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LEGO® | E-tailer Rulebook for Digital Presence | Intro

The LEGO® brand
is a strong brand

The LEGO® brand is one of the most well-known and admired
brands in the world. This is a result of the products we create,
the way we interact with the world around us, and, not least, how
we choose to present ourselves when we communicate our brand.

What can | do?

As a partner of the LEGO Group, it is important that you play your
part in ensuring that the LEGO brand continues to appear

as one single brand, with a strong and consistent visual identity
whilst at the same time remaining clear towards the end user the
3rd party status of your online presence.

This E-tailer Rulebook gives you a quick overview of the trademark
rules and how to build a well functioning online presence that
respects the LEGO brand.

As described in the Terms & Conditions document it is mandatory
that these guidelines are followed in order to use LEGO content
on your website, app, marketplace store or other promotional
space. Moreover, you must ensure that it is in general compliance
with all laws and regulations applicable to your business,
including, without limitation, laws and regulations concerning
marketing and data privacy matters. The foregoing applies both
for those parts of your online presence which uses LEGO content
as well as your online presence in general.

For further information please contact:
Your local LEGO organization or account manager.

Confidential information | ©2022 The LEGO Group | All rights reserved | January 2022 | V 1.1

LINK FOR THE LEGO ASSET PORTAL (LAP):

GUIDELINES AVAILABLE
These guidelines can be downloaded from LAP:

Overview of corporate colours and brick colours:
"LEGO COLOUR GUIDE"

Overview of how to depict conflicts on the website

using LEGO elements:

"THE LEGO BRAND GUIDELINES ON THE USE OF CONFLICT
& WEAPONS"

Policy to enforce a responsible marketing approach to children:
"RESPONSIBLE MARKETING TO CHILDREN POLICY"




How to use LEGO® content

The following rules cover all types of online marketing on, but not
limited to, websites, apps, marketplace stores, banners, social
media or any other promotional space.

Can | use LEGO content?

It must be clear to the consumer, that it is an e-tailer online
presence, not created by the LEGO Group. The e-tailer logo and e-
tailer graphic design must be the primary elements of your online
presence. All LEGO® content should therefore only be used as
secondary elements, clearly differentiated from other products
and graphic design, so that the consumer understands that he/she
is not visiting a LEGO platform. See ill. 1-2.

You can link from a LEGO product to relevant content on LEGO.com
and the LEGO Social Media channels by clearly showing when you
are leaving the e-tailer page and entering a LEGO platform.

It is acceptable to have internal follow links pointing to LEGO.com
but if a webmaster is contacted to make the links "nofollow", the
webmaster will have 48 hours to react and implement the change.

For the avoidance of doubt, the user experience of LEGO.com
(wireframes, fonts, colours, design elements etc.) are intellectual
property of The LEGO Group and should not be imitated or
replicated with the intention of making consumers believe they are
buying in a channel owned by the brand. It always has to be clear
for the consumer, who the retailer is they are buying from and in
what relation they are to The LEGO Group.

Never copy LEGO.com content onto the partner sites.

1. When creating a website, the backgound design and navigation must be
the e-tailer identity. The LEGO logo and other LEGO trademarks can be used
with a secondary placement on the website.

PRLPEOD DG

2. Example of a partner website, where the consumer would mistakenly
think that the LEGO Group is the owner of the website.




How should | use the LEGO® logo?

How should | use the LEGO® logo?

Always download the LEGO logo in RGB colours for web from the

LEGO Asset Portal. Never convert the logo from one colour profile
to another or copy logos from existing web pages. The LEGO logo
minimum size for web is 25 x 25 pixels.

Place the e-tailer logo as far away from the LEGO logo as possible.
The LEGO logo must only be placed next to LEGO content. The
exemption is the brand panel where the minimum distance
between the LEGO logo and other logos is %2 the width of the
LEGO logo. See ill. 3-4.

Do not incorporate the LEGO logo or the LEGO word into the
name/company name, app, marketplace store name, or domain
name of the website. Do not use the LEGO logo or other LEGO
trademarks to promote the entire e-tailer business. See ill. 5-5A.

See further LEGO logo rules on the next page, ill. 7-24.

LEGO Certified Store partners are allowed to use the LEGO logo
with “Certified Store" text annotation as illustrated on ill. 6,
following all the abovementioned rules, i.e. as secondary elements
only. Seeill. 6A. As a LEGO Certified Store partner you must also
obtain our prior written approval for your online presence and the
form and content of your online presence before it is published, so
that we can maintain the common identity of the LEGO

network. LEGO Certified Store partners should also refer to
Additional eCommerce Guardrails available online at
https://lego.frontify.com/d/KLcAK1dVHVNd

Never include the word "Official” (or local variant) in your website's
or app's name and meta data without also ensuring "Partner
Store"/"Certified Partner Store" is included within the phrase.

e-retailer - -
I ogu ccasions. rds ifts e GiftWrap~  Holiday Gift Guide:

3. Separate the e-tailer graphics and logo clearly from the
LEGO logo and other LEGO content. The LEGO content
must have secondary placement on the webpage.

e-retailer
logo Bring out the kid in you with
oversized LEGOO containers

perfect for the home!

5. It is allowed to use LEGO content on marketing 0
materials e.g. Banners, as long as the generic e-tailer
guidelines are followed.

*Applicable only to LEGO Certified Store partners

g

& Certified Store

15
.. City / State / Customer Name

6. Recommended height of text is 3/5th of the LEGO logo and
1/5th for the sub header; font - Ubuntu. The border protection
around the whole logo is at least 1/5th the width of the LEGO
logo.

*Please note that a decision on "City/ State/ Customer name"
should be agreed with your local LEGO account manager.

1/2

MEGA
BLOKS

¢€60 MMARVEL

4, On a brand panel there can be a need to show many
logos next to each other. The minimum distance
between the LEGO logo and other logos is half the LEGO
logo size.

LegoE-tailer.com

LEGO® toys with free delivery The best

prices on LEGO toys, merchandise and

clothes.

ﬁ 9.856 people likes LegoE-tailer.com 0

5A. Never incorporate the LEGO word into the
e-tailer name. Never use any LEGO trademarks to
promote the entire e-tailer business.

e-retailer
logo

6A. LEGO Certified Store partners are allowed to use LEGO logo
with "Certified Store" text annotation but only as secondary
branding of the site, and as long as the text formatting follows
the rules outlined in point 6.
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7. Border protection: 1/5t Ndph(\lmtle €
loge's size, Minimum LEGO
loge size: 25 x 25 pixels.

vs show the
ding the L

. Alwa

t alter the shape of the

15. Never anything on top
of the LEGC %
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Lego Evolving
Games Online

Q o Q

19. Do not write within the LEGO 20. Never crop the LEGO logo. 21. The letters LEGO mean: LEg

logo. GOdt (Play well). Do not use the
LEGO letters in any other
connection.

sale

) @g tecol

er versions of the L

) M

only

rhe coloursin any way.

ar tilt the LEG
d mark inste

22. Never place headers too near
to the LEGO logo. It would look
like a sub-brand. Write the LEGO
word mark instead.

23. Never create logos or text
which look like the letters in the
LEGO logo.

24, Do not place the LEGO
logo in text. Instead, write the
word mark.



How to use LEGO® assets

The LEGO® Asset Portal provides assets including product
images, logos and product text to create the product, theme
or brand pages and other digital presence. These are the
primary assets. Assets created by the e-tailer and approved by
the LEGO Account Manager can only be used if official material
is not available.

Minimum requirements for asset usage
Always add an image showing the built set and the front of the
box on a product page. See ill. 25.

The customer should be able to view high resolution images
of both the packaging and model. See ill. 26.

The models quantity, sizes and proportions must be correctly
shown. See ill. 27-28.

25. Show the packaging and the built model on the product
page.

27. It is essential to show the correct proportions and quantity
of models within the packaging.

B

26. High resolution images of the product should be
available.

28. Incorrect proportions and wrong quantity of models can
mislead the consumer.

9



How to use LEGO® assets

All assets are named with the product number followed by

the product name and various descriptive text, i.e.: '7286_LEGO_
City_Prisoner Transport_box_front_ NA'. Target age on product
image should match target age written in product text next to the
images. See ill. 29.

Product search

Ensure the LEGO® word mark or the LEGO logo is listed on

the featured brand panel. See ill. 30. Read rules regarding LEGO
logo size and placement on page 3-4.

The consumer must be able to search for a LEGO productin
the search field. Only LEGO related products should be shown
when 'LEGO' is written in the search field. See ill. 31-32.

Product attribute filters such as age results should match
the product text.

60325 LEGO® City
Cement Mixer Truck

€19.99
Age 5-12
See all LEGO Citysets

29. Ensure that the product text including age mark, product
name and number matches with the product information
provided.

CATEGORY:
+ BUILDING BLOCKS & SETS

LEGO® Building sets
Mega Bloks

Fundanoodle MagnaStix

31. The consumer must be able to search for LEGO products.

icnex il s Wl ceco JMARVE

30. Make sure the LEGO brand is listed on the featured
brand panel.

LEGO |
i 1y Mega Blocks
E’f& Fundanoodle MagnasStix

ﬂ_' K'NEX Construction

32. Competitor products must not be shown instead of
LEGO products, when writing 'LEGO" in the search field.

Q




LEGO® models, loose bricks and minifigures can be used
decoratively on the page, if they are part of the product sold

on the digital platform. See ill. 33-34. Seeall seeall
}J LEGO®Minifigure ::-‘;f LEGO®Minifigure
. . Q Products here Products here
Do not manipulate ora nimate any of the LEGO elements. ol =l |
5395024 2995924 \
Avoid using minifigure parts e.g. the minifigure head 0 0 Q
decoratively. Use the whole minifigure instead. See ill. 34-35. 33. You can use elements 34, Only use the 35. Do not use LEGO 36. Do not design
e . . . from the packaging minifigures provided on minifigure parts minifigures or minifigure
The minifigure must not be designed by the e-tailer in any decoratively. the LEGO Asset Portal. decoratively. parts.

shape or form. See ill. 36. Please also read the guidelines
regarding how to depict conflict and weapons, as the
minifigure should never be shown in an overtly violent way.
See intro page.

It is allowed to design decorative graphic elements using the
LEGO brick and knob configuration as long as proportions
and colours are correct and the quality is high. If in doubt 0

37. Correct proportions

Q 9

38. Incorrect proportions 39. Correct proportions 40. Incorrect proportions

contact the manager reSpOHSIble for your account. between the minifigure between the minifigure between the bricks. between the bricks.

and the LEGO bricks. and the LEGO bricks.
The LEGO elements must always be pictured in the correct : -
proportions and use official LEGO colours. See ill. 37-42. e-rlgtéltliler TR R S SR R T T

The core LEGO colours are shown on page 10. A more
in-depth colour guide including brick colours can be found in o s
the LEGO Colour Guide. See intro page. A number of bricks

and other graphic elements are available on LAP.

(X

LEGO elements may only be used with a secondary 0
41. Correct shape and 42, Incorrect shape and

placement within your online presence and not e.g. as colour usage of LEGO colour usage.
elements.

43. Never use LEGO elements as website wallpaper.

wallpaper. See ill. 43.

Text may be placed on top of the knob configuration,
as long as it is readable and relevant for the LEGO products
shown. See ill. 44-46.

@ PARTNER

Never place non LEGO content on top of any LEGO
trademarks. See ill. 47.

o o 46. Never use the LEGO !

44, Text may be placed 45, Knobs may be 47. Do not put any partner

over the knob removed or toned down word mark in the knobs graphics or logos on the
configuration, if the LEGO behind text for behind text. LEGO trademarks.
word mark is not in the readability.

knobs.



You will find a folder with theme logos on the LEGO® Asset
Portal. All the active LEGO product lines are represented
as thumbnails to be used for overviews.

Avoid creating your own thumbnails with theme logos. If
you need thumbnails that differ in shape and size to

the assets provided on the Portal, speak to the manager
responsible for your account to find a solution.

Be aware that these unique product logo versions are
different from the original logos in order to create a
homogeneous overview with equally sized LEGO logos.
Please only use these logo versions with overviews
showing many logos next to each other. See ill. 48-49.

e-retailer
logo

e-retailer - -
Iogo ards. ifts ecor Gift Wrap

Holiday Gift Guide

ey --F

LEGO PRODUCTS
- ]
aw CREARR
-

mindsTarms
=

' N

48. Use the thumbnails provided on the LEGO Asset Portal for
overviews.

10 s

49. Dfferent size LEGO logos on the thumbnails create a
confusing overview and the product line logos are often
hard to read.




It is mandatory for all online presence using LEGO®
materials to have a LEGO legal line present on the
platform. Preferrably the legal line should be applied on
the LEGO landing page or the first relevant space within
the platform that contains LEGO products or branding.

How do I use the legal lines?

The LEGO legal line for web is shown to the right. See ill.
50. The legal line must be produced in at least 6 pt. If there
is a need for a shorter legal line, please contact the
manager responsible for your account.

How do | use the product line logos?

All relevant product lines can be found in the LEGO
Product Line Overview within the guideline folder. Here it
is shown how the logos look and how they must be written
in text, including where to use registration marks. (The file
names of the assets downloaded from the LEGO Asset
Portal will have the correct wording but can not include
registration marks or trademarks).

When do | use registration marks?

The minimum requirement for websites is to apply a
registration mark ® to the LEGO and DUPLO word marks
the first time they appear on the landing page header, the
product header or banner ads. See ill. 51.

On the next page you will find a selection of Do's and
Don'ts when working with the LEGO word mark and
trademarks.

s0. THE LEGO LEGAL LINE FOR DIGITAL USE, 2023:

NA (North America):

LEGO, the LEGO logo, the Minifigure, DUPLO, the DUPLO logo, the DREAMZzz logo, the FRIENDS logo, the
MINIFIGURES logo, the HIDDEN SIDE logo, MINDSTORMS, the MINDSTORMS EV3 logo, NINJAGO, the NINJAGO
logo, VIDIYO, the VIDIYO logo, NEXO KNIGHTS, and the NEXO KNIGHTS logo are trademarks and/or copyrights
of the LEGO Group. ©20xx the LEGO Group. All rights reserved.

ROW (Rest of the World):

LEGO, the LEGO logo, the Minifigure, DUPLO, the FRIENDS logo, the MINIFIGURES logo, the HIDDEN SIDE logo,
MINDSTORMS, NINJAGO, VIDIYO and NEXO KNIGHTS are trademarks of the LEGO Group. Used with permission.
©20xx the LEGO Group.

- $ a 9 * ml
e- retu I I e r CrownRewards ~ Signin  Stores  Offers Seachoutpodios =

0 go NEWS OFFERS COMPUTER RADIO TOYS CULTURE ABOUTUS CONTACT

' duplo

SEE THE NEW GREAT
LEGO® DUPLO® SETs -

LEGO, the LEGO logo, the Minifigure, DUPLO, BIDNICLE, LEGENDS OF CHIMA, DIMENSIONS, the FRIENDS lngo, the MINIFIGURES logo, MINDSTORMS. MIXELS. NINJAGD and NEXO KNIGHTS ore trademarks of the LEGO Group. #2016 The LEGO Group. Used withpermission

CONSTRUCTION TOYS
LEGO products
o DO = : LEG0® DUPLO® Belle’s Ballroom

products 5 eyt | Product no: 10960
MEGA BLOCKS products e R Cah From age 2+

=g Including storybook ond LEGO DUPLO bricks

BOARD GAMES 3 - L ,
COMPUTER GAMES | -

51. Place the @ after LEGO and DUPLO word marks the first time they are mentioned on the product front page, in the product header
and/or a banner ad. Place the LEGO legal line on the web page - preferrably on the LEGO landing page.



Correct and incorrect use of the LEGO®
word mark and trademarks

The boy loved to play with LEGO® toys. The boy loved to play with legos.

52. Always write LEGO in capital letters followed by a descriptive word

The LEGO Group has a large number of product lines. LEGO® has a large number of product lines.

53. The LEGO company is referred to as 'The LEGO Group'

LEGO® products are loved by kids all over the world. products are loved by kids all over the world.

54. Always use the LEGO word mark and not the logo in text

LEGO® DUPLO® products are the first introduction to creative play. LEGO® Duplo products are the first introduction to creative play.

55. Always write sub brands in capital letters and add trademark/registration mark following the rules
described on the previous page

LEGO® City is a classic play theme for boys. LegoCITY is a classic play theme forboys.

56. Always put space between the word LEGO and the following word. (LEGO Clty is not a sub brand.
All ordinary product lines have only the first letter of the word capitalised)

See the newly developed LEGO® MINDSTORMS® product.

57. Always keep the letters LEGO together and never hyphenate

The LEGO® minifigures are iconic and humoristic. The legomen are iconic and humoristic.

d & &0 &6 &0 & o

58. The LEGO minifigure is a trademark and should not be called alternative names

See the new MINDSTORMS product developed by LE- GO- designers.

O 0 0 8 © 0 o



How to use LEGO® content on social

Using LEGO social media content

You can share content from the LEGO® Social Media channels
on your own social media channels. Ensure that you are
clicking 'Share' from the original post on the LEGO channel.
Do not create a new post with the same content. If a post
cannot be 'shared' for a given reason, we can provide you
with the original assets. This applies to 'retweeting’ on
Twitter and 'repining’ on Pinterest. Always tag LEGO
usernames where possible. See ill. 59-60.

Using LEGO assets as profile pictures

The LEGO logo and other LEGO trademarks must never be
used in or as part of your profile pictures on any social media
channel. Seeill. 61.

*Only LEGO Certified Store partners would be allowed to use
the LEGO brand logo (unaltered nor adapted from its original
square format) as their profile picture, as long as the profile's
cover image includes the LEGO logo and "Certified Store"
annotation or partner's own logo if they have one. This is to
differentiate that the profile is not run by the LEGO Group.
All LEGO Certified Store related pages and profiles names
should include "Certified Store" + "location/entity name"

if they are to include LEGO word.

sl E-retailer
log ' Mondayat11:00AM &

Who is excited for Harry Potter?

LEGO®
1 grudnia 014551 §

Open up your very own LEGO Harry Potter Hogwarts Magical Trunk and
unpack the wonders of the Wizarding World! Coming s00n...
https://bit.ly/31cax76

59. You may share LEGO content on social media by clicking the

Share botton.

el E-retailer

[ Mondayat 11:00AM &
Openup your very own LEGO Harry Potter Hogwarts Magical Trunk
and unpack the wonders of the Wizarding World! Coming soon...
https://bitly/31cqx76

~
OO »m 55 comments
[& Like D Comment A> Share

61. Do not copy LEGO content into a new post.

Q

media

aoiles 3
&% E-retailer

5 Monday at 11:00AM @

60. Never use LEGO content as part of your profile picture.

X



How to use LEGO® content on social media

Interacting with children on social media

Social Media channels are intended for 13+ users only.
Marketing communications and dialogue, which are linked
to LEGO products or the LEGO brand must not be seen to be
targeting children. Equally, engaging in dialogue through
comments and posts with a person who is aged 12 and under
is not permitted under any circumstances. See ill. 62.

Integrating LEGO youtube content to your website

You will need to seek permission from your Account Manager
should you want to embed LEGO videos from the LEGO
YouTube channel onto your website or LEGO shop landing
page. Any LEGO video that is featured within your online
presence must be hosted on the LEGO YouTube channel via
an embedding code. We are able to upload new LEGO
videos to the YouTube channel for the purpose of a LEGO
shop landing page. Do not upload any LEGO branded
content on your own YouTube channels. See ill. 63-64.

crtaler. E-retailer
lag " Mondayat11:00AM 9

Hey Kids! The new set from LEGO Chima is here! Are you excited?

LEGO
a EE R —
GLOWNA wioeo PLanLiSTY KanALY INFORMACIE

Kominek LEGO 2 adglosami ogeial KOMINEK LEG _

62. Never engage children under 12 years ofage.

Wpeowods nsatie) by hyage’ el kominkomi LEGO.
Brghny firsyhanamy metods pobithcony w poiacieny
dpegtajaeye oclossicqnia raskajpcega w kerminky ~ 1o
oskorsly prrepis na okt polen gye bygne’

LEGO pibypetyage

e-retailer , s
Iogo ions - s itts - GiftWrap - Holiday Gift Guide.

oAz woECEs

Rebuild the World 2021 [» 0DTWORZ WSZYSTRIE
TSR BT T\ AL E vl L2}

64. LEGO TouTube channel: www.youtube.com/LEGO

63. Any LEGO video shown on your website must be hosted on
the LEGO YouTube Channel via an embedding code.




The official LEGO® corporate colours for web

The LEGO Group has chosen a colour range for corporate
use. The colours should be used in situations where you
create your own graphic elements such as the LEGO® Brick
for decorational use. Other LEGO colours including brick
colours can be found in the LEGO Colour Guide. This guide
and other guidelines are available on the LEGO Asset Portal.

Primary LEGO corporate colours

Corporate Red Corporate Yellow Corporate Blue Corporate Green Corporate Grey
SRGB: R227 GO B SRGB: R255 G213 BO SRGB: RO G108 B183 SRGB: RO G150 B62 SRGB: R186 G186 B186

Secondary LEGO corporate colours (for limited use)

Corporate Pink Corporate Orange Corporate Lime Corporate Dark
SRGB: R222 GO B125 SRGB: R238 G117 BO Green Azur
SRGB: R175 G202 BO SRGB: RO G155 B215




Terms and conditions

These guidelines are applicable for digital use of IP
assets permitted by the LEGO Group, including

but not limited to presence on e.g.: website, apps,
marketplaces, social media, newsletters, mobile, etc.

Customer obligations

The Customer shall follow any guidelines or
requirements provided by the LEGO Group, including
those set forth in this document (collectively the
"Guidelines"), and is solely responsible for
appropriate and lawful marketing and promotion of
LEGO® Products.

The Customer shall not use Promotional Material for
any purpose other than the sale, marketing or
promotion of LEGO Products in accordance with the
Guidelines.

The Customer may link from a LEGO Product

to relevant content on LEGO.com, but must clearly
indicate when the user is leaving the e-tailer online
presence and entering LEGO.com (e.g. via use of pop-
up messages or otherwise). The Customer must never
copy LEGO.com content onto a partner website.

The Customer shall use its best endeavours to protect
the proprietary rights of the LEGO Group in respect
of its own use of the Promotional Material and in
particular to prevent unauthorised use, copying,
distribution or any other infringement of such
Promotional Materials.

Online presence of licensing partners (i.e. LEGO
Certified Store partners) primarily showing LEGO
Products need to be approved by the LEGO
E-commerce responsible. Unless you have express
authorization from your LEGO account manager,
LEGO Certified Store partners should not promote
or market LEGO products across any of the digital
marketplaces (i.e. Lazada, Amazon, eBay) under

the "LEGO Certified Store" business name or
identity. This also includes any variations of the
digital marketplace platforms, e.g. in mobile
applications. For the avoidance of doubt, LEGO
Certified Store partners are not precluded from
using these marketplaces to sell LEGO products, but
this should be under their own brand identity. In any
other case please contact your local LEGO account
manager in order to assess the legal compliance.

Assets supplied by the LEGO Group

The LEGO Group provides assets to create e.g. the
product, theme or brand pages, these are to be
the first choice of use. The assets can be found

on the LEGO Asset Portal. Only when the material
is not available, can other assets be used, in
agreement with the account manager. Equally, the
LEGO Social Media team will provide assets, if
needed, for any social media activity. Never use
images or videos downloaded from other sources or
the internet.

LEGO products containing 3rd party IP rights
Special rules apply for asset usage concerning
LEGO Products incorporating 3rd party IP rights
(e.g., LEGO Star Wars™ products or LEGO Super
Heroes products). The Customer should find

the best solution in cooperation with the account
manager.

The above mentioned products also have their own
legal lines which can be supplied by the account
manager.




Terms and conditions

Trademark rules

A legal line with the relevant trademarks must appear
in close proximity to the LEGO trademark. Read the
page regarding the e-tailer legal line for web.

A copyright text shall always be applied to brochures,
etc., where LEGO Products and designs are used e.g.
(©20XX The LEGO Group).

The LEGO trademark must never be incorporated into
company or store names or a domain or e-mail
address. The LEGO trademark can never be
incorporated into profile names or pictures for social
media activities. The LEGO trademark must be used
in accordance to the LEGO Brand Guidelines when
posting about LEGO products or the LEGO brand on
Social Media channels.

The LEGO logo may be used only in close connection
with LEGO products shown on a website, i.e. not to
promote or as eye-catcher for the entire business of
the e-tailer; not on e-tailer's business papers, cards,
invoices, letterheads, etc.; not as part of the website
"headline".

The LEGO trademark or any other LEGO insignia (such
as the LEGO brick, the LEGO minifigure, the LEGO
knob configuration, etc.) may never be reproduced
or otherwise used independently (e.g. for t-shirts,
caps, posters, brand signs, etc.) for commercial

purposes, not even for the purpose of facilitating sales

of LEGO Products.

Rights to promotional materials

The LEGO Group has the right to instruct that
images showing any LEGO Product or brand

be removed or changed. The LEGO Group retains
any and all intellectual property rights in and to

any Promotional Materials provided, and images

are only to be used for marketing the product on
partner platform. No rights concerning LEGO Group
intellectual property rights are granted or conveyed,
except the limited and conditional right of use as set
forth herein.

Upon termination of either the Customer Agreement
or the Additional Terms, the Customer shall have no
further rights of use, shall immediately cease to use
the Promotional Material in the digital space, and
remove it from all online venues in which the
Customer has used such Materials.

Failure to adhere to the rules and guidelines set
forth herein, and/or failure to ensure website
compliance with applicable laws and regulations,
may result in an immediate and permanent
withdrawal of the permission to use LEGO content.




