keating, 2008, p. 62)

The main focus of this study is to analyse LEGO's discourse on gender inclusion, either conducted or
published. It is assumed that comparable results can laioed if other cases that meet the criteria
outlined inchapter 3.4 Dataselection are examined using an approach similar to the one applied to
LEGO in this study. It is important to recognize that researchers may interpret results differently,

leading todifferent outcomes.

Internal validity is ensured by the selection of appropriate theories and discourses. In addition, the
selection of data also contributes to internal validity, as all of the above components are compatible
with the research questionDefining the research process from the beginning ensured that each

subsequent step was related to the previous one and finally to the research question.
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4. Analysis

This chapter is organized according to the thddmensional CDA model by Faircloughst, the text
dimension according t€ I A N fmadi¢3i& ahdlysed. Then the discourse practice dimension is
examined, followed by an evaluation of the social practitimension.Each chapter or dimension
concludes with a final assessment that clarifies the collective findings from each dimension of the three
texts as a wholeBoth the factors to be analysed withilme textdimension and the discourses analysed

can befound under appendix A tB.

4.1. The Text Dimension
This chapter identifies linguistic features used in thesen discourses by LE@Q interprets those.
Social, cultural and historical context is considered in this interpretation to examine how the texts
reinforces or challenges social normsspecific focus lays on ideological biases, more specifically, if
the language used can loensidered norbinary, this is aljender inclusive. Finally, | reflect my finding,

identify their potential effects on society and draw conclusions.

CKS OKFLIWGSNI gAftt | yI firéndaCetofeAlONEODEL [ F920 hi (Rag DiderHfga [ NI h&
and Inclusivity websitand finallyfocuses orf 9 D hré&nd website This approach provides-ttepth

knowledge on different levels and thus, enables me to answer the research questib® ¢ Kl G SEG S
has LEGO's new approach to gender incorporated nonbjengpectives in the company's discourse

GAGK YR aAyOS Ada LXSR3IS Ay wHnum G2 06S02YS 3ISYR
The LEGO Press Release

[ 9DhQa LINBaa NBfSHaAaS FNRY HnumE 6KAOK ¢l a Llzof Aa
and in the relationto LEGD& WYwS I R& T 2iNstriursd irioGourpartsHodveked efore

the reader gets to the paragraphs and passages of the text, the headline is the first thing to be seen.

The headlin@fthed DA NI & | NB NBIF Re (2 2 JSonlhde¥td endSebR&ENI vy 2 NY
OKFG KFYLSN 0KSANI QNGB GABE WKES Y2 NIRt &ilpliesdhat £ @ ¢ KS
girls are the topic or themef the sentencehus, consequently thais what thearticle is aboutThe

headline furtherpf a Sy iia GKS | OGA2Yy 2F 3IANI & | aThedoydd G NB |
part of the headling which contradicts the firsthala Sy 6§ Sy 0S 2F A0 3I32S& awX6 0
SYF2NDS oAl asSa GKId KIYLSN U KuSek digidsNhiEnkelone@énderJ2 G Sy
onlyasdt 0 KSANE NBfFIGSa (2 ADANIaé¢d ¢Kdza>x 20§ KSNJ A3SYyRS
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that they are either not considered at all grin relation to the headline; not ready to overcome

gender norms.

First, the introduction, which consists mainly of a summary of the results obtained from a study
commissioned by LEG#ighlights the need for society to rebuild perceptions, actions and words to
addzLILI2 NI GKS ONBIFGAGBS SYLRGSNYSYyld 2F Itf OKAf RNEB)
NBadzZ G F20dza 2a6thd @ mdedlss K $ vy R ShiFerédsarfréducedat the end

of this paragraph. Thisiay be interpreted as aimclusion of all genders for the very first time in this

text.

Thepart to be found undethe subK S Rf A Yy S & wBdviBed a rficPeNJabDratddesciption

of the researchesults. In this part of the press release the vocabuiswyithin the gender binarism.

GDANI a4¢ ¢l a dzZaSR mH (AYSaszr 4RI dz3 KitstDhidgraghyoids | Yy R &
text part starts withsayingthatdt 3A NI & I NB NBHARE aZDONSGRSAaFRI R dzA (§ ¢
GKSANI INR g G K (K NEhgizsti fedtiirel & rhetaphorkarid @oonikaling 2ofjunction

¢ creates first the impression that girls are ready, prepared for anditinganything. This could be

mowing gass, having tea, going to a galactical wllne metaphoris used to give the readehe

impression of girls beingrepared forwhatever there may ber come Consideing the rest of the
aSyiSyO0Sz Al 06S02YSa (asSotididd Wikl @& IMNR oiificiveded e X § & ¢ ap2
next part of the sentence) K & Aad AYINRRddzOSR 0 @& thisikiGureOrRefddiali®i A &S
contraststhe giRO2 Yy RAGAZ2Y 2F 06SAy3d aNBIFIReéeé¢ gA0GK riKS a2
LRGSYGA fLIGITINS G (KK OB AYGSNLIE & 2F ¢2NRa FyR fAy3
GIANIAE YR Ga20AS808¢ & gooHLS BLIANT 4K Bnbpsomeddis Speya AR
important to acknowledge here thahts way of thinking is also gatty constructed. Accordingly, girls

are often portrayed as sweet, innocemieopleg K2 @2 dzf Ry Qi R2 |y@GKAY3I gNB
G0 KS aigdhénBeénBoaedas part of the problem why gender stereotypes and roles are still
0SAYy3 NBAYT2NOSR® hGKSNI FIFOli2NAX &dzOK | abagy 32 Ay 3
image. Thus, thenetaphor creates sympathy for girls aadersion for the societyOna deeper level

the sentenceeflects thecontinuingsystematic oppression of girls and women by social norms, such

as gender roles and gender typical behaviamd stereotypeslt should be emphasized that this

sentence conveys a message congruent withhiibadline: Whereas the headline is more fabtaised,

the sentence used in this passage is more open to interpretation. The repetition emphasises the
statement and it becomes more salient to the audience. It can also be argued that the text uses this
repetition to influence the readers attitude towards the subject discussed. Thus, the reatbrised

that the society plays a major role in reinforcimgequality, and which may result in increased

awareness towards the topi@he repetition also highlights ¢himportance that LEGO attaches to the
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statement and its underlying meaning. However, this sentence such as the headline only focuses on
girls. Consequently, the text excludes other gender identities, which raises the question of whether

they are intentiorally disregarded or considered natady for the world”

While the first paragraplof this text partA & O2y OSNY SR gAGK (GKS NBadzZ Ga
NBalLlyasSa 2F (GKS addzRexzr GKS &aS02 yik padigidphIaNd LIK A Y
 62dzi GKS NBASINDK 2dzi02YS848 FTNRY ljdSadAaz2ya | o2 dz
widert y3S 2F LINRPFSaaAizya (G2 0S F2NJo2dK 62YSy |yR
62YSYy | YR YSrfisforoeS QBdZARSAG2F ISYRSNIOAYINE® ¢KS 4
are no other gendesdo SaA RS a & ¢ 2 Y SaydéexcludéfRan dthérSggnder However, it is

AYyiSNBaldAy3d (G2 y2G4S G(GKIFIG a62YSyé¢ 0O02YSa FTANRIGI F2

perspective in the text.

Thenext textpart, which can be found under the s&bS++ Rf AyS awSodzAf RAy3d GKS
parents andéchildreré to dinclusive plag2 y G KS da Ly d SNY I iThédafigubdge Gsede 2 F ¢ K
the beginning of this paragrapfan be considered mosthenderinclusive.lt can even barguel that
GOrtftAy3 2y LI NByida | yR OusdsdnRidBegtionalhppdch bétalise y Ay C
GAYyOf dzZaA @S LI &8¢ Ydzad y2i ySOSaalNAfe 06S NBAGNA
origins, ethnicities people with disabilities, dp to name a fewHowever, he text then promotes

[ 9Dh Q& &dbauNiliA yRALIAYERrgp@nelAyr R fidrk dlffe@rit countries which were

LIN2 RdZOSR gAGKAY (KS O2 Y LI hepatagraptcon8udds dvith® Statdmenk NI & £
by Geem Davis, the founder of the Geena Davies Institute on Gender and MEdgstatement can

Fta2 65 O2yaARSNBR 08Ay3 62NRSR SAGKAY 3ISYRSNI oA
LX | &8 oXB% HFiyR2 (y26 GKI{G nstedtipgddactiditteNdarileaday anlj dzS |
SELI YyRSR GASGLRAY(H 27F LEmpladisayd oinelusaga o 13y RithesdeILIA NI dzy

examples.

The paragraph encourages parents and children to engage in inclusive play on International Day of the

Girl. The language used at the beginning of the paragraph is predominantly gendered, suggesting
GAYOf dzaA @S LXleéd 1 26SHSNE (GKS LI NFINFKLK (GKSy K
entrepreneurial girls, which are part of the Ready for Gidspaign. The paragraph concludes with a
statement from Geena Davis, founder of the Geena Davies Institute on Gender and Media. Notably,

the statement uses gendered language emphasizing activities for girls and their expanded view of
possibilities and oppunities. Interesting to note here is, that although the passage is clearly about
IANI & [ 9Dh OK2aS (2 AYyGNRRdzOS aAyOfdzaAgdS LI | &¢

including all genders. Another important discovesthat when GeenaDdva &l &a a2 S Ff a2 |
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showing girls unique and unstereotyped activities can lead to an expanded viewpoint of possibilities
FyR 2L NIdzyAGASaé &K STheéSchoizé afzoSasiulaly YyeGeehd BaBidkhisasS y R S |
the question of whether the diderate use of such language willfully excludes all other genders or

implies that its message can only be realized by girls.

The partof the textwiththe suB S Rf Ay S & ¢ K S ishid indst gender ipcludivaly writeh & &

partof thetextsofad® ¢ KNBS (A YSa al f fThispassadaRdidBlydés alstitd@nert R R NS & :
by Julia Goldin, Chief Product and Marketing Officer at L.&4i€h is formulated i gendefinclusive,

nonbinaryg | 8 ® . & dzaAy3a @20l 0dzf || NB LEQAR AI04 IS RIS N® K A fy R
Fa LR2aarofSéd ¢KS I ad dighifichnEbibe Skt andlysis dskvdll becauteNDT 2 F
FNRY 2yfe GFE1Ay3a Fo2dzi G3IANI a¢ Ay NBtlLGA2y G2 0
s/ 0 SyOS (2 | Y2NB AyOfdzaA @S $2NRAYy3I 08 TheRaRINBAAAY
sentenceof this part of the text; dThe company will ensure any child, regardless of gender identify,

feels they can build anything they like, playingimvay that will help them develop and realise their

dzy A lj dzS ¢ icdn fushgrinabetbe analyzed according to its transitiviykK S | OG2NJ A& a ¢ KS
thus, LEGQI KS a4dz02SO0GAGS Aa alyeé OKAfRE FYyR @KS&®EIG N
¢CKS OANDdzyaidlyoOoSa LINPOGARS FRRAGAZYIE AYTF2NNIGA2Yy
Oty 0dAtR Iy@lidKAYy3 (GKS& tA1S¢s IyR AlGa LJz2N1RASY
0KSANI dzy Alj dz§ G f S ythetrote ohe@afliNg afchHilds fr¢ge@ob ko build, §n&draghy

play, and supporting the development and expression of their unique talents. The use of inclusive
language stresses the company's commitment to diversity and inclusivity. This wording highbghts

the company recognizes and acknowledges the importance of creating an inclusive environment
where all children can freely express themselves and develop their abilities. It positions the company

as a positive force that challenges gender norms andmptes a sense of equality and self
determination in childrenFurthermore,as force of utterance can be understood asoanmitmentto

GFrye OKAf RXZ NB3II NIdteSns af emsemidnSodal Sidluse oR"&ilf linkliates a

strong commitment to take action and deliver on this promise.

GhdzNJ O2 YYA (YSy ihéadlineaThis gar of the téxiiartiéuldees in its first sentence that

GSyadz2NAy3a Y2NB Ay Of dza A @S dgdbderdorrhsysRritidal; MotjustyoRgirls K
odzi F2NJ Iyed OKAfRéd ¢Kdzaz KA 3KshouldiKoude généer atross K

(s}
¢
(@)

(02}
puj;
(0p))

the spectrum. This is underlinday the choice of vocabularput alsoby the vocabulary that had not
been hosen: If the intention would have been to argue within the gender binary, thestaxéd,onot

just for girls butforboystdo® Ly G4 SNBadGAy3a G2 y20S KSNB Aa GKIQ

(e

actor but as a general statement. Thus, the powelation can be considered neutral. The next

sentences of this passage are characterized differently: It switches back to a binary view on gender,
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GFt 1Ay Fo2dzi Ga3IANI aé |yR é028a¢é¢d ¢KS dzal IS 27F «a
usedAy GKS &l YS YIyYyySNI® CdzNI KS NE impliéd thazharg/ade odyk S G S NJ
two genders, hence, the language cannot be considered nonbifdeg .last paragraph is thectual
commitmentand general force of utterancef the passage andktS LINB&aa NBt SFaSy dac¢k
O2YYAUGGSR G2 YIF{1Ay3a [9Dh LXIe& Y2NB AyOfghith S | yR
now in the futureg are not limited by gender stereotypes. We know there is work to do which is why

from 2021, we will wdk closely with the Geena Davis Institute on Gender in Media and UNICEF to
ensure LEGO products and marketing are accessible to all and free of gender bias and harmful
A0SNB26REISESGNY aO2YYAGGSRE A YLIH A Beifurther cliokedK f SOS
vocabulary signalsmaalkgenderinclusive or nonbinary LILIN2  OK (2 ¢ NR& 3ISYyRSNY
ISYRSN] ai SNBSS R2ANEHINES RFft ASWYRENI 0AlLaA YR KIFNYT
while some of these examples could also be usenh a binary perspective on gender, based on the

previous passage amil I O O Si& & A onfiaffoe askuined that the intention was to formulate in a
nonbinaryintention. LEGO is very certain about its commitment to as implied with the epistemic
Y2RIGAGE ¢a Ay G(GKS tLad adyisSyOseo ¢Kdas (emede LINBASY
[ 9Dh LINBPRdzOGA YR YIFEN]SGAy3a INB | OO0Saairoti§ G2 |If

indicated.

w»

TS ¢62NR G3IANI € 41 a dza IR YIS P A0RSBA 56 20NERI daDREBIENES | &
GAYSad a!wadused & timeRnidBnpalance implies a marginalization of people or children

who identify outside the gender binary which in turn reinforces a binary view of geltdemteresing

G2 y24S GKIG alff OKAfRNBYE gla YIARKSEROAYGBA WS &K
NRtS 2F [9Dh LXFé&éd hyS GAYST (KS IniKeMbrthydindg | & dzi
reasonabledue to the structureand theintertextuality of the press releaselhe text often refers to

the results of the study, which was conducted within the genbieary. This explains partiglthe

' Y2dzyda 2F GAYS&a GKS GSEG dzaSa a3IANI & 2NJ aRIl dAKI
noy oAyl NE LI aalrisS Aa G4KS a¢KS NRtS 2F [ 9Dh LJ I @¢3
which is the most aljender inclusive or nonbinarnfhis might be reasoned in her personal beliefs

NI G KSNJ G§KF G K @&notdet iémairkgbddartiis tidaBafter hiF gad the languageskes

some level of inclusivityThe textfrom this pointmay arguable stilbe formulated in a nonbinary

setting with some insertions of the gender binary, when addressing research results, but is not as
AGNRPy3It@ y2yoAYyIlFNE | NIGAOdzZ I GSR | & idgiBdichtiNaBn@®A 2 dzd  LJ

degree of uncertainty regamdg implementation potential cand the belief irthe new strategy

In summary, LEGO's press release takes a mixed approach to gender inclusion. While the text

demonstrates a commitment to challenging gender norms and promoting equality, there are iastanc
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where binary gender perspectives are reinforced and individuals who identify outside of traditional
gender categories are marginalized. The prevalence of gendered terms suggests a limited
understanding of gender beyond the binary. However, the use dbisive language and nonbinary
terminology in some parts, including tlmitstanding linguistic features and content of the last two

text partsreflect a strong commitment taonbinaryinclusion and diversity

ThelLegolnclusivityand DiversityLanding Rge

The LEGO Inclusivity and Diversity Landing Paigevides a lot of information, about different
approaches towards inclusivity and diversiBesides the introduction, the landing page consists of
three main parts or blocks. Every block starts with eadiine and anintroduction to the topic
addressed in the block. Then either more background information is stated, which will be examined as
well, and supporting units and examples of how LEGO has incorporated and implemented these
approaches towards ingsivity and diversity. This analysis focuses mainly on the introductions and
descriptions of the three blocks. Supporting units and examples are acknowledged and partially
included in the analysis of the structure and coherence of the landing page howeegrare not in

depth analysd. The reason for this is that this paper focuses on how LEGO uses language to convey
meanings and beliefs, rather than how and what the company does to promote its intentional

statements.

The first main partthe introduction to the landing pageommunicates that the LEGO Group beliefs in
RAGSNEAGE YR AyOfdzaA@Aide I NBE GKS FandEGORplapy [ 9C
wX6 ¢KS FANBRG aSyiadSyOS Aa | NIAOdzZ I éalgdRdesagrodss @S NE
the spectrum It statesthaf 9 Dh aA & F2NJ SOSNE2yS> y2 YIGGSN 6KS
fA1S 2N K2g @2dz AeRResséidS ¢@2 WLISEABd ) KYSe aiehspiv 3 3 A 2 v
and develop the builders of tomorrawvi®is interesting to note that the mission is completely gender

neutral formulated. Depending on the interpretation it could address any gender or any person in
general Thus, everyone maiglentify with it. The transitivity othe sentenceNB @S I f stiagehc D h Q
YR O2YYAGYSyld G2 GKS 202S0aNRS anvaologinggentedicdNS | y R
Oy 68 O02y&aARSNBR I RS2yiGAO Y2RIfAGEd LG SELINBaa
must continue to play our part in buildjna more inclusive and equitable world, starting with our own

2NHLI y A Hisiaday $ WEIK aAaSa [ 9DhQa F3Syde IyR O2YYAQY!
0dZAf RSNE 2F G(G2Y2NNRBgé¢ oK2 |NB | OO0O2NRAy3 G2 (GKS
GSMNE2yST y2 YFHGGSNI 6KSNB &2dz 02YS TNRYS 6KIG &2
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CKS 4802yR LINIZ 42KIFG R2S4a RAOGSNBAGE YR AyOf dz

68G688y [9Dh LXF+& FyR [9Dh +Fa | @2 NA&L2EOEYS ZNI9DL
¢tKS 62NR GSOSNEB2YySE¢ Ay Othudziv Bréusive Mt dein@inarg. THe tekt thehSy RS N
dzaSa | O2YLI NI 6ABS adGNHOGdZNBE 6KSy aidliAay3da ac¢KS

within our business, who are each heagdR @ £ dzZSR>X GKS Y2NB 6S oAttt | ff
It implies a relation, or positive correlation between diversity among employees and the positive
outcome mentioned¢ KS ySEG LJ &&F 353 | RRND a@ecksgdmh220) & (i ¢ 2
Gl fdzAy3d RAFTFSNBYyOS&¢d FyR 4dLYWREBSHNS NDBBIKNE a &y D1 b x
GSOSNE2YySes GAYyOftdzaA@dS 2F Ffté 2N oSt O02YS SOSNE
ISYRSNID CdtheEK$NNKRRBzIK KAAG2NAOItfe RAFTFSNBYydG RST
LGBTQ+ communitgQueer in the world, 2021hus, intentional, or not intentional used, th&sBTQ+

community, henceforthpeople who identify outside the gender binamay feel includedThereare

G2 NBYFNJFotS SEFYLIEtS&a Ay GKA& LI &aal3asSy LG adl
GKAOK adrkrNIa gAGK ONBFaGAYy3a + alFF¥S aLl OS AR2NJ S@S
interesting point of this sentence is that althoughli a G+ §Sa GKFd GKS RAGSNAS o
KSFNR yR @I fdsSRé¢ Al R2SayQi aLSOATe o0& K2 KSIN
may lead to the question if there will be anyoakallhearing and valuing these backgrountlhe Ack

of representation raises the question of LEGO's commitmérk S &S O2y R 3f 20 f  LINXR 2
NB LINEB & S ysidéscrihed With vocabulary that does not imply any gender. Thestaiément

G/ dINNByaGte ¢S F20dza 2y 3ISYyRLE8E BYRYABRLES pDIK
suggests that there may be moments when other areas are emphasized more. This implies that LEGO
places unstable importance on the representation of gender, ethnicity, LGBTQ+ communities, and
people with disabilities. Such view has the potential to influence individuals' interpretations and
perceptions of the companyndividualswho identify with these groups may ask questions about the
company's goals and inquire about its future course of action.

¢KS ySEG .GNEMN] ALEANIR2 o6&y 3 SbhEdhS Nith what Sanfha Gahdidéradé =
Y2YO0OAYIFNE GAGK @20l odA  NBE fA1S GOKAf RNBYy¢ 2N a0
passage. The second passage states LEG@II&NY 2062SO00GA 0SS 2F odeO2YAy3d
ot yOSR 2NHELI YAl beémsanthiight bésbrieitatizdlSive it &nly includes the

binary perspectiven gender aglarifiedAy [ 9DhQa DSYRSNJ . It +yO0OS t2ftA0e
SELX FAya GKIFIG adKS [ 9 yendebisl@dbinkryR Godvevir, For tNaparpdSe® G & G F
of Danish legal requirements and reporting, this policy uses the traditional gender categories of male

I YR T §Ngl 208Lf1 recognize the need for companies to comply with legal requirements.

However, | maintain that gender representation is not determined solely by legal obligatibas,
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reports to official institutions etc. may be raimed to be within the gender binarfocusing only on

women and men and excluding other genders from the company's internal ambitmmever, may

arguablelead to lower credibility for the company considering that LEGO itself states in the beginning
oftkAa OSNE 6S6arids GKIG GKS O2YLIFyeée a F 62N LI
GKSNBE @82dz 02YS FTNRBRYZI ¢6KIG @2dz t221 tA1S¢ FyR SaLl
The last passage of thistroductory part is the most gedered. lt usest 62 YSYy ¢ G KNBS (A Y
stress thatexplains the company goals &share of women at Director level and abéve® 2 KAt S dzy
iKS aS02yR LI aal3aSsy ¢gKSNB [ 9Dh -alifl HiySAS Rél a2 NBleySAd i
could be argued tht the text follows a gendeneutral, or nonbinary, language. However, even without

GKS oFO13INRdzyR AYF2NXNEIEGAZY FNBY [9DhQ&a DSYRSNJ . |
genderbalance in this case only includes women and men. Especially if dkderréas not read the
YSYGdA2ySR LRfAOE FTRRAGAZ2YIffteés (GKSe& g¢g2dzZ R y2i
OKFG ISYRSNNG2021y2G 0AY Il NEBEE

(@]
N

The last blockkK S| Rf Ay S3Z a9 @S NE 2 y SLGBEQ+ ait&si Phy frst thingHtdRB&NS 3 &4 S 2
here is that the introduction to this part is not very informative itself. It lacks in explanation and
addressing its target audience. Without the image and the exigtargnership statedbellow the

introduction, itwould not be clear that this part of the website concerns the LGBTQ+ community. The
introductionis¥y a9 @SNE2YyS A& dzyAljdzSE YR gAGK | tAGGES Y
world, we can all feel free to be our true AWESOME selves, in thjwbJt  OS ' YR S@SNE ¢ K
The sentenceicknowledges the prevailiigy Slj dz t AGeé Ay a20ASdeé& o6& aidl A
I OOSLIi I yOS | yR2M/ RS &I yRXYWI&E&2 ol £t FTSS{TheFNBES
vocabulary of this pass&g dza S& @20l odzf  NBE fA1S aSOSNE2YSé | yR
inclusive towards all genders or nonbinafhe exclamation margwhich is the only one to be found

on the entire landing page emphasizes a very strong feeling about the previpsentenceThus, it

can be argued that LEGO clearly emphasizes the importantésqfart of the website. However, to

effectively promote the company's holistic support for individuals who identify as part of the LGBTQ+
community, it would have been apgpriate to mention the LGBTQ+ community earlier on this

website. This is because gender issues are also relevant to the LGBTQ+ community, particularly

because individuals who identify as rbmary are included in that community.

While the first mainpai a2 KI 4G R2Sa RAGSNAERAGE YR AyOfdz@Azy
dS02YyR LI NI a.NBI{1AYy3I R2gy 3 Befdrse MEoatairS MEhg @oarllS a ¢ =
supporting units and examples on how LEGO incorporates what is stated in eacliatimo.[ 9 Dh Q&

GLI NIHYSNAY3I gAGK !'b 22YSyés aGhdzNJ LI2f AOAS&EY at |
5AalF0AfAGE T2NHzvYé OHoyever,SMemizednf tRe Busihesy Bisaliiliky Fofum"
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seems somewhat out of place as part of the "Bregkidiown gender stereotypes" block, as no
intersectional approach is defined or used in the description. Furthernoarepe argued thatGBTQ+

may shoulde included to the block about gender stereotypes as.wetjuably, this would contribute

to greater epresentation and inclusion of marginalized groups and people. In turn, this could
contribute to audience gender development, awareness, and greater consumer centralization, which

in turn increases brand trust and reach

In summary, theanalysedwebsite ontains both inclusive and questionable aspects. LEGO sets an
inclusive tone in the introduction but is not coherently inclusive of nonbinary identities. The emphasis
on gendefbalance focuses solely on women and neglects other genders. The section 0@4.GBT

regarding gender inclusivity could have been better integrated earlier in the text. A clearer structure
or intersectional approach would improve representation and inclusion. Overall, while LEGO
demonstrates some level of inclusivity, there is roomifaprovement in challenging gender norms

and promoting inclusive, nonbinary diversity and inclusivity.

TheLEGO Bran@/ebsite

The LEGO Brand Website consists of The LEGO Brand Values, The LEGO Brand Framework, and The
LEGO Promises. There areBsiand Values: Imagination, Creativity, Fun, Learning, Caring, Quality. The
Brand Framework consists of seven steps; from bottom to top: Spirit, Promises, Values, Idea, Vision,
Mission, Belief. There are four LEGO promiSenple Promise, Play Promise netaPromise, Partner

Promise.

The first part, the LEGO Brand Values are writtengaraderneutral stylewith one thing standing out

right away: None of The LEGO Brand Values address inclusivity or gender. However, analysing the use
of language it can beoted that the text does not use gendered pronouns, instead it focuses on
GOKATf RNBY ¢ | yR a&"wd" and bs"areNi@ey \@hidyiay nai aiz) iromotd a sense of

unity and collective purpose, but also a sense of inclusion and belanging

The LBO Brand Framework also is articulated in a gemaeitral way. No pronouns are used in the
TNFYS62NL ® 4/ KAt RNBY NB 2dz2NJ NRfS Y2RSf &aé A& [ 9C
of the children thus, it can be argued that it is meant to ideleveryone, regardless of their gender.

[ 9DhQa YAaaAzy 3A28SaY AaLYALANB FyR RS@St2L) G4KS od
pronoun accompanying the object of the sentengehe builders of tomorrow.However, gender

inclusivity is not eglicitly mentionedg nowhere in the framework.
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The third and last part of the webpage, The LEGO Promisgsh OK Ay Of dzZRS (G KS at S2 L.
Gtfre tNRYAASEST GKS atflySiare &P o/mal&ed inlaygéndedd KS  at
neutral languge.d 9 GSNE 2y S¢ A& dzaSR 2y OS> GOKAf RNBy¢ (GoA0
a dzanétotal, the text does not suggest any gender at no place.

The LEGO Brand Website uses a gemmartral approach throughout. The language used throughout

the site awids gendered pronouns and emphasizes inclusivity through terms such as "children” and
"everyone." LEGO Brand Values, Brand Framework, and Promises are all presented in-agénaler

way arguable to promote unity and shared purpose. However, the lagkmicit references to gender

and inclusion raises questions about LEGO's stance on these issues, especially considering their pledge

to become more inclusive. It suggests either a cautious approach to gender discourse or a possible lack

of emphasis on gader equality in the company's philosophy. Overall, while the content of the website

is gender neutral, the lack of explicit discussion of gender leaves room for interpretation regarding

LEGO's commitment to gender equality.

In short, the LEGO brand welgsitakes a gendeneutral approach in its language and content.
Although it promotes inclusivity with terms such as "children" and "everyone", the lack of explicit

references to gender and inclusivity raises questions about LEGO's commitment to gendiy.equal

In summary, the analysis of the different discourses reveals different perspectives on LEGO's approach
to gender inclusion. The LEGO Press Release shows a mixed approach, with a commitment to
challenging gender norms and promoting equality, but aksamples of reinforcing binary
perspectives and marginalizing ntmaditional gender categories. LEGQrelusion andDiversity
Website shows both inclusive and questionable aspects, with an inclagittede in the introduction

but inconsistency in addssing nonbinary identities ardisregardingpther genders. A gendeareutral
approach isapparenton the LEG@rand Website, avoiding gendered pronouns and emphasizing
inclusivity, but the lack of explicttonsiderationabout gender and inclusion raises gtiens about
LEGO'perspectiveon these issues. Overall, the progress and commitment to nonbinary inclusion and
diversity is acknowledged, but there is room for improvement in challenging gender norms and
promoting inclusion. Greater clarity, coherencedantersectionality in messages and actions would

contribute to a more inclusivity and diversity.
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4.2. The Discourse Practice Dimension

First,l identify the social context the discoussanalysed aresituated in. Then the production process
the distribution and the consumption stags each textis examined. Oncéhese three steps are
analysedthe effects of the discourses are identifieddareflected critically. Eventually, conclusions

about relaticnships between discursive practices and social structures are drawn.

LEGO has had the reputation of beinbaystoy, receiving critiques from different sides for not being

inclusive enough(Sweet, 2013Although the company has done some progress in the last years,

[ 9DhQa KA&G2NER Aa OKI NYADPSNKRAER 20 yASYi RSNIRR a Vld2a)
intentions: Does LEGO want to be more inclusive to promote equalis/ibonly superficial changes

and marketing?

Furthermore, it is important to address the cultural norms and power dynamics the teguption

and interpretation may be influenced by: The discussion about gender has become bigger in recent
years in the field of science as well as in our everydagdifisidering articles and theories about ibrF
example, in job ads we can find (m/fld)n social medias we can add our pronounce etc. The gender
roles tackling campaign mentioned in the introductionmagine a CEQ s it a man?; went viral.
(Cowan, 2022)However, our society is still verry much characterized by gender roles and
marginalisatn. (The Guardian, 201&ome ideologies are so internalized that is difficult to challenge

or overcome them. The previously described information influences the produofidine analysed
discoursesn this chapter, because discourse depends on already existing discourse and on ideologies

and norms.

TheLEGOPressRelease

The analysed press release has been issued by LEGO itselfraily®ased on the results of a study
commissioned by LEGO aoonducted by the Geena Davis Institute on Gender in Media (GDIGM), a
consultingpamSNJ 2F [ 9DhQ&2dz/ RSB aAyumdPnn o0& ! OFLRSY& ! gl
Davis, the Institute is the only researbhsed organization working collaboratively within the
entertainment industry to create gender balance, foster inclusion and reduce negative stereotyping in

famif @ Sy (i SNI I AYESBGS, Za2Bc¥atdRdly; thegower relation in this relationshigiear:

LEGO is the client, GDIGM the contractor. Thus, the power lays with LEGO. Another noteworthy
discoveryat this point is that GDIGM is the only existing organisation of this kind. It can be argued that

this organisatiorhas the monopoly in this fieldThese power relati®@must be considered because
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LEGO as the client may has commissioned the study, testing the outcome of the study is difficult since
GDIGM is the only organization of this kifithe Institute has worked together with various major

media companie$GDIGM n.d.)which could be considered a suppargument howeverthe factthat

there is no other organisation this argument cannot be proven with certainty.

¢KS LR26SNI NBfliGAz2zya 2F K2¢ G(KS GSEG KIFa 06S8SSy Aaa
and norms the text has been produced withare reflected in the press release. This is, by its
vocabulary, and the mentioning of gender norms and the society. The text further mirrors the ongoing
RS6FGS o62dzi ISYRSNW !'fGK2daAK YFIAY LI NI&a ¥ GKS
can berecognizedhat LEGO tries to be ndninaryq up to a certain degredt seems like the company

itself reflectsour society: used to gender from a binary perspective, but well knowing that gender is

constructed and varies from person to person and not from sex to sex.

The press releaseasinitially RA & G NA 6 dzi SR 2 y f A 86% Iypedfblof drulna 6 So6 a A
been disseminated by multiple communication channels detectable by social media pladfiodineg

posts on third partywebsites as well as assningly, by newspapes. All these channels can be
considerednew media hence, mass media. As explained Bptdr 2.2 Media, mass media play a

crucial role in mediating information and bridging thepdpetween sender and receiver and in shaping

our knowledge and the way we acquire (Ott & Mack, 2014, pp. @) Considering new media

nowadays it can be argued that the press released has been published online to reach as many people

as possible in as little timas possible. The fact thdie press release hdgstly beenpublished on

[ 9Dh Qa nmphave selreBal reasons: The company has direct control over the content as well as

the presentation and the timing of the release. The releassy contribute totk S O 2 Y &dtl yed Q &
AyOf dzZRSR Ay (K& comthdiciltion Ssexil madiaNdaddBd énly to name a fEve

text itself may has been SEptimized and increased for online visibility and traffic. This casdes

e.g.,by the fact that it showsip within the first few hits of search engines. There is the possibility that

LEGO sent the releaggeviously to familiar press contacts. Although most articles about the press
release have been issued the same or within one (Ryssell, 2021; Talmazan, 2081 cannot be

AR gAGK OSNIFAyde FyR (Kdzaz ¢2yQi 06S RA&A0dzaaSR
The press release can be interprewitferently, depending on the audience or readican be argued

dKFG LIS NA& af th@pressdidSendaeparids ortlye discourse and the social circle, cultural
background etc. Audience that already has been in contact withtop& of gender equaly and

inclusivity is arguable more likeigterpret the release in a positive way than people who are less
Sy3alr3asSR gAGK GKS (2LAO® ¢KAA O2dzZ R 0SS LIS2LX S 4K

issues or simply because they do not think that thersuch thing as inequality among gendetkis
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may have different reasorsich as individual experiencda turnthose people also may be less likely

to support the commitment stated in the press releas@r others it could be the initial contact with

the topic.

¢KS RAAOdINAAGS LNy OGAOSa 2F UGUKS LINBaa NBtSIasS Yl
with GDIGM, although it is the only organisation of this kind, may rises awareness of the topic within

the industry. LEGO, one of the biggest tagnufacturersworldwide, is working together with an
SEGSNYIFf 2NHIYyA&LGA2Yy G2 YI 1 Sand sh&res thzevultd of thi)a 6 dza
work openly onti KS O 2 Yielisité &TRIsimay result in open discussions and conversations
regarding gnder but can on the other side also have a negative effect on society, especially people

who already are biased in this regard. More to this can be found in ch8gé&thical Considerations

The previous analysis presents a mixed picture: the stepsntdly LEGO are positive, but the

O2YLIl yeQa | OGdz2rt O2YYAGYSYy(d Aa 1jdSaGA2yloftSd ¢K:
social norms and power dynamics. The distribution through mass media or new media suggests
strategic control over contentnterpretations vary depending on prior engagement with the subject.

The partnership with the Geena Davis Institute highlights limited research opportunities. While LEGO's
efforts may inspire industry discussion, their wider impact depends on ethical evas@hs and

societal biases. However, only based on the press release form 2021 it cannot be excluded that LEGO
chose to write the article the way it has been published to increase sales and to meet the demands of

the wide-ranging population.

The LEGOifzersity and InclusivityWebsite

In terms of the production process, since the source is LEGO's official watdit®thing else is noted

on the site, it is reasonable to assume that the content waseated by the company itself. lis
important to acknowledge that companies strive to portray themselves in a positive light and
contribute positively to their brand efforts. Therefore, it can be assumed that the discourse of study is
designed to enhance LEGO's reputation as much ashpedsEGO can be considered as being in the
power position As long the company acts within legal boundaitesan position itself as preferredt.

can be stated that LEGO has considered expectationsiatsilders as much as social context. More

to the social context can be found in the beginning of this chapWareover, the website analysed

hasarguablea higher degree of formality and authority théme press releaséiscussed earlier

The LEGO Diversity and Inclusivity Webiséie beematurally distributed online andcan be reached

with a maximum of four clicks from the official LEGO landing page and is thus easily accessible for users
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with a computer andnternet access. A search query for "LEGO Inclusivity" returns the desired link as
the first search result.This greater accessibility and prominence of the webs#tephasizeshe
impression of credibility and reliabilitfhe fact that the text is nagntirely nonbinaryformulatedmay

be attributed to several factorgrirst, in the social context EGO may be forced to conform to the
expectations and demands of its stakeholders and therefore taarewhat or partiallgonventional
approach to gender. throughoutnonbinary approach might be perceived as too daring or a deviation
from societal nonsT N2 Y (G KS 02 Y LI Feeohdaccdrdiylid thiScdmpary $banish
legislation also plays a ro#ad is stated as a reason why LEGO uses only two genders in their reports,
policies and objectives regarding gendetEGO strategically navigathe gender debate by invoking
"legal requirements” as a protective measure that requires closer scrufimg.company's position
seems to reflect societal norms that gender is predominantly understood through a binary lens,
although the constructed naturef gender and its individual variability are acknowledgedhe
O2YLJ yé& Qa DSy RIMSrecdgiition/sGyfests thtie tabnpany isware of alternative
perspectives, even if this is not reflectedits approach to genderThis discrepancy raises questions
about whether the company is prioritizing sales goals over a genuine commitment to equality, and
highlights a potential disconnedetween rhetoric and actionThe site's content appears to be

optimized for search engines, which may be contributing to LEGO's branding process.

The interpretationof the website studiednay differ from person to personisitors to this website

are aguably more likely talready have an interest in inclusion and diversdy,are specifically
interested in LEGO as a company, possibly as customers or potential employees. Understanding the
different expectations and motivations of these individuals pras a challenge, as their specific needs

and desires can vary widely. While some visitors may find that the site meets their expectations,
especially in terms of gender inclusion viewed through a conventional lens, others, especially those
attuned to theconcept of gender fluidity, may initially perceive the site as inclusive. However, their
perceptions may change upon closer examination when they encounteinutusive language, the
predominantly exclusive approach to achieving "genrldalance," and thénsufficient consideration

of LGBTQ+ issues in gender discussions.

The LEGO Diversity and Inclusiwigbsite addresses prevailing ideologies actively as well as passively.
Gender issues from a binary perspective are directly addressed while from a apnparspective all
ISYRSNE FNB LINIAFtte AyOftdzZRSR Ay (GKS O¢MMLI yeQa
CKS AYTF2NNIGA2YS F2dzyR Ay [9DhQ& DSYRSNJ . I flyOoS
intertextuality is important and ssondly, because it provides the reader with significant background
information. In relation to the website of study itself this additional information enhances the belief

that LEGO knows about the fact that gender is fluid and constructed yet the contoesy not
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incorporate it in its genderbalance objectives or in their overall approach towards gender. This
reinforces the belief of the society that gender is binary, excludesauple outside this binary
marginalises themAlthough the companglaimsth & [ 9 Dh GAa FT2NJ SOSNEB2y S
O02YS FTNRBYI ¢gKIG &2dz t anzhe samdvielsitedroi whizhdhisd@dbidzcomésSy 0 A T
the company acts differently and excludes people outside the gender bimaoyher words, LEGO can

be said b display rhetoric that lacks concrete action, and to make commitments or assurances that it
cannot or will not fulfil. Consequently, this phenomenon has a significant impact on the social
behaviour and attitudes ahe reader asthe impression is givethat as long as one acknowledges the

nonbinary approach, there is no need to implemérdr act accordingly.

In summary, it can be said that the company's history of gendered marketisgsquestions about

its true commitment to inclusion. The discourgenerallyreflects prevailing cultural norms and power
dynamics. The LEGO Diversity and Inclusivity webaitebe considered accessitdad credible It

takes a conventional approach to gender and does not fully address gender fluidity, and LGBTQ+ issues
are presented comparatively littl@heremay bevarying interpretations of the website: Some may see

it as inclusive, while others may point outlit®itations. The discourse reinforces prevailing ideologies

of gender as binary and marginalizes those outside of this binary. LEGO's rhetoric without concrete
action casts doubt on its commitment to true equality. Further analysis is needed to assess the

effectiveness of LEGO's efforts in challenging gender norms and promoting inclusivity.

The LEGO Braniebsite

The production process of the LEGO Bramtdsite can belescribedsimilar tothe production process

of The LEGO Diversity and Inclusiwigpste: It can be assumed that the content included wesated

08 0(KS O2YLIl ye AlGaStFd CANIKSNE Al A& y20S62NI
performance and to its branding process. Therefore, it can be assumed that the website is designed t
enhanceLEGO's reputation as much as possibEEGO takes a position of power and uses regulatory
compliance to establish itself as a faved company nonetheless through the chosen languagbe

company demonstrates attention to stakeholder and soebgbectations, as described earlier in this

chapter. In addition, the website under study has a considerable amount of formality and authority,

surpassing the other discourses analysed in this study.

The distribution of the LEGO brand website is naturally online, making it easily accessible to users with
computers and internet access. A simple search for "LEGO values" leads to the desired link as the first

search result, further emphasizing the sitascessibility and awareness. These factors contribute to
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the website being perceived as credible and reliableere is no indication on the website analysed

that the LEGO Brand Values, LEGO Brand Framework, or LEGO Promises were disseminated elsewhere,
like on different channels etddowever, it can also not be ruled out with certainfyhe fact that the

text iscompletely gendeneutral formulated may be attributed to several factorgFirst, thesocial
context ¢ as explained in the beginning of this chapt;, second: As one of the largest toy
manufacturers in the world, LEGO arguably bears some responsibility. However, the company also
faces the challenge of softening potential risks or missteps that could result from its adfluns.
genderneutral wording is useful because it doesn't exclude anyosegeiallyconsideringhe ongoing

debate about gende LEGO's deliberate omission of the topic of gender equality from this website has
the potential to influence public opinion and discourse on the topicis could have the effect of
weakening awareness of the issue and limiting discussions about it, leading to a higher prevalence of

misunderstanding an¢further) marginalization of underrepresented groups.

The interpretation of the analysed website mary from person to person. It can be argued that some
visitors to the website might be satisfied with the language used because it doegpiatitlyexclude
any gender. However, itmay be more plausible that the audience of this websiexpresses
dissatisfaction due to the complete absence of the gender thameuchConsidering the criticism
LEGO has faced in the past for advertising exclusively toamalyfor reinforcing gender stereotypes
this omission is cause for concern. In amdt the content is not in line with the company's

commitment to become more gender inclusive, as stated in LEGO's 2021 press release.

Theprevious analysisf the LEGO Brand websitél A 3Sa4 O2y OSNYya Fo62dzi [ 9DhQ
inclusion. The lack ofdaressing gender exclusively @ite suggests a lack of prioritization and
NEO23ayAGA2y 2F 3ISYRSNI Sljdzr t Aled ¢KAA NIAasSa ljdsSSa
change and undermines the company's credibility, considering its commitment tonm@eaenore

inclusive. There may be mixed interpretations of the website: Some may perceive it as inclusive, while
others may find it lacking. The failure to challenge social norms and power relations exacerbates these
concerns. Overall, this analysis strestige need for sincere effort and consideration of cultural norms

and power relations to achieve gender equality.

In conclusion, analysis of the three discourses raises concerns about LEGO's approach to gender
inclusivity. The LEGO press release raisestimues about the company's actual commitment and the
discursive practices used reflect social norms and power dynamics. While LEGO's diversity and
inclusion website generally reflects prevailing cultural norms and power relations it lacks a
comprehensive eknowledgement of gender fluidity and LGBTQ+ isslies.discourse reinforces the

prevailing ideology of gender as binary and marginalizes those who identify outside the gender binary.
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The rhetoric used by LEGO without concrete action creates doubt oodimpany's commitment to

true gender equalityThe fact that gender is not explicitly addressed on the LEGO brand website
suggests that gender equality is not a priority or acknowledddis absence raises questions about
the company's commitment to meargful change and undermines its credibility, particularly
consideringts stated commitment t@enderinclusion.Interpretationsmayvary, with some perceiving

the discourses agsomewhatjnclusive, while others note limitations. Failure to challenge $ociems

and power relations is a common concegiven the level of gendered language used in the discourse
Overall, the analysis of the three discourses highlights the need for genuine effort, ethical
consideration, and conscious questioning of prevgilideologies and power dynamics in order to
achieve meaningful change and true equality. LEGO must foreground inclusivity and representation
and actively challenge societal norms guwarantee that its discourse aligns with its intended

commitment to creatnginclusivityand equdity.

4.3. The Social Practice Dimension

Ly GKA& OKFLIISNE (GKS a2O0Al f -didedsionaliCOS mddel, YRS a A 2y
identify the social practices within the context. Thibe power relations within the socigracticesare
assesse@nd ideologies and beliefsncovered Eventually, | analyse social structures reflected in the

texts and consider social change and agency thus, | evaluate the potential for social change within the
discourse and social practicésnlikely other applications of Faircloughs modhkk theories described

in chapter2: Theory are appliedn the following chapter 5: Discussion for simplicity and better

understanding.

The LEGO Press Release

A press release is commonly written in an official manner, considering potential outcomes and effects
olaSR 2y GKS O02YLI yeQa O2YYdzyAOlFGA2y yR Lzt A0l
be considered because every, in this case, press releas#ibutes to the branding process. A
company must consider its stakeholders opinions if it wants to sucdeistov & Appolloni, 2022)

Thus, while LEGO may influence its audience with its publications, the audience mas influence

on the company as well. However, considering recent developments towards gender inclusivity and
equality among the people, and according to the study by the GDIGM, it can be argued that LEGO
YSSia GKS LIS2LX SQa RSYIFIYR ¢gA0GK Ada LINBaa NBfSI A
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[ 9DhQ{ LINBaa NEf SI &S ¢fom s taditoral perépécyiva & gehdey. RtBANGhNR £ S &
LI NIa 2F GKS LINBaa NBfSFaS NS FNIAOdz FGSR Ay |
certainty to approach gender from aonbinary perspectiveis not absolute.The press release

addresses and challenges gender stereotypes although it is not consistent in its language. Thus, the
ongoing debate about gender is reflected in the text. However, the text does in parts include people
outsidethe gender binary, and the statement by Julia Goldin can be consider very certain and without
doubtalISY RSNJ Ay Of dzAaA @S | yR (KdzaX y2yoAYylINE® ¢KS Fi
AGNBYy3IGKSya GKS adriSYSYydliakKNBlI OKf i KEBKNI RNBEzp DK
(LEGO, 2021Thus, although, not the entire textri®nbinary formulated or inclusive it can be argued

that using the approach LEGO has chosen in its press rejeasex of gender inclusivity form a binary

but also from a fluid, nonbinary perspectig® y O2y G NARO6dziS G2 &a20id&ieQa ¢
on a more objective level. Accordingtotheagerd& G G Ay3 GKS2NEB [ 9Dh Yl & AyTf¢
discussion points by openly addressing gender issues which may be motivating for further discourse
about gender and increase awareness of the issu¢ NE2 GSNE [ 9DhQa RS@Sft 2 LI
stereotyping and gendered marketing towards a more inclusive approach can motivate consumers and

I dZRASYOS (2 Ita2 06S Y2NB 2Ly Io62dzi RAFFSNBYyG 2N
be argued thathe messages of its press release can have impact on society which eventually, results

in positive change and more acceptance ofggmdered products, activities, etc.

Considering LEGO as a gatekeeper, the company's approach to geneticularly its patial
exclusion of people who identify outside the gender binary or its ignoring of other genders within their
genderbalance objectiveg also shapes public discourse by choosing to take a binary approach to
gender and not adding, for instance, furthempéanation to the topic. This also means that LEGO can
choose which information is released and published, and which not. This decision process may be
influenced by various factors such as personal and company values, organizational structures, or

biases.

The fact that the press release is in great parts using the traditional gender perspective can be
considered excluding of people identifying outside the gender binary. In general, media plays an
important role in constructing gender (Krijnen & Bauwel, 20%#hich will be discussed further in the

next chapter.

In summary, LEGO's press release combines elements of challenging gender roles with a traditional
perspective. Although it addresses some nonbinary views, it lacks consistency and inclusivity rHoweve
it can contribute to and raise awareness of a factual discussion about gender. LEGO's shift toward

inclusivity has the potential to spark openness to new ideas. As a gatekeeper, LEGO's selective choices
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shape public discourse, but its exclusion of #mmary people is a cause for concern. The role of the
media in the construction of gender is significant and will be discussed further later collected in this

chapter.

The LEGO Diversity and Inclusidfebsite

The website of a company is mainly writtenairfavourable language, to increase trust in the brand,

create a consumecustomer relationship and to attract potential customers. The Diversity and

LyOf dzaaz2y 2S8S0aAidS O2yGNAROGdziSa G2 [9DhQ& oONIYRAYy
company posibning itself within different social context3he sheer existence of this website is
significant. As agendsetting theory suggests, LEGO's engagement with gender issues has the
potential to influence and shape societal discussions. By actively addyegsiler concerns, LEGO

can serve as a catalyst for continued discourse on gender and contribute to increased awareness of

the issue. This proactive stance by LEGO can encourage further conversation and dialogue about

gender and ultimately influence the tder social agenda on this issue.

Regarding genderepresentationit can be argued that EGO aims to address everyone across the
gender spectrum, however, in depilts actionsand valuesseem todiffer. While the website first
includes everyone, regardless their gender, the text and underlying content suggest gender from a

binary perspective.

According to gatekeeping theory, the LEGO Group exercises control over its website and the
information presentedthere. However, an analysis of the intertextual elements shows that the
company is aware of and acknowledges nonbinary gender identities. The use of a binary approach,
influenced by Danish legal requirements and reporting considerations, raises queshiouts the
company's actual commitment to inclusivity. While the explicit mention of legal obligations may
provide justification for the use of a binary frame, it also raises questions about whether LEGO holds
onto traditional gender categories out of necégsor uses them as a shield or justification. In this
context, gatekeeping theory highlights the company's role in deciding what information to present and

how to frame it and raises questions about motivations and levels of inclusivity.

The studied webg& challenges gender norms in general, however, it does not follow a coherent
approach to gender. While some passages include all gender, some are excltitingvebsite
illustrates the historical association of LEGO witlys toysnfluenced by social geler discourses and
prevailing capitalist framework$lowever, the inconsistent approach towards gender may influence

societal norms and structures as well. The extent to which LEGO is truly committed to inclusion of all
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genders and strives for gender eqitkremains uncertain. It is to be discussed whether the company's
efforts to appeal to people outside the gender binary are based on a sincere commitment or driven by

other, possibly sel§erving motives.

In summary, the LEGO Diversity and Inclusion itelgays an important role in branding and
positioning the company in the social context. Addressing gender issues has the potential to influence
societal discussions and raise awareness of gender concerns. However, the website's inconsistent
approach togender representation raises questions about LEGO's true commitment to inclusion and
the motivations behind its adherence to traditional gender categories. Gatekeeping theory highlights
the company's control over website content and underscores the needritical examination of the
company's inclusion efforts. The website furthere, plays an influential role in the construction of

gender. This will be discussed further later collected in this chapter.

The LEGO Braniebsite

LEGO brand values aptbmises are designed to reflect the company's positive attitude and present

it in a favourable light. But the opinions of stakeholders are also of great importance, as meeting their
demands is essential to the success of any comp#irstov & Appolloni, 2022 light of the ongoing

social discourse on gender, the introduction of gerdeutral language on the LEGO platform can be
seen as a potential contribution to this debate. However, it is important to recognizéttiseipproach

can also be seen as a cautious stance that focuses on risk aversion rather than being consistent with

LEGO's stated commitment to promoting inclusivity.

The omission of the topic of gender from the website can be seen as a gatekeepingrjetigre
LEGO chooses not to present or address the topic of gender in a prominent Pleteaffects the
information available to its audience. This decision, arguable influenced by different factors, raises
guestions about LEGO's commitment to inclasemd how genderelated information is presented.

This is consistent with agenésztting theory in that it limits public awareness and discussion of gender
issues. The lack of explicit discussion of gender issues unintentionally conveys the messageltrat g

concerns do not matter, potentially reinforcing existing gender norms.

Given that the company has previously faced criticism for its perceived deficiencies in inclusion in
marketing and product design, it can be concluded that it is motivated tgedgtintegrate and embed
gender inclusion at a more substantial level throughout its organizational structure. However, it is

important to recognize that superficial change alone is not enough to achieve true inclusion. Real
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change must be deliberate andg@icit. (Prokopets, 2022lowever, such changes or implementations

are not evident on the LEGO brand website.

The lack of gender discourse on LEGO's brand website reflects a gatekeeping decision that limits public
awareness and discussion of the issue. To invalidate past crgi@sthpromote true inclusion, LEGO

must move beyond superficial changes and take deliberate and explicit action to embed gender
inclusion throughout the organization. In doing so, LEGO can positively contribute to ongoing societal
discussions on gender. Mobroadly, the media plays a critical role in shaping gender n@kmgen

& Bauwel, 2015and will be discussed further collectivelytive next chapter.

43



5. Discussion

The next chapter examines and discusses data analysis using various theoriesegr@sehiapter2.
It can be considered part of Fairclodghhird dimension as most of the theories described in chapter

2 are applied below.

First, the data analysis of the discourses will be discussed to show to what extend LEGO has
incorporated nonbinay perspectivest Yy (G KS O2Y LI y&@Qa RA&AO02dz2NES gAGK |
become gender inclusive. SecondEGO's power over is discussed using Butler's theory of
performativity and incorporating theories of gendered toy marketi@dh y' I £ £ € Zroactowid beQ a | LILJ
discussed from an economic perspective considering consumer demands and market potential

drawing on Kaplan and Prokopets.

5.1.A genuine intention or mere marketing tactic?

The previous chapterprovides information on the extent to whicthe company has effectively
implemented measures to promoteonbinarygenderinclusivity The purpose of this evaluation is to
assess the extent to which LEGO's commitment to promoting gender inclusion has been integrated

into company practices.

The LEGO Press Release

The company's press release shows a mix of positive steps to challenger genchs and promote
inclusion, but also instances where traditional binary perspectivesreirdorced, and nonbinary

people are marginalized. While there are commendable aspects, such as the use of inclusive language
and nonbinary terminology in some se&ms, the overall consistency and depth of LEGO's commitment

to nonbinary inclusion and diversity are questionable.

LEGO's discursive practices reflect social norms and power dynamics, with strategic control over
content dissemination through mass or nemedia. Interpretations of the press release vary
depending on prior engagement with the topic, highlighting the importance of diverse perspectives in
understanding the impact of LEGO's messages. The partnership with the Geena Davis Institute

demonstratesa limited research opportunity and the potential for positive industry discussion.
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However, it is important to critically examine LEGO's motivations and the broader societal biases that
may influence their approach. It is possible that LEGO was guideahby@rcial considerations and a
desire to meet the demands of a broad population when issuing the press rel&@hseeconomic

perspective is further discussed in the next slitapter.

| argue that LEGO issued the press release in good will and cleaiantémtbecome more gender
inclusive. The inconsistency in the language and between language and study results the press released
was broadly based on, suggests that although the intention to incorporate gender inclusivity
throughout the fluid spectrumvasthere, it is not clear to what extend it will or shall be implemented

While LEGO's press release is a step toward challenging gender roles and raising awareness, its

limitations and inconsistencies highlight the need for further improvement.

The LEGO ersity and Inclusivity Website

The LEGO Diversity and Inclusivity Website includes both positive and concerning developments of the
O2YLI y&aQa | LIINRBIFOK G2 3ISYRSNI AyOfdaAAGAGE&® [ 9Dh
to fully consider pn-binary identities and neglects to represent other genders beyond a binary
framework. The emphasis on gender balance focuses primarily on women and ignores a

comprehensive understanding of gender diversity.

The discourse on the website reflects prevaglicultural norms and power dynamics and raises
guestions about LEGO's actual commitment to equity and inclusion. While accessible and credible, the
website does not fully address gender fluidity and marginalizes individuals outside of the gender
binary. his inconsistency between rhetoric and action casts doubt on the company's commitment to

real change.

| argue that theLEGO Diversity and Inclusivity Websit& 2 g & (i K éffarts {o BeDnio@ ender
inclusive have not been fully realized. The preserfdeaalitional gendered linguistic in texts that aim
at promoting inclusion raises questions about the seriousness of the company's commitment.
Furthermore, while some aspects are consistent with a nonbinary gender perspective, the
predominant use of tradiobnal gender categories suggests that the changes made are primarily

superficial.
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The LEGO Brand Website

The analysis of the LEGO brand website, which operates as a reflection of the companyiseoie,
genderneutral language and presentation howaygender inclusivity is not explicitly mentioned or

included.Thislack of intent to actively address gender equity suggests a lack of real effort in this regard.

| argue that this could indicate possible lack of emphasis on gender inclusion in the roosnpa
philosophy.The absence of gendapecific discussions on the LEGO brand website suggests a lack of
implementation of the company's stated commitments to gender inclusion at a more fundamental
organizational level. Consequently, the current analysggsests that the intentions the company

stated in its 2021 Press Release appear to be of limited substance or real commitment.

In conclusion, this paper argues that although LEGO committed to become more gender inclusive,
people outside the gender binaratie been marginalized witnd since the 2021 LEGO Press Release

In this discussion | assume th#te press release itself is the least significant, as linguistic
inconsistencies have the least impact on the degree to which a nonbinary perspectivaideihiri

the corporate discourse. The diversity and inclusion website can be considered a second level or stage
as it gains prominence and importance as an official proclamation of corporate values. This progression
terminatesin the deepest level of analigs which involves the examination of the LEGO brand website
with its brand values, frameworks, and promises. It is assumed that this website serves as a tangible
representation of the fundamental essence of the company, describing the aspirational @l actu
position that LEGO strives to embodis approach reasons by argumentationtha® Dh Q& LJ SR3S
become gender inclusive can only be considered superficial at this point. The lack of consistency and
commitmentto the course is too prevailing as it can be considered slight discrepancies. | further argue,
that it is critical for LEGO to address the concerns raised and demonstrate a serious effort to challenge

societal norms and power dynamics to achieve true gerdgiality.

520 9DhQa t20SydAlf t286SNI 20SNJ DSYRSNJ

In examining LEGO discourse through the lens of Judith Butler, it is clear that the analysis presented is
consistent with certain aspects of Butler's framework. The contradictory and inconsistent nature of

[ 9DhQa RAAO02dzNES KA 3 ksistanBvitll Buter'sieyiphdsi& éh the gerfdmiativé & A &
nature of gender. It is crucial to examine how LEGO's discourse not only reinforces gender norms, but

also promotes specific performative gender expressions.
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Analysing LEGO's media representation revbath the progress and limitations of its approach to
ASYRSNI AyOftdzarzyd . & (KS O2YLIyeQa OK2A0S 2F NBL
audiences perception of gender is shaped. The reoccurring gendered language or actions within
discazNB S Ay Tt dzSyO0S 2dzNJ 6 SKIF @A2dzNJ | YR 2dzNJ dzy RSNE G| ¥y
gender construct. It is creditable that LEGO incorporates elements of gender integration into its media
representation. However, closer examination revealsthiions consistent with Butler's framework.

The emphasis on a binary gender perspective, as expressed in the company's definition of "gender
balance,"” may lead to the exclusion of individuals who do not identify within the gender binary. The

lack of explit gendered discussions on the LEGO Brand website raises questions about LEGO's
commitment to inclusion and points to the need for concrete steps to challenge social norms and

promote gender equality.

The emphasis on binary gender reinforces a particulgh regime that perpetuates existing gender
norms and expectations. By categorizing individuals as female or male, LEGO inadvertently contributes
to the prevailing social discourse that demands conformity to these limited options. This not only
reinforces existing gender norms, but also marginalizes and excludes individuals who identify outside

the binary spectrum.

| argue that LEGO has the potential to significantly influence gender discourse and challenge existing
social norms and power dynamics if ully realizes its stated goal of becoming gender inclusive,
including all genders. As a prominent player in new media and mass media, LEGO has significant

influence on social perceptions and can play a critical role in shaping public discourse.

While acknavledging that gender is presupposed and subversion is not an inherently easy process,
and requires continuing commitment and effort, LEGO's commitment to inclusivity can pave the way
for transformative change. By actively promoting inclusion and equaityall genders, LEGO can
challenge and subvert what Michel Foucault called " regimes of truthe dominant systems of

knowledge and power that determine social norms.

LEGO's influence on media is-faaching, and through repeated actions and behavipWEEGO can
contribute to the normalization of a nonbinary perspective on gender. By consistently portraying
different gender identities, LEGO can help break down the existing binary gender schema and create

new regime of truth that acknowledges and acconttates the diversity of gender expressions.

In summary, LEGO can play a transformative role in changing existing and future discourses if the

company maintains its commitment to gender equality. By challenging social norms and power
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dynamics through its mad representation, LEGO can help subvert established systems of truth and

promote the emergence of a more inclusive society that embraces éimary perspective on gender.

5.3.An Economic Perspective

Younger generations increasingly reject binary gemigssifications, almost half of Generation Z and
over a third of consumers form other generations value brand that avoid classifying products by
gender. The toy market, divided into the girls market and the boys market, focuses consequently on
different target groups which halves potential sales. However, children and parents favour a
nongendered approach and experts argue that a nonbinary approach could double the potential toy
market without reducing demand. (Fine & Rush, 2018) Research also suggestertitgraphics,
gender, and income have less influence on consumer decisions than previously thought. (Bharadwaj

et al., 2020)

{AYyOS HnmH [9DhQ& LINRPRdzOG& KI @S OKIy3aSR IyR Ifaz
gender roles rather thanhallenging them. However, since 2012 after the company overcame partially
the critiques of their gender products and introduces lines portraying women in roles traditionally
associated with men, the net profit rose significantly. In the period from 202D12, LEGO recorded

a significant increase in net profit by one third, or 1.4 billion Danish kroner, from 4.2 billion to 5.6
billion. This positive development continued through 2016, culminating in a net profit of 9.4 billion
Danish kroner. However, follving years witnessed a comparatively weaker performance, with net
profit ranging from 7.81 billion to 8.31 billion from 2017 to 2019. Despite this temporary decline,
LEGO's net profit in 2020 surpassed the previous record set in 2016 and showed siggifiadin in

the two subsequent years. Noteworthy is the fact that net profit increased bytbine, or 3.36 billion
Danish kroner, from 2020 to 2021.

Although net profit depends on a number of factors influenced by market dynamics, it is important to
highlight the arguable remarkable impact of LEGO's strategic decision to target advertising and
marketing at other genders, particularly girls. Since this deliberate change the company's net profit in

remarkably increased by 228%.

In summary, LEGO's emphasis two genders, thus the inclusion of girls, has had a debateable
significant positive impact on the company's net profit, indicating its economic value. However, this
observation also suggests that the inclusion of other genders could potentially remitardbenefits.

From an economic perspective, it could be argued that adopting a nonbinary approach would be
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beneficial to the company's sales. This raises concerns about LEGO's commitment and intent behind
the commitment to become gender inclusive, espdlgigiven the conflicting discourses and language
used. The lack of coherence within the previously analysed discourse further calls into question the

seriousness of LEGQO's efforts.

Opposing, as mentioned earlier in this paper, 35 percent of people do@Btries reject the idea that
there are only two genders. Consequently, 65 percent do not share this believe. Thus, positioning the
company clearly at the supporting side of the gender debate has the potential to negatively impact

sales, too.

| argue that LEGO faces a dilemma in the gender debate, as any position the company chooses could
negatively impact sales. Given the capitalist nature of many countries, including Denmark, LEGO's
hesitation and inconsistency in its discourse can be seen as a cohesponse to this challenge. This

strategic approach reflects an understanding of the complex dynamics of the nitzaketd economy

AY 6KAOK (KS O2YLIlye 2LINIGSad 126SHSNE Al taz

pledge to become gender ihusive.
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6. Conclusion

Theanalysis undertaken in this paper sheds light on LEEf@rts to become gender inclusivEhree
discourses issues and distributed by LEGO has been analysed and further discussed. This paper
highlights some concerns and inconsistencies in the company's discourse that raise questions about

the depth of commitment and intent.

Examination of LEGO's press relefisen 2021 i KS O 2 Yikdrsiyy &l dnclusion website, and
brand website revealmixed results. While there anespectableaspects, such as the use of inclusive
language and some efforts to challenge gender norms, there is an overall lack of consistency and depth
in promoting nonbinary perspectives. LEGO's discursive pradiitiaeflect social norms and power

dynamics, and further improvement is needed to address the concerns raised.

An analysis of LEGO's discourse through the lens of Judith Butler's theory of performativity reveals the
contradictory and inconsistent nature bEG@ dpproach¢t K S O 2 Ydatcyfrih@@@phasis on a
binary gender perspective and the lack of explicit discussions of gender on the brand website
contribute to reinforcing existing gender norms and excluding individuals who identify outside
gender binary. However, LEGO has the potential sgnificantly influencegender discourse and
subversechallenge social norms and power dynamics if the company fully implements its commitment

to inclusion.

From an economigperspectivethe inclusion of girls in LEGO's products has had a significativposi
impact on the company's net profits. This reflects research suggesting that introducing a gender
inclusive approach could double the potential of the toy market without reducing demand. However,
LEGO faces a dilemma in the gender debate, as anydisitigning of the company potentially impacts

its sales. The company's hesitant and inconsistent approach reflects an understanding of market
economics butcalls into question its commitment to gender equalifhhis raises concerns about
LEGO's commitmerdand intentions behind the promise to become gender neutral, especially given

the conflicting discourses and language used.

In summary, while LEGO has taken some steps toward gender inclusion, more consistency,
commitmentin its discoursesre needed to chienge social norms and promote trueonbinary,
gender equality. LEGO's media influence and reach can play a transformative role in shaping public
discourse and promoting a nonbinary perspective on gender. By actively promoting inclusion and

equality forall genders, LEGO can contribute to the emergence of a more inclusive society.
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Appendix
A

Girls are ready to overcome gender norms but society
continues to enforce biases that hamper their creative
potential

1 New research from the LEGO Group and Geena Davis Institute on Gender in Media finds that
while girls are ready to break out of gender stereotypes, their creative potential is at risk of
social bias constraints

f Informed by the research, the LEGO Group l@uKS& A G& WwSI R& F2NJ DA
celebrate girls who rebuild the story of olashioned gender norms

Billund, October 11: New research commissioned by the LEGO Group reveals that girls today feel
increasingly confident to engage in all types ofypéand creative activities, but remain held back by
a20AS0eQa AYyaINIrAYSR 3ISYRSNI aGSNB2(GeL)Sa a GKSe
5/ @A&a LyauAaddziS Ay NBO23IYAUGA2Yy 2F GKS ! b (
LBbht OF YLI A3Iys WwSIFRE& F2NJ DANI aQs gKAOK OSft SoNI
problem solving.

The research, which surveyed nearly 7,000 parents and children agjéd/@ars old in China, Czech
Republic, Japan, Poland, Russia, UK andhigfBAghts the need fosociety to rebuild perceptions,
actions and words to support the creative empowerment of all children.

Ready for Girls

The research findings show that girls are ready for the worltzi a2 OASG & A Ay Qd I dzA ( ¢
their growth through play. Girls feel less restrained by and are less supportive of typical gender biases

than boys when it comes to creative play (74% of boys vs. 62% of girls beliegerti@tctivities are

justmeant for girls, while others are meant for bdyand they are more open towards different types

of creative play compared to what their parents and society typically encourage. For example, 82% of
IANI & 0StASOS AlGQA h YstdFRanticeballdiicampare?! tolafilyl78% of sl o | f €
However, despite the progress made in girls brushing off prejudice at an early age, general attitudes
surrounding play and creative careers remain unequal and restrictive, according to this research:

1 Formost creative professions, parents who answered the survey imagine a man, regardless of
whether they have a son, daughter, or boffthey are almost six times as likely to think of
scientists and athletes as men than women (85% vs. 15%) and over eightsrtikely to think
of engineers as men than women (89% vs. 11%). The children surveyed in this research share
these same impressions except girls are much more likely than boys to consider a wider range
of professions to be for both women and men.

9 Our irsights further indicate that girls are typically encouraged into activities that are more
cognitive, artistic and related to performance compared to boys who are more likely to be
pushed into physical and STHikk activities (digital, science, buildingots). Parents from
this study are almost five times as likely to encourage girls over boys to engage in dance (81%
vs. 19%) and dressp (83% vs. 17%) activities, and over three times as likely to do the same

54



for cooking/baking (80% vs. 20%). Adversdigytare almost four times as likely to encourage
boys over girls to engage in program games (80% vs. 20%) and sports (76% vs. 24%) and over
twice as likely to do the same when it comes to coding toys (71% vs. 29%)

Rebuilding the World

On International Dg of The Girl, the LEGO Group is caliingparents and dldren to champion

inclusive play. To help, they have developed a fuistép guide and invite parents to share photafs
0KSANI OKAf RQaA [ 9DHRSGNFISRA 2 ywa ol DI RNBGst e SNGNHRIZNA v 3
wSIFRe F2NJ aSQo

In addition, the LEGO Group has made short films celebrating inspiring and entrepreneurial girls from
the United Arab Emirates, United Statand Japan, each of which are already rebuilding the world
through creativity.

Fatima & Shaikha (18 and 8, UAE)F G A Yl A& (GKS !'19Q&a &2dzy3aSaid Ayode
space and wants to be the first woman on the Moon.

z

Chelsea (11, USAthe® dzy RSNJ 2F / KSf aSl Qa / KFENAGésS gKSNB &akKks
in need so they can creatively express their emotions and overcome challenging times.

Mabhiru (11, Japanis a key member of SEEDS+, a school marching band that exists fjoythrgugh
YdzaA O yR ONBlFIGAQ@GAGE YR NBodzAf R K2g KSNJ OAGeE Aa

The campaign will be further amplified through local partnerships and activity in several locations.

G!'a I az2yY 2F (KNBS|I GXKANBRBYKSL[RDA#SDNZWzI YR LQ
commitment to this study to inform how we can dramatically inspire creativity in girls through play

FYR &02NRGSttAy3aZé &FAR DSSyl 5F@A&Y C2dnsRRSNI 27F
know that showing girls unigue and unstereotyped activities can lead to an expanded viewpoint of
l123AA0AfAGASE YR 2L NIdzyAlGASade

The role of LEGO play
The LEGO Group believes in the value of learning through play and that the developme#t of 21
century skills from LEGO play are equally relevant to all children.

While many parents perceive the LEGO brand as a good example of an inclusive toy brand, LEGO play
is still considered more relevant to boys than girls, with 59% of parents saying they eretueay

sons to build with LEGO bricks compared to 48% who say they encourage it with their daughters. This
view became more pronounced when parents were asked to complete an implicit bias assessment and
76% said they would encourage LEGO play to a s@4¥%swho would recommend it to a daughter.
G¢KS 0SySTAla 2F ONBFGAGS LIX Il & &adzOK |a o0dzAif RAy3
by all children and yet we still experience agjd stereotypes that label activities as only being sugabl

for one specific gender. At the LEGO Group we know we have a role to play in putting this right, and
this campaign is one of several initiatives we are putting in place to raise awareness of the issue and
ensure we make LEGO play as inclusive as passibblehildren should be able to reach their true

ONXB I (i A @S salyd2liili& Golidik, IChieX Broduct and Marketing Officer, the LEGO Group.
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¢KS WwSIRe& F2NJDANI&Q OFYLIAIY FAYa (G2 KSELI TAN
0dzZAf RAYy3d> Syada2NAy3a (KSe INByQiu t2aiay3a 2dzi 2y GKS
company will ensure any child, regardless of geridentify, feels they can build anything they like,

playing in a way that will help them develop and realise their unique talent.

Our commitment
Ensuring more inclusive play and raising the debate around gender norms is critical, not just for girls
but for any child. The LEGO Group knows that boys are also battling prejudice when it comes to creative
play and playing with toys that are traditionaeen as being for the opposite sex. 71% of boys vs. 42%
of girls say they worry about being made fun of if they play with a toy typically associated for the other
gender.

The company is committed to making LEGO play more inclusive and ensuring tRM& Wy Q& ONXB I { A
ambitionsg both now in the futureg are not limited by gender stereotypes. We know there is work to

do which is whyrbm 2021 we will work closely with the Geena Davis Institute on Gender in Media and
UNICEF to ensure LEGO products andcketigng are accessible to all and free of gender bias and

harmful stereotypes.

For media enquiries please contactedia@lego.com

To download campaign assets please visityw.leqo.com/aboutus/news/2021/september/lego
ready-for-girlscampaign

B

The LEGO Pregy Examples
Release from 2021
Vocabulary Headline
- (Girlsare readyto overcome gender normbut society continues tq
enforce biases that hampéneir ONB I 1 A @S LI (1 Sy {
Introduction
T aDANI aé¢
1T a. 2eac¢
f aKAIKEAIKGA GKS ySSR F2NJ az20
words to support the creative empowerment all childreré
Ready for Girls

f awSI R& F2NJ DANI a¢
f GaDANI &¢ OMHED

f 451 dzZaK G SNE

1 4. 28a¢ 6¢dED

1 a{2y¢

T a62YSy | yR YSy¢

1 ag2YSy¢

f aYSy¢é

Rebuilding theNorld
1 a4/ KAf RNByé
T a/ KAf RE
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https://eur01.safelinks.protection.outlook.com/?url=http%3A%2F%2Fwww.lego.com%2Faboutus%2Fnews%2F2021%2Fseptember%2Flego-ready-for-girls-campaign&data=04%7C01%7Cbritt.denise.lauritsen%40LEGO.com%7C368e0ce51b6342dec98608d9831f4221%7C1d0635156cad41959486ea65df456faa%7C0%7C0%7C637684992532832251%7CUnknown%7CTWFpbGZsb3d8eyJWIjoiMC4wLjAwMDAiLCJQIjoiV2luMzIiLCJBTiI6Ik1haWwiLCJXVCI6Mn0%3D%7C1000&sdata=Ko%2B33M4KL0WozpGC6TGsm4gvHnertwthXGUYXskHfR0%3D&reserved=0

=A =4 =8 -4 -9

The role of LEGO play

= =4 =4 -8 =9

Our commitment

1

=A =4 =4 -8 -8 -9

In total:

LYy Of dzaA @S LY I &¢

GOFfttAy3a 2y LI NByida yR OKACf
G/ St SONFdAYy3a AyalLigNEy3a FyR S
GLY &LANB gONKNRAMZAKI &I A e £

G2S ftaz2 1y26girld éiqie arddKudsteiegtype
activities can lead to an expanded viewpoint of possibilities
2LIIR2 NI dzy A GASade

Gttt OKAfRNBYEé O60ED

G2yS aLISOATAO ISYRSNE

GFra AyOfdzaAg@dS Fa Llaaroct St
a3IANI aé¢

GThe company will ensurany child regardless of gendeidentify,
feels they can build anything they like, playing in a way that will
GKSY RS@St2L) yR NBIfA&aS GKS

G9yada2NAy3 Y2NB Ay OfdzaAigdsS LI |
norms is critical, not just for girls bl fNJ | y& OKAf Ré¢
GDANI aé¢

a. 2eat¢
GhlLlLl2aridsS asSE¢
GhLILIZ2EAAGS 3IASYRSNE
GhidKSNJ 3SYRSNE

Ge¢KS O2YLIye A& O2YYAUGSR (2
Syadz2NAy3 (KIFG OKA fchotbngia theGuilii
¢ are not limited by gender stereotypesWe kow there is work to
do which is why from 2021, we will work closely with the Ge
Davis Institute on Gender in Media and UNICEF to ensure
products and marketing areccessible to alhndfree of gender bias
and harmful stereotype® ¢

Girls(26x)

Boys (12x)
Sons (3x)
Daughter (3x)
All children (4x)

Grammar

=A (=2 =4 =8 = =4

Epistemic modalitythe speakers degree of affinity with or affiliatig
to her or his statement)

0 GThe companywill ensure any child, regardless of geng
identify, feels they can build anything they like, playing i
way that will help them develop and realise their uniq
Lt Sydoé

0 GoWillg2N] wX6 G2 SyadiNB [ 9
are accessible to all and fre&f gender bias and harmfu
aGSNB2GeLISa¢

Metaphor

o GDANI & FNBE NBFR& F2NJ GKS

AddzLILIR2 NI GKSANI INRBgGK KNP
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Text Structure

5 parts:
9 Introduction
1 Ready for Girls (results of the study commissioned by LEGO)
1 Reéouilding the World (focused on girls, (day of the girls etc.)
1 The role of LEGO play (most nonbinary text part)
1 Our commitment

1 GDANIa¢ Ia FANBRGO 62NR

Transitivity
(connection
between
events/processes
and
subjects/objectives)

Girls are ready to overcome gender norms but society continues to enf
biases that hamper their creative potential
T t N2OSaayYy al NS NBIRe (2 20SNKD
f tFNGAOALI yiayYy G3IANI &AéT adaz2 oA
GIASYRSNI y2N¥aés aoAl asSacs
9 Circumstances: There is no specific time or location stated how
the way of writting (are; continues) gives reason to assume th
relates to the present.
The LEGO Group believes in the value of learning through play and th
development of 21st century skills from LEGO play are equally relevant
children.
T t N2OS&aayYy ¢KS LINRPOS&aa AU aoSt
T tFENOIAOALI yiayY ac¢ckK®OIPONDh (BER @
@rtdzS 2F € SIENYAyYy3 (KNP dz3 Kcerntiyl
alAttac
LG T FFSOGa alftt OKAfRNBYE
Circumstances: Relates tos2dentury skills however, the sentenc
AGasStT R2SayQi AyOf dzRS tdmp it the]
beginning-> November 2021
GThe company will ensure any child, regardless of gender identify, feels
can build anything they like, playing in a way that will help them develop
NEFfA&aS GKSANI dzyAljdzS Gt Syl oé
T t N2OSaay aGoAff SyadzNBE
T tFENOIAOALI yiayYy a¢KS O trd dbjgclive is
arye OKAf RE

= =

¢ ' GGNROGdzGSY aNB3IIFNRfSaa 2Ff 3S
f Circumstances: Mannea ¥ SSt a (KSe& OFy o
Purposed LI F @ Ay3 AYy | gl & GKIFIG 6

OKSANI dzyAljdzS Gl fSyi¢é
G9yadzNRyYy 3 Y 2yNiBd rdisifigthedtabat@SBoundigender nor
Ad ONRGAOFEZ y2G 2dzad F2NJ 3ANI a
1 No actor!

Force of utterance
(what sorts  of
speech acts
(promises, request,
threats, etc.)

Announcement, Publication of study results concluding in a comarit.
Examples:

1 drhe companywill ensure any child, regardless of gender ident
feels they can build anything they like, playing in a way that will
GKSY RS@St2L) yR NBIfA&aS GKS

 a¢KS O2 dominiyedto rhaking LEGO play mdrelusive and
Syadz2NAy3 GKFG OKRA fchotbngmia theQuilite
¢ are not limited by gender stereotypes. We know there is work
do which is why from 2021, we will work closely with the Ge
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Davis Institute on Gender in Media and UNFQB ensure LEG
products and marketing are accessible to all and free of gender
FYR KIFNYFdz adSNB2dGeLISadé

Coherence of the
text

1 Change of vocabulary which changes the view on ge
(binary/nonbinary)
I Vocabulary is at some points contradictive

Intertextuality  of
texts

Often referred/based on a study commissioned by LEGCcanductedby
GDIGM
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31.05.23, 04:50 Diversity and inclusion - People - Sustainability - LEGO.com US

Sustainability 4

Diverse and inclusive workplace

We believe the LEGO Group - and LEGO® play - is for everyone, no matter
where you come from, what you look like or how you identify.

It's our mission to inspire and develop the builders of tomorrow. To
succeed in this mission, and help all children develop the skills that will
help them fulfil their potential, we must continue to play our part in

https://www.lego.com/en-us/sustainability/people/diversity-and-inclusion/ 113
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31.05.23, 04:50 Diversity and inclusion - People - Sustainability - LEGO.com US
building a more inclusive and equitable world, starting with our own
organization.

What does diversity and inclusion mean
to us

LEGO® play is for everyone, and so is our workplace. The more diverse
backgrounds we have represented within our business, who are each heard
and valued, the more we will all contribute, thrive and grow.

hitps:/iwww.lego.com/en-us/sustainability/people/diversity-and-inclusion/ 213
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Valuing differences

Inclusion is a choice, a conscious behavior, which starts with creating a safe space for everyone to be seen,
heard, valued and respected. And the magic is in the mix. Embracing different ideas, opinions and
approaches is also what helps us create LEGO® play experiences that are inclusive of all and welcome
everyone to the joy of building. We introduced Conscious Inclusion training to help strengthen conscious
inclusion behaviors in all.

Beyond Conscious Inclusion, we focus on developing the ability in all to address microaggressions and be
allies for one another, understand and navigate cultural differences, learn about the lived experiences of
others and become advocates for diversity and inclusion in the communities we are part of.

https:/iwww.lego.com/en-us/sustainability/people/diversity-and-inclusion/ 313
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Improve representation

Diversity is the visible and invisible dimensions that make each of us unique. We want our organization to
reflect the diversity of the world we operate in and seek to inspire. Currently we focus on gender, ethnicity,
LGBTQIA+ communities and people with disabilities.

We work on a range of initiatives to improve representation, from partnerships and outreach, to ensuring
the language in our job listings is welcoming of everyone, and are continuously improving our people
processes to ensure they are fair and equitable for all.

Employee Advocacy

Our colleagues play a vital role in how we work with diversity and inclusion. From inspiring a culture of
learning and allyship, to helping us identify local needs and opportunities, our Global and Local Employee
Advocacy Groups (EAGs) connect colleagues with an interest in shaping our work. We currently have EAGs
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for Accessibility, Age, Asian, LGBTQIA+, People of Color and Women, and expect to establish more over
time.

Breaking down gender stereotypes

At the LEGO Group, we believe children are our role models. We look to
them for inspiration every day and want to help them break down gender
stereotypes and create opportunities for everyone.

Our long-term ambition is a completely gender-balanced organization at all
levels by 2032.
We measure and report on the progress on the share of women globally
and set annual targets for share of women at Director level and above, i.e

women in executive positions.

hitps:/iwww.lego.com/en-us/sustainability/people/diversity-and-inclusion/ 513
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Share of women

Progress since 2019

https://www.lego.com/en-us/sustainability/people/diversity-and-inclusion/ 6/13
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