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Abstract 
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The rise of e-commerce has revolutionized the way customer shop and the leading actor of the 

permanent reshape of retailing is the multi-sided platform Amazon. Their size and dominance have 

attracted millions of customers and brands, demanding them to navigate within the premises set by 

Amazon. The MSP operates an online marketplace through which brands can sell their products 

directly to consumers or Amazon acting as a retailer. By selling products through the marketplace it 

expands the market of available consumers for the brand, however, comes at an expense which among 

others can be loss of control of the brand. The purpose of this thesis is to examine how brands should 

expect to sell to Amazon and still grow sales while maintaining control. In response to the research 

question, a case study on the Danish toy manufacturer Lego has been conducted. Different theoretical 

perspectives and models of brand management and marketing and multi-sided platforms are included 

to identify and examine important dimensions and aspects of these concepts, which can help answer 

the research question. Combined, theory and empirical data reveal six important dimensions for 

which 5 are within brands control, and the sixth covers an indirect interaction with the MSP Amazon. 

The framework is designed to provide brand executives with the most important areas to focus on, 

practices to follow, or be inspired by when working on maintaining control on Amazon. This allows 

brand executives to strategically plan and execute operations with and without Amazon, to increase 

the sales and strengthen brand control on the platform. It is argued that brands selling to Amazon can 

benefit from a focus on these dimensions. 
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1. Introduction 
Online marketplaces like Amazon serve as a “two-sided platform”, in which the intermediary, or 

marketplace firm, provides the service of matching buyers with sellers, whereas control of the good 

is left to the seller (Hagiu, 2007). Since Amazon offers several programs through which merchants 

(i.e., sellers, retailers or brands) can sell their products to consumers, their marketplace program, 

works for: “Selling new, used, refurbished and collectible items that can be listed right alongside the 

same item carried by Amazon.com.” Marketplace transactions occur between the seller and the 

customer directly (Amazon, 2020). 

 

Amazon also plays the traditional “merchant” role, in which it buys goods from suppliers and resells 

them to consumers (Hagiu, 2007). They entered this role in 2000, therefore competing with itself, by 

adding competitors’ products through its third-party marketplace. Amazon customers could 

consequently buy from either Amazon Retail or third-party re-sellers  (Thomson & Hansen, 2016). 

Since Amazon sets the rules, mechanics, and implications of its marketplace, a retailer may find it 

difficult to maintain control. As a motivating example, Silas Moestrup, who is the Head of Organic 

of LEGO in America, stresses: 

“It is very much possible to grow sales on any retail platform, while still maintaining 

control and delivering an exceptional brand experience for the shopper, especially on 

Amazon since we are being given A LOT of control” (Interview Quote 54) 

As a result, such a statement raises concerns over how they maintain this control utilizing the tools 

given on Amazon supported by their brand’s resources and capabilities. 

 

In this thesis, the setting considered is the marketplace firm Amazon operating an online marketplace 

through which brands can sell their products directly to consumers or Amazon acting as a retailer. 

The brand considered, currently already sells to Amazon. By selling their products through the 

marketplace it expands the market of available consumers for the brand but generally comes at some 

expense, e.g., a fixed participation fee, a revenue sharing requirement, and loss of control (Thomson 

& Hansen, 2016). Thus, the key question is how a brand should expect to sell to Amazon and still 

grow sales while maintaining control.  
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The motivation for writing this thesis is to improve and advance existing theoretical concepts related 

to brand management and marketing and MSPs, specifically brand control for brands selling to 

Amazon, and create recommendations and guidance to support brands selling to Amazon. 

 

1.1 Problem Formulation 

With a focus on multi-sided platforms (MSP), this thesis aims to advance knowledge about brand 

management and marketing involvement in MSP. Little attention in the literature has been given to 

sales increase while maintaining brand control on MSP’s. For this reason, it is found interesting to 

explore this topic further. The following research question set the scene for this thesis: 

 

How should brands expect to sell to Amazon and still grow sales while maintaining control? 

 

The following research objectives are set to answer the research question: 

• Understand important dimensions of brand control and sales when selling to the multi-sided 

platform Amazon 

• Gain practical insights from the case of LEGO and an Amazon expert 

• Discuss and examine how the findings can be translated into recommendations and guidance 

to support brands selling to Amazon 

 

To answer the research question, existing practices with MSPs and brand management and marketing 

will be investigated and analyzed at the Danish toy manufacturer LEGO supported by empiricism 

from an Amazon expert. 
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1.2 Case company: The LEGO Group 

LEGO is a Danish family-owned play material company based in Billund. Most famously the 

company is known for its iconic brand toy, the LEGO brick. It was founded in 1932 by Ole Kirk 

Kristiansen and is today one of the world’s leading manufacturers of play materials (LEGO, 2020). 

The name “LEGO” is an abbreviation of the two Danish words “Leg Godt”, which means “play well”. 

The company employs more than 18.000 people in 15 countries. LEGO’s main activity is 

development, production, marketing, and sale of play materials. It operates in the traditional toy 

market, which declined 3% in 2019 partly due to shifts in the retail environment, driven by the 

continued growth of e-commerce and the decline of specialist toy retailers (LEGO Annual Report, 

2019). As more toy purchases are influenced by digital marketing, roughly a third of all toys are 

bought online, customers seek immersive brand experiences in stores, LEGO has as of result invested 

a lot in developing and expanding their retail ecosystem.  

 

LEGO is by many regarded as one of or the most loved brand in the world while at the same time 

being the second-largest toy brand too. This naturally means that LEGO as a company is considered 

extremely important if you want to drive "foot traffic" to your physical of digital stores. This gives 

LEGO the power to be able to set requirements when it comes to how the brand is portraited on retail 

platforms and decide what products are available on what channels (Interview Quote 54). Currently, 

LEGO’s workforce is 80% on brick and mortar and 20% online, whereas sales are almost split 50/50.1 

As LEGO is a bigger brand they are offered the Amazon-program “Brand Concierge”, which entails 

having a team available who sits in Amazon and gives additional support to LEGO on how to operate 

on Amazon (Interview Quote 14). LEGO finds that Amazon is an important part of their broader 

channel mix and are experiencing growth in that channel (Interview Quote 51). A couple of years ago 

LEGO started “The Amazon Excellery Project” which is a program LEGO implemented, where they 

gathered different people and resources from around the company that were skilled within e-

commerce and Amazon and isolated them to accelerate the work with Amazon. The project quickly 

started to scale and helped to make Amazon LEGO’s largest customer globally today (Interview 

Quote 53). 

 

 
1 See Appendix 4 – Comment on 20/80 brick and mortar 50/50 sales 
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1.3 Amazon - Company overview 

Amazon is an American multinational technology company based in Seattle, Washington. The 

company was founded in 1994 by Jeff Bezos and started as an online marketplace for books, but has 

expanded to almost every possible category (About Amazon, 2020). The company focuses on e-

Commerce, cloud computing, digital streaming, and artificial intelligence and is considered one of 

the Big Four technology companies (ibid.). Amazon is known for its distribution of well-established 

industries through technological innovation and mass scale. It is the world’s largest online 

marketplace, AI assistant provider, and cloud computing platform as measured by revenue and market 

capitalization. It is the largest internet company measured in revenue in the world, the second-largest 

private employer in the United States, and one of the world’s most valuable companies (ibid.). 

 

Amazon has 300 million active customers in more than 180 countries and 195 million monthly unique 

visitors in the U.S. alone (Sell Amazon, 2020). Since third-party sellers joined Amazon in 1999, 

they’ve grown to account for 58% of Amazon sales and are growing at 52% a year compared to 25% 

for first-party sales by Amazon (ibid.). The e-commerce company brought in $75.5 billion in sales 

revenue in the first quarter of 2020 and they estimate that revenues will hold steady or increase even 

more (Amazon: Q1, 2020). On the platform, 82% of Amazon buyers say the price is an important 

factor to consider when shopping followed by other factors being low shipping costs (70%) and 

positive product reviews (57%) (Statista, 2020). Today Amazon has more than 2.5 million sellers 

actively selling on the marketplace, in which 25.000 have more than $1 million in sales and 200.000 

sellers with more than $100.000 in sales (Marketplacepulse, 2020). It is safe to say that Amazon is 

here to stay. It is a platform that is full of opportunities for sellers and brands in every industry, that 

companies cannot overlook in today’s online marketplace (Mohsin, 2020). 

 

1.4 Amazon: Fulfillment options 

The research question investigates how companies expect to sell to Amazon, which at first not 

necessarily is the right choice for brands to make. Before coming to a such conclusion there are 2 

important choices to consider. These options are briefly included to give an understanding of why 

brands choose to sell to Amazon. The choices are: 

1. The Join-Or-Fight Dilemma 

2. Sell TO (Vendor Central) or Sell ON (Seller Central) Amazon 
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1.4.1 The Join or Fight Dilemma 

Preparing a strategy that is coexistent, is essential to dealing with the disruption, and its effects on 

society, posed by the arrival of Amazon. In anticipation of Amazon’s arrival BCG states, that the 

Nordic Businesses, hence LEGO, face a strategic dilemma – should they join with Amazon or should 

they fight back (Mai-Britt Poulsen, 2018). 

 

When answering the question of joining or fighting Amazon, several factors should be taken into 

account. Among those are understanding what makes a market attractive to Amazon, the extent of 

Amazon’s focus on a particular category, and the fit with Amazon’s capabilities and value proposition 

(Mai-Britt Poulsen, 2018). Amazon will likely focus on categories that are more homogeneous, 

commoditized, and highly penetrated by e-commerce, such as books and media, electronics, and toys 

and games—all of which are a good fit with its value proposition (ibid.). 

 

If choosing to join and to increase the likelihood of a beneficial partnership with Amazon, companies 

need to pursue the benefits Amazon has to offer. Amazon is not just a sales channel, but a marketing 

channel that can help drive sales and increase consumers’ awareness (Mai-Britt Poulsen, 2018). They 

provide a clear first-mover advantage, driven by its algorithms. If joining, it is important to have a 

clear strategy about how to leverage the various sales channels, make them work together, so that the 

brand maintains control over its product range, customer experience, and brand positioning (ibid). 

 

If a company chooses to fight back they must consider and understand why Amazon is so successful 

and where its weaknesses lie (Mai-Britt Poulsen, 2018). Their key strengths are attractive prices, the 

broadest assortment of products, and high-speed, low-cost delivery. Amazon’s key vulnerabilities are 

limited personalization in presenting category offerings, only a small online community where 

consumers come together, and no integration with brick-and-mortar stores (ibid.). A comprehensive 

overview of pros, cons, and how to win when choosing either joining or fighting is provided in the 

appendixes.2 

 

1.4.2 Sell TO or Sell ON Amazon 

The second choice to consider is whether to sell to Amazon or sell on Amazon. Selling products via 

Amazon comes with a multitude of Amazon fulfillment options, one of which is deciding between 

 
2 See Appendix 1 – Overview of pros/cons for the Join or Fight dilemma 
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Vendor Central or Seller Central (Reid, 2020). LEGO sells its products via Amazon Vendor Central, 

which is the interface used by manufacturers and distributions. If a company sells via Vendor Central, 

it is called a first-party seller. They are acting as a supplier, selling in bulk to Amazon. The registration 

on Vendor Central is strictly by invitation only and if a company sells through Vendor Central - the 

phrase “ships from and sold by Amazon” appears on the order page (ibid.). An overview of the pros 

and cons of Amazon Vendor Central is presented in table 1. 

 

Amazon Vendor Central: Pros and Cons 

Pros Cons 

Consumer confidence Price control 

Expanded advertising opportunities Logistical requirements 

Amazon Marketing Services Lack of sales channel diversification 

Simplified business model Loss of brand control 

Enhanced content and marketing tools  

Table 1: Overview of pros and cons of Amazon Vendor Central, inspired by (Reid, 2020) 

2. Literature Review 
This chapter reviews some of the most relevant streams of literature, within brand control and revenue 

increase. The topics assessed of highest relevance are; platform selling and third-party marketplaces, 

multi-channel retailing, counterfeits, and pricing, thus these are reviewed. This section intends to 

position this thesis’ research to other researchers and theorists and address a gap within the study of 

brand control and revenue increase on the multi-sided platform Amazon. 

 

2.1 Platform selling and third-party marketplaces 

Selling on platforms and marketplaces comes with several benefits, but it also means that companies 

need to relinquish control (Thomson & Hansen, 2016). As Amazon sets the rules of its platform and 

marketplace (e.g. price control) companies have to understand how to operate within these rules so 

that the “brand promise”3 formulated is aligned with what the customers receive. 

 

 
3 Online a company’s website, an online ad, or a product detail page will likely be the source of branded material 
stating the brand promise, which allows a customer to learn more about the brand (Thomson & Hansen, 2016, s. 10). 
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Looking into platform selling and third-party marketplaces, Gielens & Steenkamp (2019) emphasize 

the importance of online visibility and gaining first-page presence, as consumers rarely encounter 

products outside that page. Using Amazon as an example they find that to gain such a presence a 

brand needs to score high on the metrics: consumer reviews, the total number of reviews, return rate 

(low). All else equal, lower-priced items are preferred (ibid.). Such achievement can be very difficult 

to obtain as data from 360pi (2016) show that e.g. Amazon’s U.S. site has close to 6 million listed 

products within the category toys and games. Furthermore, Gielens & Steenkamp (2019), find the 

online presentation of a brand’s products to be of great concern, as a result of the restrictions Amazon 

imposes on sellers. Whereas a brand’s products typically are grouped on the retailer's shelf, the actual 

set of surrounding products online is the end result of the consumer's search term, or the interactive 

decision aid, used by the consumer allowing to sort alternatives (Shi & Zhang, 2014). This intentional 

lack of customization is limiting, as outward appearance is everything, making it difficult for brand 

manufacturers to build a meaningful relationship with their consumers online (ibid.). 

 

As a result of the changing power balance between brands and online retailers, Gielens & Steenkamp 

(ibid) address the importance of investigating how to establish a trustworthy relationship by looking 

into a brand’s Online relationship management. As a first step towards developing closer 

relationships, more manufacturers should co-locate with their online retailers. A 2017 survey revealed 

that 20% of the high brand performers at Amazon are locating teams of digital and functional 

specialists at Amazon, allowing them to gain better real-time access to Amazon's tools for marketing 

and consumer analytics (Bashkin, Joshi, Pacchia, & Ungerman, 2017). On the assortment side, online 

retailers need to work more closely with brands to develop better-tailored propositions for certain 

customer segments like Amazon Business or exclusive online products to help them compete online 

and offline (Gielens & Steenkamp, 2019). Retailers are becoming more interested in listing exclusive 

products to offer a unique selling proposition (Gielens, Gijsbrechts, & Dekimpe, 2014), and insights 

from the offline world have also demonstrated that exclusivity of product assortments can be a viable 

long-term strategy to counter showrooming, therefore reducing intra-brand competition and price 

erosion (Mehra, Kumar, & Raju, 2018). 

 

A majority of the literature addressing platform selling and third-party marketplaces is valuable for 

understanding the role, mechanisms, and characteristics of platform selling and third-party 

marketplaces. What they are lacking in terms of validation for this study is, that they tend to focus on 
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the effect and the optimization of the platform and not on the seller or brand e.g. (Pu, Sun, & Shao, 

2020; Shi & Zhang, 2014; Yan R. , 2008; Ryan, Sun, & Zhao, 2012; Wang, Ai, & Zhong, 2019). 

Gielens & Steenkamp (2019) are among the few, who do focus on the brand, for which this study 

will draw from the issues they formulate, specifically the sub-sections: Online visibility, Online 

presentation, and Online relationship management.  

 

2.2 Multi-channel retailing 
The aspect of multiple channels is referred to by Anderson et al. (1997) as a horizontal perspective in 

supply chains where multiple channels may be used to reach end customers with different kinds of 

an intermediary. Having multiple channels of retailing entails that a brand can get more attention, 

more touchpoints, and target consumers at different stages of the buyer’s journey (ibid.). As to 

complement the convenience and value provided online through e.g. Amazon, LEGO emphasizes the 

importance of immersive brand experiences in physical stores, enabling direct contact and brand 

relationships with customers as part of their multi-channel retail strategy (ibid.). As a result, this sub-

chapters review is based upon that building direct-to-consumer channels is valuable for ensuring 

strong brand control, making it easier to leverage the power of marketplaces and search engines. 

 

Studying the benefits accruing to the retailers, Pan et al. (2004) argue that the integration of the online 

and off-line channels enhances the reliability of the multi-channel retailer and enables it to command 

premium prices. They find that online and off-line prices should be appropriately coordinated based 

on cross-channel price elasticity to avoid cannibalization and promote customer trust (ibid.). The 

multi-channel loyalty framework proposed by Wallace et al. (2004) suggests that the greater service 

outputs provided by the multi-channel retailers lead to greater customer satisfaction, which in turn 

results in greater customer loyalty to the retailer. Looking into the effects between online and brick-

and-mortar stores Gielens & Steenkamp (2019) formulate, that a result of not being able to interact 

in an online setting, forces consumers to pay more attention to other indicators of quality and product 

performance. Additionally, González-Benito et al. (2015) argue that the role of the brand should 

become more relevant, so to compensate for the absence of physical contact, as brand loyalty may be 

higher in online channels (Arce-Urriza & Cebollada, 2012). Chu et al. (2016) find that by increasing 

the offline store, a multichannel retailer can improve online-attitude and online-purchase intention.  
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This study as opposed to the aforementioned literature consider the possibilities for brands to ensure 

brand control by utilizing their brand-owned retail channels both on- and offline. Previous literature 

most commonly investigates brand loyalty (Wallace, Giese, & Johnson, 2004; González-Benito, 

Martos-Partal, & San-Martín, 2015; Frasquet, Descals, & Ruiz-Molina, 2017) when addressing multi-

channel retail, whereas this study will address how brand control is affected when selling to multiple 

channels. Additionally, this is studied in the light of selling to Amazon and focuses specifically on 

the problems arising from a brand’s distribution strategy. 

 

2.3 Counterfeits 

The dynamics of a marketplace like Amazon make it easy for sellers to introduce counterfeit products 

with varying levels of detection by other sellers, brands, and customers (Thomson & Hansen, 2016). 

As counterfeits steal sales and distort the way customers view a certain brand they are of huge concern 

for brands. Amazon has stated that great effort has been taken to fight counterfeits, by investigating 

concerns on counterfeits and providing brand registry services to protect sellers’ trademarks (Morris, 

2018). However, even though online marketplaces claim they have “zero-tolerance” toward 

counterfeit-goods appearing on their platforms, fake items are still as easy to find as authentic ones 

(ibid.). 

 

Jiong et. al (2019) find that the online marketplace’s combating effort has a non-monotonic effect on 

both the authentic firms and the counterfeiter’s profits. This means that a higher effort level in 

combating counterfeiters will reduce the probability that counterfeiters will survive and will increase 

the possibility of receiving an authentic product on the platform. Previous studies have mainly 

focused on the different strategies of authentic firms in combating counterfeiters (Jiong, Xing, & 

Qingyuan, 2019). Among those are, Sun et al. (2010) suggesting that global firms could utilize 

component-based technology transfer to deter a copycat’s entry. Qian (2014a) examines the economic 

impact of copycats and the impact on the brand management strategy of firms. He finds that 

introducing new products can be an effective way to deter counterfeiters’ entry. To cope with 

deceptive counterfeits, a strategy could be to invest in enforcement (ibid.). The extant literature 

recommends implementing observable devices (such as holograms and special packaging) onto 

products as a potent strategy. Qian (2014a) points out the effectiveness of this strategy as these 

devices can easily isolate genuine products. 
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In terms of counterfeits, this paper will draw on the findings of Qian (2014a) who find that 

enforcement and applying observable devices onto products can be strategies for combating 

counterfeits. More specifically focus will be on the impact counterfeits on Amazon have on a brands’ 

revenue increase and brand control. Thus, this research will investigate how brands both pro-and 

reactively should deal with counterfeits on Amazon, and not how Amazon can improve their 

capabilities in combating counterfeits on their marketplace.  

 

2.4 Pricing 

As LEGO cannot control the price on Amazon since it sells through Vendor Central (Mai-Britt 

Poulsen, 2018), this section will draw from literature investigating multi-channel pricing.  

 

Rangaswamy et al.  (2005) have identified the need for academic research on the impact of the 

adoption of multi-channel retailing on channel relationships. They argue that the “new price 

dynamics” introduced by the adoption of multi-channel retailing will affect power balance and 

channel relationships. Levary and Mathieu (2000) studied the profits of physical retail stores, online 

stores, and hybrid retailers. They argued that, in the future, hybrid retailers would have the maximum 

optimal profits. Dolan et al. (2000) studied the pricing and market-making on the internet and found 

that it is optimal for multi-channel retailers to use a different pricing mechanism on different channels. 

Yan R. (2008) demonstrated that an optimal pricing strategy exists under different market structures 

for a multi-channel company Sacco et al. (2019) investigate the mechanisms of the manufacturer’s 

suggested retail price (MSRP) and the minimum advertised price (MAP), which has been widely 

discussed in the context of Amazon. Their results show that the reference for a given contract depends 

on the consumers' sensitivity to prices, advertising, market size, and the retailer's transfer price. 

 

It is evident that a brand’s pricing strategy may have many layers to it and past literature on pricing 

is comprehensive in formulating different pricing strategies and theoretical frameworks, as indicated 

in the mentioned articles. However, there are still gaps within the context of brands’ pricing and 

pricing strategies on an MSP. This study will therefore take into account the matters of how tightly 

pricing is managed and the effect price-dynamics on an MSP has on brands and their multiple other 

channels. Specifically, it is to investigate a brands’ pricing consistency and pricing policy, studied in 

the light of selling to Amazon when simultaneously selling through multiple other channels. 
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2.5 Summarization of the literature review 

In sum, this study seeks to make important research contributions to brand control on Amazon. This 

is done by looking at a fairly broad area of literature, as it is argued that several areas are necessary 

to include since they to a great degree are interlinked when dealing with brand control (Thomson & 

Hansen, 2016). An overview of the topics, its respective state of literature, and the research 

contribution that is sought to be applied to the existing literature through this study is provided in 

table 2. 

Topics Contribution State of the literature 

 

 

Platform 

selling and 

third-party 

marketplaces 

Enhancing the understanding of the 

seller/brand side in MSPs, through 

studying the effect of their presence on 

Amazon (Platform/Marketplace) has on 

their brand control. More specifically 

providing a more nuanced understanding 

of how online visibility, Online 

presentation, and Online relationship 

management is affecting brand control and 

sales on Amazon 

There is scant research that seeks to 

understand the effect platforms and 

third-party marketplaces have on 

companies and brands. The limited 

research focuses predominantly on 

the optimization and characteristics 

of multi-sided platforms. 

 

 

Multi-

channel 

retailing 

Enrich our understanding of what the 

utilization of brand-owned sales channels 

both on- and offline, can do for a 

company’s revenue and brand control 

when simultaneously selling to Amazon 

and the effect a brands’ presence on 

Amazon has on a brands’ other retail 

channels. 

Prior multi-channel retailing 

research has focused mainly on 

brand loyalty, with little theoretical 

contextualization effort applied to 

the context of brand control. 

 

 

 

Counterfeits 

Providing a more nuanced understanding 

of how brands selling to Amazon should 

deal with counterfeits. This is done by 

looking deeper into the combat-strategies 

of enforcement and applying observable 

devices onto products 

Previous literature has addressed 

different facets of counterfeiting, 

both the efforts that platforms 

introduce and also the strategies that 

companies and brands can pursue. 

However, little is stated specifically 
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on brands counterfeiting strategies 

on Amazon. 

 

 

 

 

Pricing 

Enhance our understanding of pricing 

management and the effect price-dynamics 

on Amazon has on brands and their 

multiple other channels. More specifically, 

deepen the knowledge of how pricing 

consistency and pricing policy, in the light 

of selling to Amazon and through multiple 

other channels can impact brands control 

and revenue on Amazon 

Past literature on pricing is quite 

comprehensive in terms of providing 

different pricing strategies and 

theoretical frameworks, however, 

there are still gaps within the context 

of utilizing pricing and pricing 

policies to support the control of a 

brand on Amazon. 

Table 2: An overview of the literature topics, its respective state and the research contribution 
(Leopold, 2020) 

3. Theoretical concepts 
The following chapter presents the theoretical concepts that will be applied in this case study. The 

definitions used for the analysis will initially be introduced. The chapter will show an adequate 

connection between MSP theories and brand management and marketing theories, as one cannot do 

brand management and marketing on Amazon in today’s rapidly changing environment without 

understanding the underlines of an MSP. This chapter first presents 3 concepts of the MSP to 

understand the underlying dimensions of an MSP and how it works. Afterward, the marketing mix as 

understood in today’s environment with its limitations is presented, followed by a justification of the 

utilization of Key Strategic Pillars. Thereafter the 4P’s in the theoretical model will be elaborated on 

using the Key Strategic Pillars and other relevant studies. Lastly, the main dimensions of MSPs and 

the aspects influencing brand management and marketing will visually be presented in a new 

theoretical model (figure 2). 

 

3.1 Brand management/marketing and brand control 

Using our previous definition of research we can define business and management research as 

undertaking systematic research to find out things about business and management (Saunders, 

Thornhill, & Lewis, 2019). Kotler et al. (2016) define a brand as: “a name, term, symbol or design, 

or a combination of them, intended to identify the goods or services of one company or group of 

companies and to differentiate them from those of competitors”. Additionally, Kotler et al. (ibid.) 
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find that brand management uses “the choice, design, and implementation of marketing mix activities 

to build, measure, and manage the brand value”. Moreover, Kipling emphasizes the importance of 

brand value. As a result, it is assessed necessary to include the definition of brand value for 

comprehensible reasons. Therefore, brand value is understood as “the intangible asset and goodwill 

that becomes part of the purchase price of a company when it is acquired” (ibid.). These definitions 

are used as a basis for the analysis and are referred to when mentioning brand and brand management. 

 

The general literature on brand management e.g., (De Chernatony, 2010; Kapferer, 2012) has 

advanced various approaches to the controlling of brands, such as brand image measurement (Cian, 

2011; Echtner & Ritchie, 2003), brand equity models (Salinas, 2009) or key performance indicators 

(Farris, Bendle, Pfeifer, & Reibstein, 2009). Many of these assessments of brand control focus on 

selected aspects of the brand management process, whereas Keller (2000);(2013) provides a more 

holistic view. Parent et al. (2011) find that brand control, in the context of social media, 

metaphorically can be represented as a wall beyond which the company cedes control of its brand to 

consumers. They emphasize the fact that content creators must be willing, and embrace the fact that 

they no longer have rights over the content. This is in great contrast to conventional brand 

management wisdom stating that managers must keep control of the brand image and messaging 

(ibid.). Newer literature has challenged the general literature arguing that control is more of a delusion 

(Wider, Wallpach, & Mühlbacher, 2018). This paper will not go further into such debate and is 

therefore to be left out for future discussion. It is therefore assumed that managers, as a result of their 

actions can affect the outcomes of a brand, hence have control.  

 

Broadly speaking control is defined (American) as: “the ability or power to decide or strongly 

influence the particular way in which something will happen or someone will behave, or the condition 

of having such ability or power” (Cambridge Dictionary, 2020). Quinn & Doherty (2000) and Moore 

et al. (2004) consider control and power in the context of the internationalization of retail firms. They 

identify power and control as the ability of one channel member to change or modify the behavior of 

another member within its channel of distribution and that a brand should employ mechanism 

whereby they can control another channel member’s use of the brand in other markets (ibid.). As they 

consider this, in the context of franchising, their identifications of control cannot directly be replicated 

to the case of LEGO and Amazon. The definition of brand control formulated by Thomsen & Hansen 

(2016) are somewhat along the lines of what Quinn and Doherty (2000) and Moore et al. (2004) 
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formulate. They find that a company has brand control when it: “can ensure that its products are 

properly represented on Amazon, and can generate profitable sales without creating significant 

problems for other distribution channels and retailers.” (Thomson & Hansen, 2016, s. 4). The 

definition formulated by Thomson & Hansen (2016) is assessed as most precise for this case-study, 

for which it should be referred to when mentioning brand control. 

 

Additionally, Urde et al. (2013) emphasize the importance of identifying that brand and marketing 

represent two different views. The marketing concept is based on a customer/visitor orientation. This 

means that the needs and wants of different visitors are the focal points for the development of 

strategies and instruments. In contrast, the brand concept is characterized by an inside-out orientation. 

The brand idea is the starting point and anchor for the thinking of management, the development of 

strategies, and the implementation of instruments. In the brand concept, the marketing mix is the 

implementation of the brand idea, thus the brand idea leads the marketing (ibid.). 

 

3.2 Connection between MSP and Brand Management/Marketing theories 

Thomson & Hansen (2016) state that as Amazon marketplace works differently from other channels 

in which a brand may sell its products, there are often critical misunderstandings about what a brand 

owner can and cannot influence, and what they can do to control their brand on Amazon. It is 

important to understand what Amazon controls, and how it does and does not empower brands (ibid.). 

This will help make sense of the opportunity that lies in utilizing the platform Amazon, to make a 

clear strategic plan to address the major facets of selling to Amazon. 

 

As by definition of “direct interaction”, Hagiu & Wright (2015) mean that two or more distinct sides 

retain control over the key terms of interaction, in which those interactions, among others, concerns 

marketing. They elaborate stating, that such control is specifically undertaken by the seller in the 

MSP mode as opposed to the VI mode (ibid.). Furthermore, when Hagiu & Wright (2015) discuss the 

distinction between MSP and reseller, they as part of the basic model, emphasize the importance of 

having the control rights of marketing, for the part having a relative information advantage. 

Identifying which part in this case-study has an information advantage is out of scope for this thesis, 

but one could argue that Amazon is heading in the direction of getting an advantage as they do not 

share such data with other parties.  
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Furthermore, Gielens & Steenkamp (2019) formulate that online marketplaces serve as a new element 

in the marketing communication mix working as a free “sales assistant” as a result of consumers 

being able to disseminate brand-related information. Essentially, online marketplaces create a 

superior gateway for brands to develop interactive consumer experience and positive customer 

relationships but raise the question of how that can be transferred outside of the platform and benefit 

the brand as a whole (ibid.).  

 

The definitions of the 4P’s followed in this study are formulated by Allen & Fjermestad (2001). They 

do not explicitly define MSPs but view them as part of the internet as a whole. They find that the 

internet changes the trade-offs between elements of the marketing mix, e.g. dependencies between 

place and promotion are not as strong on the internet (ibid.). Furthermore, they argue that one should 

accept that the traditional 4P marketing mix can be the basis of the e-commerce strategy, but that as 

a researcher you should also identify the changes need to make the model suitable for e-marketing 

(ibid.).  

 

As to argue against a strong connection between the theories, Steenkamp (2020) find that, when 

selling through an e-tailer, brands have low control over the marketing mix. However he finds these 

models to be outdated and that academic research should develop new models to help global brands 

optimize the digital mix in this complex global environment, which is the essence of this study. As a 

final remark, it is assessed that one cannot state a very strong connection between MSP and brand 

marketing/management theories, mostly as a result of the theoretical level not being able to catch up 

with the empirical (Constantinides, 2006), but that it is adequate for the purpose of this thesis. 

 

3.3 Amazon as a sales channel 

In the following subsection, 3 concepts are presented: The MSP business model, MSPs as match 

optimizers, and MSPs as search diverters. 

 

3.3.1 Concept 1: The Multi-Sided Platform Business model 

The pioneering models of MSPs introduced by (Armstrong, 2006) and (Caillaud & Jullien, 2003) 

explicate the difference between traditional eCommerce channels and MSPs, with its network effects 

and cross-group externalities causing externalities in one group to affect another. Caillaud & Jullien 

(2003) formulates that from the services provided by an informational intermediation users have 
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larger expected gains, the larger the number of users on the other side of the market, a property they 

refer to as indirect network externalities. Armstrong (2006) find that cross-group externalities are 

present when the benefit enjoyed by a member of one group depends upon how well the platform 

does in attracting custom from the other group. Hagiu & Wright (2015) share many of the same MSP 

attributes formulated, but argue that existing definitions of MSPs suffer from excessive specificity,  

over-inclusiveness, or being too vague. Their theoretical model of an MSP is characterized as an 

intermediary that enables direct interaction between two or more distinct sides and that each side is 

affiliated with the platform: 

The MSP business model will be applied as a framework to examine how LEGO (Side A) understand 

their affiliation with Amazon as the MSP. Critique of the theory is formulated by Bellman et al. 

(2006) who identify the constructed preference view and the phenomenological views on MSPs. 

These perspectives emphasize the decision environment as the most crucial factor for “side B’s” 

choices, therefore indicating that the customers are interacting with companies (side A) through their 

affiliation with the MSP (ibid.). As a result, the weakness of using this model is that it does not take 

the decision environment into account. 

 

3.3.2 Concept 2: Multi-Sided Platforms as Match Optimizers 

The concept that MSPs work as a reducer of buying search cost for “side B”, when measured in time, 

origins from Bakos (1997). The notion has been further developed by Evans (2003) who finds that 

the process of matchmaking is optimized when a member of one group (“Side B”) benefits from 

having his demand coordinated with one or more members of another group (“Side A”). By 

integrating the parallel lines of economy and psychology in an online search environment (Bellman, 

et al., 2006) emphasize the importance of the decision environment for lowering search cost. As to 

develop such an environment the MSP can coordinate the customer’s demand in a semantic way 

utilizing efficient search technology (Colucci, et al., 2006). One of the reasons Amazon has grown to 

the giant company it is today is a result of its fine search efficiency.  

 

Figure 1: MSP Business Model Hagiu & Wright (2015) 
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The main critique of this theory comes from the economic perspective emphasizing that a reduction 

of the search cost depends on the unit of measurement. The cognitive school argues that a “cognitive 

search cost” should also be considered, where the basic idea is that thinking has a cost in addition to 

external search; whether this is reduced through the use of e-commerce is debatable (Bellman, et al., 

2006). The primary limitation of applying the notion of “matchmaking” is therefore that the cognitive 

search cost is left out of consideration. 

 

3.3.3 Concept 3: Multi-Sided Platforms as Search Diverters 

Hagiu & Jullien (2011) hypothesize that MSPs intentionally divert search to optimize profit (e.g. 

through transaction cost) and increase the exposure to products faced by “Side B”. Recommender 

systems are an example of this as they may divert consumers from finding what they want to shifting 

their focus toward discovering products they might be interested in – and eventually buy (ibid.). 

Pricing algorithms is a tool to achieve such a goal, by automatically matching real-time prices (Chen, 

Mislove, & Wilson, 2016). The concept of search diversion will be applied to examine how LEGO 

view and is affected by Amazon as a company with immense technological capacity and power. One 

could argue that the concept of search diversion is of normative character. Whether it is a descriptive 

statement that e.g. recommendation systems are diverting consumers as formulated by Hagiu & 

Jullien (2011) can be discussed. However, such debate goes beyond the scope of this research and it 

is presumed that search diversion is an essential element of MSPs. 

 

3.4 The Marketing Mix 
Many years ago McCarthy (1960) classified various marketing activities into marketing-mix tools 

simplified as the four Ps: product, promotion, price, and place. They have later been formulated by 

Kotler (1991) and become widely popular in marketing education and practice (Constantinides, 

2006). There is a wide range of studies and research which stems from the need to find a new 

paradigm for operative marketing which, surpassing the 4Ps, can define more specifically the 

marketing levers as it is too internally oriented (Möller, 2016; Constantinides, 2006; Popovic, 2006). 

Håkansson & Waluszewski (2005) address this by stating the need to review and refine existing 

market models and tools, and they find that the 4P’s are a useful starting-point in many analyses, but 

the model has to be reframed including how the 4P’s are conceptualized. As a result of that, the 

marketing mix in this analysis will be reframed to investigate, the increase of sales on Amazon while 

brands still have control of the brand. Additionally, the multiple revisited versions of the marketing 
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mix have different definitions of success (Constantinides, 2006). Success in this framework should 

be understood as an increase in sales, while still maintaining brand control. As a result, the marketing 

mix theory provides us with a powerful framework for identifying and categorizing dimensions that 

could be considered critical factors for succeeding in the online marketplace, Amazon.  

 

3.4.1 Limitations of the Marketing Mix 

Some of the weaknesses of the previous 4Ps are identified as domain-specific: ignoring the human 

factor, lack of strategic dimensions, offensive posture, and lack of interactivity (Constantinides, 

2006). Two limitations however seem to be common in all reviewed categories (ibid.): The model’s 

internal orientation and the lack of personalization. In this study the limitation of personalization will 

be settled with, as it is a case-study on LEGO’s operations on the platform Amazon, thereby 

personalizing it for this segment. However, it should be stated that this also affects LEGO’s other 

sales channels in which the lack of personalization becomes more evident. The limitation of internal 

orientation is not seen as a limitation for this study as the new formulated framework purposely is 

viewed from the seller/brand side. 

 

3.5 Key Strategic Pillars 
A great part of the inclusion of other relevant findings into the theoretical model will come from the 

Key Strategic Pillars formulated by Thomson & Hansen (2016). The reason for choosing to include 

this concept is due to its exact relevance for the study of this thesis, and its contribution to how to 

control a brand on Amazon.  

 

They (ibid.) find that successful building and maintenance of a branded business results from 

consistent and effective implementation of five concepts termed as Key Strategic Pillars: 

I. Branding 

II. Distribution 

III. Pricing 

IV. Product Availability 

V. Catalog Selection 

 

When any of these five pillars are ignored or overlooked, the underlying infrastructure of the brand 

can collapse fairly quickly (ibid.). As practically anyone can become a reseller on Amazon potentially 
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allows for decay to occur at a much greater speed than brands typically experience in traditional brick-

and-mortar channels. Additionally, if a brand is not proactively managing its brand in the Amazon 

channel, either directly or indirectly, the brand’s brick-and-mortar business will be negatively 

affected (ibid.). 

 

3.5.1 Validity of the Key Strategic Pillars 

The justification for utilizing the concept of 5 Key Strategic Pillars to support the MSP-model in this 

case study is based on the author’s work experience and knowledge of the dilemma. James Thomson 

was among other formerly head of Amazon Services, the division of Amazon responsible for 

recruiting tens of thousands of sellers annually to the Amazon marketplace, and Joseph Hansen is a 

seasoned entrepreneur and e-commerce expert (ibid.). Given that James Thomson has had such a 

central position in Amazon it is argued that the concept he formulates is of high validation for the use 

of the analysis. Furthermore, Thomsen & Hansen (2016) have worked both inside and outside of 

Amazon with hundreds of brands from which they share their knowledge. To additionally support the 

utilization of the Key Strategic Pillars, the statement of Steenkamp (2020) is worth considering: “any 

article written about branding strategies in the digital age runs the risk of obsolescence before it 

appears in a journal. Specific digital platforms and tools for global brand building and management 

change rapidly over time, but trends do not change nearly as quickly.” As a result, Steenkamp (ibid.) 

identifies the trend: the rise of digital global sales channels, which Thomson and Hansen (2016) 

elegantly address in relation to Amazon as part of their concept: the Key Strategic Pillars. 

 

To support these pillars and increase the validation and reliability of the theoretical model, other 

relevant discoveries will be included (Gielens, Gijsbrechts, & Dekimpe, 2014; Allen & Fjermestad, 

2001; Kotler P. , Marketing Management: Analysis, Planning, Implementation, & Control, 1991; 

Chu, Wu, Wu, Iee-Fung, & Chen, 2016; Shen, Cai, & Guo, 2016; Wierenga & Soethoudt, 2010; 

Sotgiu & Gielens, 2015; Walia, 2013; Lin & Lee, 2012). 

 

3.6 New theoretical model 

The newly formulated model will be used as a starting point for analyzing how LEGO can grow sales 

and maintain control on the Amazon marketplace. The model will later be revisited into a conceptual 

framework using the results of the analysis  
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The definitions on product, place, price, and promotion for this model is based on Kotler (1991) and 

the framework provided by Allen & Fjermestad (2001), who revisit the marketing mix with respect 

to the evolution of e-commerce marketing literature (Kotler P. , 1991; Rayport & Sviokla, 1994; Klein 

& Quelch, 1996; Gosh, 1998; Evans & Wurster, 1999). Allen and Fjermestad (2001) accept that the 

traditional 4P marketing mix can be the basis of an e-commerce strategy and identify the changes that 

are needed to make the model suitable for e-marketing. Additionally, the theoretical model is built 

around the tools brands are able to control when selling to Amazon, as Amazon limits brands 

(Thomson & Hansen, 2016) from utilizing components (e.g. packaging, transport, payment period, 

etc.) formulated in previous models (Kotler P. , 1991; Allen & Fjermestad, 2001). 

 

3.6.1 Product 
Kotler (1991) defines a product as anything that can be offered to a market for attention, acquisition, 

use, or consumption that might satisfy a want or need, including also the services that come with the 

product. Additionally, Allen & Fjermestad (2001) find that in today’s e-commerce information has 

become its own product on the internet. 

 

Thomson & Hansen (2016) emphasize the need for having products available on Amazon, which 

comes as a result of the immediate fulfillment required by customers and the increased competition 

online. Selling products to Amazon Retail requires that brands rely on Amazon Retail to replenish 

products in time to avoid stock-outs and to have another coordinated plan ensuring the catalog is 

always in stock if Amazon Retail chooses not to carry their products (ibid.). Based on the belief that 

a brand’s products will end up on Amazon regardless of what the brand wants, Thomson & Hansen 

(ibid) stress the need for ensuring products being represented in a manner consistent with its 

intentions. Popular products can easily be presented by dozens of different resellers and by duplicate 

illegal listings, creating misinformation, which entails the need for brands securing the correct 

catalog selection is presented, making it consistent with the positioning efforts in all other channels. 

As brands selling to Amazon Retail are not given a lot of data on the customers, the utilization of the 

internet serving as a platform for new product information is reduced (Allen & Fjermestad, 2001). 

Lastly, Gielens et al. (2014) emphasize the win-win opportunity in making products exclusive, as 

retailers can offer unique selling propositions to brand manufacturers and increase their 

competitiveness on-and offline. 
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3.6.2 Place 

For most companies, the place aspect of the marketing mix involves marketing channels (Allen & 

Fjermestad, 2001), which can be defined as interdependent organizations involved in the process of 

making a product or service available for use or consumption (Kotler P. , 1991). Allen & Fjermestad 

(2001) find that the Internet has created the largest marketplace ever putting the purchase decision 

anywhere where a connection exists and allows organizations to skip over parts of the value chain. 

 

In a large online channel like Amazon, there is no limited “shelf space” as opposed to offline channels. 

Every brand can conceivably be offered to customers, as they all fight for visibility (Thomson & 

Hansen, 2016). Gielens & Steenkamp (2019) emphasize the importance of gaining a first-page 

presence for increasing online visibility. Such presence is obtained scoring high on the metrics: 

consumer reviews, number of reviews, return rate – all else equal, lower-priced items are preferred 

(ibid.). By Amazon design, every seller of the same product competes on the same product detail 

page. With that, Thomson & Hansen (2016) stress the importance of winning the “Buy Box”, and 

provide multiple solutions on how to do so. To keep sellers motivated in following the brand’s 

policies, they (ibid.) emphasize the value of controlling the distribution while giving the resellers a 

realistic opportunity to win some market share of each product. This entails having reseller policies 

explicitly stating who can sell on Amazon and whether resale is allowed. If this is not initiated it can 

result in a downward spiral of problems. Many of these problems can be avoided if a brand creates 

proper control of all distribution channels with consistent pricing (ibid.) Lastly, the positive impacts 

brick-and-mortar stores have on customer relationship and intentions is emphasized by multiple 

researchers to compensate and stimulate the overall sales and control (Chu, Wu, Wu, Iee-Fung, & 

Chen, 2016; Shen, Cai, & Guo, 2016). 

 

3.6.3 Price 

Price is the only element of the marketing mix that generates revenues, all other elements of a business 

operation represent costs. (Kotler P. , 1991) Allen & Fjermestad (2001) find that the Internet will lead 

to increased price competition and the standardization of prices and organizations will employ new 

pricing models when selling over the Internet. 

 

Thomson & Hansen (2016) emphasize the importance of consistent pricing defining it as “when the 

same product sold is sold at the same price across all channels”. They find that as most brands end 
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up working with distributors and retailers they do not own or fully control, this leads to some form 

of misalignment concerning different economic incentives. To cope with that, brands need to make 

sure that consistent pricing is maintained (ibid.). To create consistent pricing brands may implement 

reseller policies such as Minimum Advertised Price (MAP), Manufacturer Suggested Retail Price 

(MSRP), or Minimum Resale Price (MRP) (Thomson & Hansen, 2016; Gielens & Steenkamp, 2019). 

Such pricing policies should explicitly be agreed on with the distributor/sales rep/retailer, and 

ongoing enforcement of conduction to account for unauthorized price discounting should be done by 

the brand (ibid.). For brands that want tight controls over pricing across channels, it is important to 

understand the speed in which sellers on the Amazon channel can discount items (Gielens & 

Steenkamp, 2019). The dynamic pricing can cause spikes in demand resulting in stock-outs in both 

online and offline sales points. With the huge magnitude of sellers on Amazon, it is easy for an online 

seller to clear through overstock/clearance quickly at a slightly reduced price – a price higher than 

what a brick-and-mortar seller might use for overstocking or clearance of inventory. This can create 

“retail arbitrage” at a fast pace in the online environment, and the pricing inconsistencies across 

channels harm the brand and relationships with other channels (ibid).  

 

3.6.4 Promotion 

Kotler (1991) refers to promotion as encompassing all the various ways an organization undertakes 

to communicate its products’ merits and to persuade target customers to buy from them. Allen & 

Fjermestads (2001) find that incumbent retailers and manufacturers have certain advantages when 

promoting products and services on the Internet and believe that branding will continue to play an 

important role in internet marketing. 

 

Due to the virtual nature of the online marketplace, web design plays an important part in both 

informing the online marketplace customers about the product and providing cues about the nature 

and abilities of the seller (Walia, 2013). Lin & Lee (2012) state that as brands cannot control the 

design of the website the signaling on such websites as a means to demonstrate their ability and 

intentions becomes more relevant. Additionally, due to the inherent asymmetry of information in an 

online environment, consumers employ observable signals, such as product content and images, to 

form opinions about unobservable features, such as product quality and security and privacy (ibid.). 

Thomson & Hansen (2016) emphasize the importance of the first reseller providing high-quality 

content as other resellers most likely will replicate the content provided. This content should be SEO 
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optimized, having strong bullet points, precise title, and product description. Furthermore, the effect 

good product reviews have on the credibility of a product and confidence in consumers should not be 

overlooked. Thomson & Hansen (2016) state the importance of being above the threshold of review 

quality and quantity as sales otherwise will suffer, additionally providing approaches to manage 

negative reviews. Moreover, Amazon offers several avenues for advertising products directly on the 

site, by having options triggered by bidding on keywords that define a class of product. Creating such 

a promotional position will affect customers to more likely see a brand or product as more relevant 

(ibid.). Lastly, Amazon offers Brand Registry, which enables better control of content on Amazon, 

by locking down the content to one reseller. Thomson & Hansen (ibid.) elaborates on this action 

stating that it is not only an initial investment but also an ongoing process of enforcement. 

 

3.7 Sub conclusion - The new theoretical model 

Figure 2 illustrates the derived new theoretical model summarizing the aspects of influencing brand 

control on the MSP Amazon. This model will subsequently be tested through the analysis to form a 

conceptual framework providing dimensions answering the research question: 

 
Figure 2: The new theoretical model: Brand control on Amazon (Leopold, 2020) 
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Figure 3 illustrates the new theoretical model applied in the context of the interactions of an MSP and 

the two sides as proposed by Hagiu & Wright (2015). There has not been made any modifications to 

their model yet, else than inserting the new model as “Side” A for illustrative reasons: 

 

4. Methodology 
To be able to answer the research question, methodological considerations have to be undertaken. 

The following chapter, therefore, discusses the underlying methodology for this thesis. The structure 

takes inspiration from Saunders et al.’s (2019) research onion used as guidance for methodological 

considerations and Sanders’ (1982) 4-level approach for a phenomenological analysis of the data. At 

first the research philosophy, phenomenology is presented. This is followed by a discussion of the 

research design, in terms of approach to theory development and the methodological characteristics 

of the phenomenological approach, and how it is implemented. Lastly, the quality of the research, 

including reflections of validity and reliability is discussed. 

 

4.1 Research philosophy: Phenomenology 

The research philosophy applied in this study is based upon the phenomenological approach 

formulated by Sanders’ (1982). Phenomenology is “the study of conscious phenomena: that is, an 

analysis of the way in which things or experiences show themselves”. The methodology is 

characterized by the idea that the “essence of experiences can be understood by studying how the 

experiencer interprets these” (ibid.).  

 

4.1.1 Fit between phenomenology and the research conducted  

There are multiple reasons why phenomenology as a research philosophy fits this research well.  

Figure 3: The new theoretical model as part of the MSP formulated by Hagiu & Wright (2015) 
(Leopold, 2020) 
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Firstly, phenomenology is a strand of interpretivism for which the research aims to create new 

enriched understanding and interpretations of social worlds and settings (Saunders, Thornhill, & 

Lewis, 2019). The advantage of this research philosophy is, that it matches the purpose of this study, 

as it aims to create a new enriched understanding of how companies should expect to sell to Amazon 

and still grow sales while maintaining control. However, the disadvantage of this philosophy is that 

it is difficult to generalize as the data often is case-based and more subjective (Saunders, Thornhill, 

& Lewis, 2019; Dudovskiy, 2018).  

 

Secondly, one could question whether to choose interpretivism as opposed to phenomenology. 

Phenomenology, put more emphasis on the lived experience (Saunders, Thornhill, & Lewis, 2019), 

which is assessed essential to answer the research question of how companies should expect to sell to 

Amazon and still grow sales while maintaining control, based on the experience of LEGO. As such 

question is highly affected by the recollections and interpretations of how the operations on Amazon 

are experienced, this makes a greater match with phenomenology as opposed to interpretivism 

(Sanders, 1982). Additionally, it is presumed that the experiences of the participants, qua their roles 

as Head of Paid & Organic Search and Senior Director of eCommerce Marketing both in America 

have a great impact on the structures and brand management and marketing in regards to Amazon, 

for which the fit with phenomenology is even more evident. 

 

Lastly, Gill (2014) illuminates the scope and value of phenomenology by developing a typology that 

classifies and contrast 5 phenomenological methodologies. One of these is Sanders’ (1982) 

phenomenology for organizational work. Gill (2014) finds several aspects of conducting Sanders’ 

phenomenology being unclear, such as how to undertake the different stages of reduction. However, 

the great strength stems from its provision of practical steps for the organizational researcher, which 

overshadows the weaknesses, for which was the determining factor of utilizing Sanders’ (1982) 

findings on phenomenology as research philosophy.  

 

4.2 Research design 

As the adopted research philosophy is phenomenology, this influences the research design. It is 

important to identify the different elements within the research design, as it sets the scene of how to 

go about answering the research question. To best answer the research question, this thesis follows 

an inductive-deductive and qualitative approach by conducting a case study, which is first vindicated 
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in subchapter 4.2.1. Thereafter, the methodological choice of phenomenology being qualitative is 

formulated, followed by an identification of its limitations. Lastly, phenomenology-driven data 

analysis is identified, in which its three fundamental components are also described. 

 

4.2.1 Approach to theory development 

When considering the design of the research project it is important to reflect upon the reasoning 

behind theory generation (Saunders, Thornhill, & Lewis, 2019). The importance of choice is 

emphasized by Easterby-Smith et al. (2012) as it enables more informed decision-making, more 

thought is put into research strategies and methodological choice, and helps adapt the research design 

to cater to constraints. Three approaches are distinguished between namely, inductive, deductive, and 

abductive. Some of the key differences between these approaches are how data and theory are utilized 

(ibid.). Briefly stated, the deductive approach involves developing hypotheses to test the existing 

theory, whereas the inductive approach generates theory based on observations of empirical data 

(Saunders, Thornhill, & Lewis, 2019; Bryman & Bell, 2015). The abductive approach involves the 

collection of data to explore a phenomenon, identify themes and explain patterns to generate a new 

or modify an existing theory, which is subsequently tested (Saunders, Thornhill, & Lewis, 2019).  

 

As the aim of the thesis is to generate a new conceptual framework and not to validate or falsify 

theory (i.e. deductive approach) this could call for an inductive approach (Saunders, Thornhill, & 

Lewis, 2019). Additionally, phenomenologists, as a strand of interpretivism, tend to follow the 

inductive approach as it allows the researcher to gain an understanding of the interpretations people 

make (ibid.). In contrast to the deductive approach, the inductive approach emphasizes the context of 

the research, thus the study of a smaller sample of subjects might be more appropriate (ibid.), which 

will be evident by the examination of the case of LEGO. However, deductive elements are also 

present as the conceptual framework takes a starting point in the theory of marketing mix, including 

also the concept of Key Strategic Pillars.  

 

One could also argue for an abductive approach as data in the form of relevant articles and reports, 

are collected to explore the phenomenon of brand control and sales on Amazon (Saunders, Thornhill, 

& Lewis, 2019), which allowed for an overview of the most important dimensions affecting and 

influencing the phenomenon. This data is located to develop a theoretical model, while I, as a 

researcher, move back and forth between data and theory, which is also stressed as part of the 
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abductive approach (ibid.). The new theoretical model is subsequently tested through semi-structured 

interviews to develop a conceptual framework. In sum, through this assessment of theory 

development, it is evident that this thesis follows an abductive approach. 

 

Lastly, the purpose of the research design is recognized as being exploratory. Exploratory research is 

in particular useful if the researcher wants to clarify the understanding of a phenomenon, investigate 

it for generating theory, assessing the problem in a new light based on an analysis of data (Saunders, 

Thornhill, & Lewis, 2019). This aligns with the aim of this thesis namely, to investigate how 

companies should expect to sell to Amazon and still grow sales while maintaining, which is done by 

control looking at both MSP theories and concepts of revenue increase and brand control on Amazon. 

The purpose is not to establish causal relationships between variables as emphasized in explanatory 

studies (ibid.). 

 

4.2.2 Methodological choice – A qualitative approach 

The phenomenological method strategy is characterized by the idea that the essence of experiences 

(objects) can be understood by studying how the experiencer (subject) interpret these (Sanders, 

1982), and not the division between the subjective and objective, as e.g. quantitative methods use to 

derive knowledge (Juul & Pedersen, 2012). When studying what phenomenology is, Sanders (1982) 

argues that it seeks to: 

“(…) make explicit the implicit structure and meaning of human experiences. It is the 

search for “essences” that cannot be revealed by ordinary observation (…) It 

concentrates neither on the subject of experience nor on the object of experience but in 

the point of contact at which “being and consciousness meet”. The point of 

phenomenology is to get straight to the pure unencumbered vision of what an 

experience essentially is” (p. 354). 

 

As a result, the phenomenologist philosophy adopted, the nature of this thesis being exploratory, and 

having an abductive approach to theory generation emphasize that qualitative research is the most 

appropriate choice. Quantitative data is characterized by numbers, statistics, and standardized 

manners (Saunders, Thornhill, & Lewis, 2019), which one could have utilized e.g. through a 

deductive approach to test a theory (ibid.) on brand control and increase of sales on an MSP. However, 

such theory has not been identified, thus such data is less appropriate to answer the research question. 
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As quantitative research will not be used, a mixed-method formulated by Saunders (ibid.) is excluded. 

Within qualitative research two techniques can be distinguished (ibid.), for which the mono method- 

as opposed to the multi-method is followed as semi-structured interviews are the main data collection 

technique. 

 

4.2.3 Limitations of The Phenomenological Approach 

The phenomenological approach has its starting point in subjective experiences and is therefore 

limited from the application of quantitative methods. This has, in regards to replication and 

generalization, entailed challenges for the results of this case study. It is well known that interpretation 

is a key part when analyzing phenomena and deducing essences, but the omission of objective 

research units is a shortcoming of the approach. To make up for such limitation, involvements of 

more objective sources would have been beneficial, particularly improving the basis of replication. 

An elaboration on this is provided in subchapter 4.4.1.3. 

 

4.3 Research strategy 
Within qualitative research, there are various research strategies to follow. The research strategy 

undertaken to answer the research question for this thesis is a case study. Saunders et al. (2019) with 

reference to Yin (2018) define a case study as: “an in-depth inquiry into a topic or phenomenon 

within real-life setting”. Yin (2018) highlights that case study research is often used when boundaries 

between the phenomenon being studied and the context within are not always apparent, which is the 

case of LEGO, in which understanding context becomes fundamental to case study research (ibid.). 

Additionally, Yin (2018) emphasizes in regards to case studies, that prior theoretical propositions can 

be used to guide the research design and analysis, which is evident from the utilization of the 

abductive approach. 

 

Yin (2018) recognizes four types of case studies based on two dimensions, being single versus 

multiple cases and holistic vs embedded case. The study of LEGO can be identified as a single-case 

study (Yin, 2018). The use of such, as opposed to multiple-case, is, that the nature of the LEGO-case 

is assessed being unique (Saunders, Thornhill, & Lewis, 2019) in terms of their abilities to stay among 

the most reputable brands in the world (Lego: About us, 2020), which is argued indirectly can be 

linked to their operations on Amazon (Interview Quote 20). One could also incorporate multiple cases 

in which the focus would be on whether the findings can be replicated across cases (Yin, 2018). 
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However as later elaborated on (subchapter 4.3.2), it was found very difficult to find brands that sell 

through vendor central that also were willing to participate in the study for which it was not possible 

to do a multiple case study. When it comes to the second dimension, the case study for this thesis will 

be single units of analysis, as it concerns the organization as a whole, thus holistic  (ibid.). This thesis, 

therefore, follows a single-case holistic design, as the research question is answered by investigating 

LEGO viewed as a whole organization.  

 

4.3.1 Time horizon 

An important part of designing the research is to choose a time horizon. There are two ways to do so 

being either to study a phenomenon at a particular time (cross-sectional) or to investigate a set of data 

repeated over time usually at regular intervals (Saunders, Thornhill, & Lewis, 2019). This study 

follows a cross-sectional time horizon as seeks to answer the research question, using LEGO as a 

case-company, at a single point in time. Saunders et al. (ibid.) do not define “a single point of time”, 

but as most data is collected within a few weeks this is assessed as being within such formulation of 

timeframe. 

 

4.3.2 Company choice 

The process of identifying the case to best answer the research question took its starting point when 

I was made aware of Amazon’s entrance into the Nordics, which I found interesting and very relevant. 

Thereafter, I looked into dilemmas and problems companies are faced with when dealing with 

Amazon. I knew that one of my contacts, Silas Moestrup worked for LEGO and had spoken about 

his work experience with Amazon. Initially what had caught my attention was how companies should 

partner with Amazon, as if a brand should sell TO Amazon or sell ON Amazon. However, as I got in 

contact with Moestrup, I was made aware that LEGO already sold TO Amazon for which I wanted 

to investigate a problem as a result of that. Together with Moestrup, we brainstormed to identify a 

significant problem they were facing, which resulted in the formulation of the research question. It 

was therefore obvious to use LEGO as a case company as it was a problem they were facing and that 

I had great contacts within the company. 

 

In terms of how representative LEGO as a case company is to address the research question, there 

are some factors worth including. LEGO was in 2020 ranked as the most highly regarded company 

in the world by Reptrak, who perform great studies on such matters (Lego: About us, 2020). Kylie 
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Wright-Ford, CEO of Reputation Institute comments on the ranking “(…) Reputation is a balancing 

act of doing and saying the right thing, and The LEGO Group is a shining example of how to do this 

purposefully and consistently”. Whether reputation can be equated to brand control is uncertain, but 

one could argue that such ranking/statement underpins that LEGO has great control of their brand.  

Moestrup finds that this achievement indirectly can be linked to the work LEGO has done on Amazon 

(Interview Quote 20). He mentions that the work within e-commerce is part of the operations “below 

the line” and that the brand teams, formulating the brand messages “above the line” are those who 

should be attributed most recognition. He summarizes by stating that the work with Amazon has 

resulted in LEGO delivering a really good experience, which is part of the overall view of the business 

and brand. Moreover, Moestrup made it very clear that LEGO already has/are given a lot of control 

for which the question becomes as stated how they maintain this (Interview Quote 54). Additionally, 

Moestrup is very specific and aware of what so far has worked when selling to Amazon, which one 

could contribute to the insights gained from e.g. the Amazon Excellery Project. As a result of the 

above, it is argued that LEGO as a case company to a great extent is representative of answering the 

research question. 

 

One could have also included more companies to make a multiple case study. A great candidate could 

have been The Walt Disney Group, who is also among the most reputable companies (Johnston, 2020) 

and within the selling category of toys and games. A multiple case-study would have been more 

robust, and in regards to replication. Yin (2018), finds that a case study using two cases might aim at 

having literal replications (predict similar results). The scope of the thesis would therefore have been 

to use two cases with companies varying in how they sell to Amazon. The aim would then be literal 

replications of the conditions ensuring how they maintain brand control and increase revenue to be 

able to answer the research question.  

 

However, during the process of finding other brands to support/contrast the empiricism of the LEGO-

case, it became clear that this was very difficult. I could not identify brands who were selling through 

vendor central, and I was not successful in getting bigger brands e.g. The Walt Disney, Pandora, 

H&M, etc. who most likely sold through vendor central to participate in the analysis.4  

 

 
4 See Appendix 5 – Not able to establish contact with bigger brands 
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As to make up for that I found it necessary to get some form of other valid insights on how to answer 

the research question. For that reason, I managed to get in contact with Søren Kipling. He is the owner 

of Eshoes, which is a successful webshop and he is also the Managing Director for the consultancy 

company be-ahead, who advises companies on how to start selling on Amazon and to develop 

companies already existing sales approaches to/on Amazon (Marketingcamp, 2020). For those work-

related reasons, it seemed clear that he could contribute with some valuable knowledge supporting 

the findings of the LEGO-case. It is argued that the insights from Kipling partly helped make up for 

the deficiencies of replication and generalizability, that otherwise could have been obtained through 

a multiple case study. 

 

4.3.3 Phenomenology-driven data analysis 

Patricia Sanders (1982) is one of the few researchers who outline a phenomenological approach to 

the study of organizations/businesses and the one being among the most successful in terms of 

citations (Gill, 2014). As a result, this design seems most valid to use, for the field of research in this 

study. Sanders (1982) argues that there are three fundamental components in a phenomenological 

research design. Firstly, determining the limits of what and who is to be investigated. Practically 

speaking “the what” are those subjects that do not lend themselves to easy quantification, and “the 

who” are those who possess the characteristics under observation or can give reliable data on the 

phenomena being researched. Sanders (ibid.) argues that it is realistic to believe that sufficient 

information may be collected from three to six individuals. Secondly, data is collected, which is 

elaborated on in the 2. component Data Collection. Lastly, Sanders (ibid.) proposes a 4-level approach 

for a phenomenological analysis of the data, with the following research questions: 

1) How may the phenomenon or experience under investigation be described? 

2) What are the invariants or themes emergent in those descriptions?  

3) What are the subjective reflections of those themes?  

4) What are the essences present in those themes and subjective reflections?  

 

4.3.3.1 Component 1: Selection of Participants 

In selecting the participants relevant for the analysis I contacted my acquaintance, Silas Moestrup 

who I knew worked for LEGO.5 Having him participate quickly seemed like an obvious choice as he 

stated that this case practically was what he worked with daily. He linked me with David Stobart, 

 
5 See Appendix 7 – Establishing contact with Silas Moestrup 
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Senior Director and head of eCommerce Marketing in America, as he believed he could provide me 

with better-nuanced insights for answering the research question.6 These two are the participants 

representing LEGO as the case-company in this study. The reason for including Søren Kipling is 

described in section 4.3.2. I stumbled upon him in the beginning when broadening my knowledge on 

Amazon on chose to contact him via LinkedIn, where he quickly agreed to participate.7 An overview 

of the participants, the company they work for, and their positions is provided in table 3: 

 Søren Kipling Silas Moestrup David Stobart 

Company Eshoes and be-ahead LEGO LEGO 

Position Owner of Eshoes and 

Managing director at 

be-ahead  

Head of Paid & 

Organic Search, 

America 

Senior Director, Head 

of eCommerce 

Marketing, America 

Table 3: Overview of participants, company and positions (Leopold, 2020) 

4.3.3.2 Component 2: Data Collection  

The data collection involves a series of interrelated activities to gather valuable information to answer 

the research question. Both primary and secondary data have been collected to ensure an exact 

understanding of the question studied, for which a discussion on its collection and utilization is 

presented in this section. 

 

4.3.3.2.1 Primary data 

Primary data are data originated by a researcher for the specific purpose of addressing the problem at 

hand (Malhotra, Nunan, & Birks, 2017). Saunders et al. (2019) present three general types of 

collecting primary data: observations, interviews, and questionnaires, and Sanders (1982) also 

includes a documentary study as a data collection type. For this thesis, interviews are used to collect 

data, as it is expected that this method will provide the most value in answering the research question. 

Additionally, Saunders et al. (2019) and Sanders (1982) classify interviews into three categories: 

structured interviews, in-depth interviews, and semi-structured interviews. In-depth interviews are 

identified as informal, exploratory, emergent, and without a predetermined list of questions to work 

through (Saunders, Thornhill, & Lewis, 2019). Semi-structured interviews are a more open version 

of the structured interview, where the researcher follows a predefined set of questions to guide the 

structure of the interview, however, allowing for clarifying or follow-question (ibid.). 

 
6 See Appendix 7 - Getting in contact with David Stobart through mail-correspondence with Silas Moestrup 
7 See Appendix 6 – Positive response when contacting Søren Kipling 



 36 

 

Both in-depth and semi-structured interviews have been used in this thesis. The in-depth interview 

was mainly to get a better understanding of LEGO and the problems they are faced with when selling 

to Amazon, and additionally, to enrich the understanding of brand control and sales on Amazon. 

According to Saunders et al. (2019), this resembles the advantages of in-depth interviews. The in-

depth interview was on an on-going basis with Moestrup, as he was traveling a lot, and replying 

regularly was the most suitable dialog-method for him. It is believed that this approach also enabled 

a stronger basis for asking more precise questions in the later semi-structured interviews. 

 

For the semi-structured interviews, eight main topics were incorporated in the interview guide,8 which 

allowed for a better overview of the responses to each topic (Saunders, Thornhill, & Lewis, 2019). It 

also made room for conversations to emerge on topics that the interviewee found important in 

accordance with the research topic (ibid.). This method allowed for a better understanding of how the 

companies sell to Amazon while ensuring brand control and an increase in sales. Furthermore, semi-

structured interviews as opposed to structured permits the interviewer to adjust questions during the 

interviews and to ask for elaboration (ibid.). This is believed to have strengthened the analysis, as 

some answers needed additional insights. 

 

According to Piekkari and Welch (2016), the chosen language for interviews does not necessarily 

mean choosing the mother tongue of the interviewees. However, using the mother tongue of the 

interviewees provides an advantage such as a shared understanding and securing more accurate 

answers (ibid.). Consequently, to be in line with Piekkari and Welch (ibid.), the interviews were 

conducted in Danish, as that was the native language for all parts, except with Stobart which was held 

in English.  

 

The interviews were done over Google Hangout (Kipling), Messenger (Moestrup), and Microsoft 

Teams (Stobart), due to practical reasons and COVID-19 all with visual interaction. All interviews 

were taped and transcribed so to probe systematically and in-depth, without the distraction of note-

taking as emphasized by Sanders (1982). 

 

 
8 See Appendix 9 – Interview guides 
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4.3.3.2.2 Secondary data 

Secondary data are data that have already been collected for purposes other than the problem at hand 

(Malhotra, Nunan, & Birks, 2017). This means that the secondary data are likely to be less 

representative than other data that would have been collected. Additionally, the data have been 

collected with methods, objectives, and purposes that most likely differ from answering the research 

question, thus it is important to evaluate the data before using it (ibid.). Malhorta et al. find that if the 

valuation of the secondary data is not conducted as a process to answer the research question, it can 

be assumed to be less accurate. To use secondary data correctly, Saunders et al. (2019) suggest that 

researchers should focus on collecting alternative data, that supports the findings and arguments, 

which is also done in this thesis by following such a formulated approach. 

 

However, secondary data have many advantages such as its accessibility, relatively inexpensive, and 

quickness to obtain (Saunders, Thornhill, & Lewis, 2019). It can provide information that is 

comparative and contextual and can be used to triangulate findings (ibid.). Additionally, secondary 

data are more permanent and open to public scrutiny compared to primary data (ibid.). From 

discussing the limitations and the advantages of using secondary data, it is found necessary and 

valuable for this study to utilize this data collection method. 

 

For this study, multiple types of secondary data have been used such as websites, reports, information 

from companies, academic articles, books, and general online searches to provide a broader view of 

the companies and their operations with Amazon. Furthermore, secondary data strengthened the 

development of the conceptual framework by identifying topics and provided arguments that 

contributed to the existing theory. Secondary data are therefore a crucial part of the research methods 

and important for carrying out the analysis. 

 

4.3.3.3 Component 3: Phenomenological Analysis of The Data 

The data will be analyzed using Sanders’ (1982) four-level approach. The first step is to describe the 

phenomenon as experienced by the three participants. This will be done by going through the topics 

in the transcripts to identify the phenomena across the participants’ descriptions. Only phenomena 

that are relevant for answering the research question will be selected. The second step is to identify 

patterns within and between the phenomena and unify these in themes, which will summarize the 

phenomena the participants are experiencing across the interviews (ibid.). The third step is to identify 
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“the what” and “the how” in the themes and examine how these correlate (ibid.). This is done by 

using the interview quotes to analyze how the objective statements are experienced subjectively by 

the participants. The fourth step is to arrive at the essence of the themes by analyzing why the 

participants are experiencing the themes the way they do (ibid.). This will be done by asking “why” 

to the noetic/noematic correlation, e.g. removing “the perceived” leaving only “the required”. Lastly, 

the data will be summarized in a table to gain an overview of how the analytical process was done. 

The findings of the analysis will thereafter be incorporated into the new conceptual framework. 

 

4.4 Research Quality 

After the presentation of the research method and research design, it is important to discuss and assess 

the quality of the research. As a phenomenological researcher, the definitions of reliability and 

validity formulated by Saunders et al. (2019) are used in assessing the quality of the research. A 

discussion of validity and reliability is important to have, as this concerns the overall quality of the 

findings from this thesis. 

 

4.4.1 Validity 

Validity refers to the appropriateness of the measures being used, the integrity of the conclusions and 

accuracy of the analysis generated from the research, and the generalizability of the findings 

(Saunders, Thornhill, & Lewis, 2019; Bryman & Bell, 2015). They (ibid.) highlight the important 

facets of validity formulated by Yin (2018), who proposes four tests used to establish the quality of 

empirical research when doing case studies: construct validity, internal validity, external validity, and 

reliability. 

 

4.4.1.1 Construct validity 

Construct validity, concerns identifying the correct operational measures for the concept being 

studied, and whether these measures actually do reflect the concept (Yin, 2018; Bryman & Bell, 

2015). The operational measures were presented in the theoretical model (Figure 2 subchapter 3.6.5) 

as different dimensions affecting brand control on Amazon, derived and modified using MSP and 

brand management and marketing theories. Additionally, Yin (2018) states construct validity being 

challenging when doing a case study due to subjectivity and difficulties of identifying those measures. 
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To ensure construct validity Yin (2018) accentuates three tactics, which researchers should follow. 

The first is to use multiple sources of evidence for the data collection. One could argue this tactic to 

be inadequate for this thesis, as evidence has only been collected from one case-company namely, 

two employees at LEGO. On the other hand, the inclusion of the participant, Søren Kipling as an 

Amazon expert, and that all evidence has been collected while ensuring convergent lines of inquiry 

(Yin, 2018) could make up for this deficiency. Interviews have been the only method of collecting 

data, which according to Yin (2018) is a “single source of evidence”, and is not recommended when 

doing case study research. Furthermore, Yin (2018) cites Patton’s (2015) types of triangulation and 

presents data triangulation characterized by “using multiple sources of evidence” e.g. open-ended 

interviews and observations, etc. However, Yin’s (2018) argumentation is being criticized by Fusch 

et al. (2018) who argue that Patton’s concept of triangulation is based on Denzin’s (1989) definitions 

of data triangulation concerning either people, space, or time, thus not sources like observations and 

open-ended interviews, etc. as presented by Yin (2018). Carter et al. (2014) also stress that data 

triangulation involves collecting data from different types of people including e.g. communities, 

groups, and individuals, hereby obtaining multiple perspectives and validation of data. Based on this 

discussion, it is reasonable to argue that data triangulation is present in the thesis as a result of the 

involvement of different individuals not all from the same company. 

 

The second tactic relevant during data collection is establishing a chain of evidence (Yin, 2018). 

This entails that the reader of the case study should be able to follow and trace back the derivations 

of evidence of the research question (ibid.). To ensure this, quotes referring back to the collected 

evidence from the interviews were made. Additionally, 1) an overview of the themes9, including the 

context, phenomena, main quality, commonalities, and a synthetization with the theme, 2) an 

overview of rheme Correlations10, and 3) descriptions of the phenomenon relating to each 

phenomenon, are presented. As a result, it is evaluated that the reader of this thesis should be able to 

find the underlying evidence for a specific finding, including how it was collected.  

 

The third tactic concerns having the draft case study report reviewed by key informants (Yin, 

2018). This allows for the participants of the case study to challenge the findings and both parts might 

remember new material that they had otherwise forgotten (ibid). Additionally, this process reduces 

 
9 See Appendix 16 – Overview of themes 
10 See Appendix 17 – Overview of Theme Correlations 
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misrepresenting a relativist perspective. This tactic is evaluated of high importance as two of the 

interviews were held in Danish, and their quotes, therefore, had to be translated. Having the 

participants review the draft, therefore ensured misreporting. In accordance with Saunders et al. 

(2019), an overview of the Danish quotes and the associated translated English version is provided, 

as the reader can check that the meaning corresponds.11 

 

4.4.1.2 Internal validity 

Internal validity can be defined as: “whether or not there is a good match between researchers’ 

observations and the theoretical ideas they develop” (Bryman & Bell, 2015, s. 400). Yin  

(2018) argues that internal validity is mainly a concern for explanatory case studies and thus should 

not be considered when doing exploratory case studies as in this thesis. However, some aspects of 

internal validity have been thought of. One way internal validity is ensured in this thesis can be linked 

back to the third tactic of construct validity, namely, to check the data and interpretations with the 

participants (Saunders et al., 2019; Bryman & Bell, 2015). 

 

4.4.1.3 External validity 

External validity refers to whether and how the case study’s findings can be generalized to other 

relevant contexts (Bryman & Bell, 2015; Saunders, Thornhill, & Lewis, 2019; Yin, 2018). 

Additionally, analytic generalizations are defined as generalizable findings that go beyond the setting 

of the given cases (Yin, 2018). In ensuring external validation, analytical generalization was used by 

modifying and advancing existing MSP and brand management and marketing theories. Analytical 

generalization entails using the identified theory to help generalize the findings from the analysis, 

hereby making an argumentative claim (ibid.). This is further elaborated on by Yin (2018, s. 21) 

stating: “in doing case study research, your goal will be to expand and generalize theories”. When 

presenting an argumentative claim, it is important to also address potential flaws it might have, thus 

discuss the analytic generalizations attained. The purpose of chapter 6.0 is, therefore, to present the 

conceptual framework (the findings from this thesis’ case study) and discuss it in detail, thereby 

enhancing the external validity.  

 
11 See Appendix 18 – Interview Quotes 
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When doing semi-structured interviews, one could argue that generalizability takes place when 

findings from the undertaking research can be related to existing theory, thereby enabling a broader 

demonstration of the significance of the findings (Saunders, Thornhill, & Lewis, 2019). 

This thesis aims at modifying and advancing existing MSP and brand management and marketing 

theories as mentioned. The level of transferability (Saunders, Thornhill, & Lewis, 2019) is argued 

to be high because of the provided clear description of both the research question, the design, the 

context, the findings, and the final interpretations. E.g., this thesis includes a description leading up 

to the research question, a detailed interview-guide, an explanation of theory modification, and a 

thorough discussion of the findings. Due to this, the findings of this thesis can be tested in other 

contexts. However, it will still be up to the reader to judge the level of transferability to another 

setting. As a final remark, the external validity could have been enhanced by replicating this case 

study on other cases and in other contexts.  

 

4.4.2 Reliability 

“Reliability refers to replication and consistency” (Saunders, Thornhill, & Lewis, 2019, s. 213). This 

entails that if other researchers follow the same procedures as described in this study, they will arrive 

at the same findings (Yin, 2018, s. 46). It is therefore crucial that the procedures are documented so 

that others can repeat the study (ibid.). A structured and well-described interview-guide has been 

made, allowing other researchers for replication in different settings.12 However, it should be 

mentioned that this thesis follows a phenomenological and qualitative approach using semi-structured 

interviews, why full consistency is not to be expected. 

 

4.5 Sub conclusion of the methodology 

This thesis follows a qualitative approach through in-depth interviews and semi-structured interviews 

as the primary data. Saunders et al. (2019) emphasize a reliability issue in regards to the nature of the 

interviews i.e. whether alternative researchers would reveal similar information, and that these types 

of interviews are related to issues of bias. However, even though this issue exists, these types of 

interviews are valuable when dealing with complex and dynamic circumstances to be explored (ibid.), 

which one could argue this case’s circumstances reflect. To make up for and enrich the reliability of 

this study, great efforts are put into thoroughly explaining the thoughts and reasons behind the 

 
12 See Appendix 9 – Interview guides 
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research design, research strategy and methods, and how data was obtained (Saunders, Thornhill, & 

Lewis, 2019). By doing so, allows other researchers to better understand the findings and the process 

of getting to them, which can be linked back to generalizability discussed in subchapter 4.4.1.3. 

Lastly, as mentioned previously, phenomenology can lack generalizability. However, from the 

discussion of validity and reliability, it is assessed reasonable to argue, that this has been increased. 

 

5. Data analysis 
The data analysis of this master’s thesis is based on Sanders’ (1982) 4-level approach to 

phenomenological analysis. At first, the phenomena and experiences are identified by examining the 

transcripts of the interviews of the 3 interviewees. Secondly, themes or invariants that emerge from 

the descriptions are identified. Themes should be understood as the commonalities present within and 

between narratives, and are identified based on the importance and centrality accorded. Thirdly, the 

objective statements and subjective experiences of the participants are analyzed using interview 

quotes from each of the phenomena within the themes. This will develop the what/how correlations 

of the themes. Lastly, the essences from the noetic/noematic correlations are abstracted using the 

intuition and reflection of the researcher and asking the question of why it correlates. The 4-level 

analysis will be followed by an interpretation of the theme essences with the intent to create a 

conceptual framework on revenue increase and brand control on Amazon. 

 

5.1 Level 1: Description of Phenomena 
Level 1 serves as a description of the phenomena as revealed in the taped interviews (Sanders, 1982). 

Only phenomena that relate to the context of Amazon, brand control, and sales will be selected to 

answer the research question. The participants describe the phenomena concerning the experiences 

with their companies and those they have consulted, for which they experience as having successfully 

utilized in previous work. The primary purpose of level 1 is to account for the identified phenomena, 

which constitute the themes (ibid.). 
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Context 1 – Phenomena relating to the characteristics of Amazon 

The following subsection is a collection of phenomena that describes some of the characteristics of 

Amazon. The participants are experiencing Amazon to operate with great power creating both 

opportunities and threats to which they have to adapt to. 7 phenomena were identified13: 

P1: Brands don’t have access to their data on Amazon 

P2: Transparency program, stickers, and reporting can combat counterfeits 

P3: LEGO has started a program with an external law firm to deal with infringement and counterfeits 

P4: Amazon gives access to a large pool of shoppers, the largest make-self-service media platform, 

and a multi-category platform 

P5: There are different approaches to combat counterfeits on Amazon 

P6: LEGO tries to monitor, understand, and only advertise products that are winning the buy box 

P7: The “Buy Box” means everything 

P8: Brands turnover on Amazon is part of Amazon’s search ranking system 

 

Context 2 – Phenomena relating to operating in a digital business environment 

The following subsection concerns phenomena that describe brands’ operations in a digital business 

environment. The participants are experiencing that the digital environment creates threats and 

opportunities that they feel they should relate to and utilize. 3 phenomena were identified14: 

P9: LEGO has a digital advantage 

P10: Being a big brand is complex, but it also means having great reach and big muscles 

P11: Amazon reduces LEGO’s control over their business 

 

Context 3 – Phenomena relating to promotion when selling to Amazon 

The following phenomena are about the promotion on Amazon. The participants are experiencing 

Amazon as a marketing channel for which certain factors are important to consider to gain control. 8 

phenomena were identified15: 

P12: Possible to maintain brand value on Amazon by optimizing products cards and pictures 

P13: Brand registry allows brands to change their products pictures and products listings 

 
13 For a full overview of descriptions see Appendix 10 – Phenomena relating to the characteristics of Amazon 
14 For a full overview of descriptions see Appendix 11 – Phenomena relating to operating in a digital business 
environment 
15 For a full overview of descriptions see Appendix 13 – Phenomena relating to Distribution / Place when selling to 
Amazon 
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P14: Revaluation of listings create user-functional product cards, greater alignments of expectations, 

and more purchases 

P15: Brand registry is created to allure brands on the Amazon platform 

P16: LEGO uses third-party software to help control the brand-experience on Amazon 

P17: LEGO is a unique brand 

P18: Brand relevance is a concern on a product level 

P19: Possible to utilize data from DTC to advertise on Amazon 

 

Context 4 – Phenomena relating to distribution/place when selling to Amazon 

The following subsection is a collection of phenomena, which describes aspects of Distribution / 

Place when selling to Amazon. The participants are experiencing an effect between physical stores 

and Amazon on brand value, which should be utilized to gain control. 7 phenomena were identified16: 

P20: Amazon is a great marketing channel 

P21: Brand stores and presence on Amazon has a contagious effect on brand value 

P22: LEGO’s bricks and products are best experienced in physical form and provide a full-blown 

experience 

P23: The effect of physical stores are even greater in newer markets 

P24: LEGO creates a counterbalance to big retailers and ensures broad coverage 

P25: LEGO can indirectly control price undercutting and brand degrading online 

P26: LEGO is a sell-out focused company 

P27: LEGO has the power of the brand behind them to maintain a high level of control 

 

Context 5 – Phenomena relating to price when selling to Amazon 

The following subsection is a collection of phenomena that describes aspects of price when selling to 

Amazon. The participants experience the benefits of consistent pricing, the causes of price erosion, 

and the effect of the rightsholder on price. 3 phenomena were identified17: 

P28: Inventory management can secure against discounting on products 

P29: It is up to the various channels how they price 

P30: Managing the product mix can secure against a race to the bottom 

 
16 For a full overview of descriptions see Appendix 13 – Phenomena relating to Distribution / Place when selling to 
Amazon 
17 For a full overview of descriptions see Appendix 14 – Phenomena relating to price when selling to Amazon 
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Context 6 – Phenomena relating to the product when selling to Amazon 

The following subsection is a collection of phenomena that concern facets of the product when selling 

to Amazon. The participants experience the pros and cons when managing product availability on/off 

Amazon and address options to control their catalog. 5 phenomena were identified18: 

P31: Difficult to control product catalog on Amazon 

P32: LEGO has exclusive products for special shopper profiles 

P33: LEGO is a “dull buster” 

P34: LEGO’s DTC business has the best exclusives 

P35: LEGO can control that the right catalog is present on Amazon 

 

Sub conclusion – Level 1 

In level 1 of the data analysis 34 phenomena were identified in the transcripts within the context of 

Characteristics of Amazon, Digital business environment, Promotion, Distribution / Place, Price, and 

Product: 

Context Phenomena 

Characteristics of Amazon 8 

Digital Business Environment 3 

Promotion 8 

Place / Distribution 7 

Price 3 

Product 5 

Table 4: Overview of numbers of phenomena (Leopold, 2020) 

 
5.2 Level 2: Identification of Themes 

In level 2 themes that emerge from descriptions are identified, which are based on the commonalities 

between and within themes (Sanders, 1982). An overview of the identified themes will be provided 

in the sub-conclusion (Table 5). 

 

 

 
18 For a full overview of descriptions see Appendix 15 – Phenomena relating to the product when selling on Amazon 
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Process of Identifying Themes 

The identification of the themes is based on the importance and centrality accorded to each 

phenomenon rather than on the frequency with which they occur (Sanders, 1982). This was used as 

the basis of finding the commonalities between the phenomena across their initial context. Thereafter, 

the commonalities were synthesized into single sentences summarizing the theme.19 The 34 

phenomena were synthesized into 6 themes. 

 

Sub conclusion – Level 2 

The following table shows an overview of the 6 identified themes and the phenomena belonging to 

each theme: 

 Theme Phenomena 

1 Brands need to adapt to the branding possibilities Amazon 

provides 

9, 12, 13, 14, 15, 16, 17, 18, 27 

2 Brands can maintain control on Amazon through a well-

managed distribution 

10, 11, 20, 21, 22, 23, 24, 25 

3 Brands should not put all eggs in one basket 31, 32, 33, 34, 35 

4 Inventory Management can secure against a price war 26, 28, 29, 30 

5 There are proactive and passive strategies for combating 

counterfeits on Amazon 

2, 3, 5 

6 Amazon sets the terms for the interaction between brand 

and customer 

1, 4, 6, 7, 8, 19 

Table 5: Overview of themes (Leopold, 2020)  

5.3 Level 3 Noetic/Noematic Correlate 

Level 3 is where the correlation between “the what” and “the how” is identified. This is done by 

analyzing the interview quotes so to reveal how the objective statements are subjectively experienced 

by the participants. Each theme is examined with the respective phenomena. 

 

 
19 For a full overview see Appendix 16 – Overview of themes 
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Theme 1 – Brands need to adapt to the branding possibilities Amazon provides 

The first theme consists of 9 phenomena. The subsection presents interview quotes for each 

phenomenon, describing how the objective statements are correlating with the subjective 

experiences of the participants. 

 

P9: LEGO has a digital advantage 

When asked if it has become more difficult or easier to come through with brand messages and to 

stand out digitally, Moestrup states: 

“[ed.] I would say that we have an advantage digitally because we can break out of what 

people mostly have thought about LEGO. Usually, in in-store, we are seen as bricks 

and toys i.e. the building blocks, whereas internally we argue that LEGO is much more 

than that. It's more based on your passion and on growing up from being a child, which 

is an advantage for us as it can be formulated much better in a digital universe as 

opposed to in-store (…) As working with e-commerce daily I know that it is easier to 

create demand than it has been in the past.” (Interview Quote 17+18) 

Objectively: LEGO has an advantage digitally as they can change what people think about LEGO. 

Subjectively: LEGO is more than building blocks. It is a passion and a lifelong journey, which can be 

formulated and implemented differently utilizing the benefits of the digital universe. Additionally, e-

commerce enables new possibilities for creating demand. 

 

P12: Possible to maintain brand value on Amazon by optimizing products cards and pictures 

As brands eventually will end up on Amazon, Kipling describes some of his successful work with 

past clients stating: 

“[ed.] We work for a large design company which had all their products in Germany 

and had to sell in Poland. They had bad pictures and incorrect measurements of their 

decanters and so on. They had no desire to sell it themselves on Amazon, but they had 

a desire that their brand value is maintained even though it was on Amazon. So we have 

optimized all their product cards so that no matter where you go, you will be presented 

with the same brand value.” (Interview Quote 2) 

Objectively: Kipling has helped a large design company in maintaining its brand value on Amazon. 

Subjectively: Brand value is maintained and streamlined by optimizing a brand’s product cards and 

pictures on Amazon. 
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P13: Brand registry allows brands to change their products pictures and products description 

When asked about the necessary investments that need to be made to update and continuously 

improve the content on Amazon, Kipling mentions Brand registry as an important factor of making 

sure other sellers don’t sell your products: 

“[ed.] If I get a brand registered then I will say, the brand you sell is mine and I will 

decide what it says. Then I can be allowed to change bullets, and so e.g. (product 

description). So first and foremost, you have to register a brand there, otherwise, you 

can never get control of the product card and have the right look and feel on your 

product card. And then you have to make a good search engine optimized title. That's 

the main thing, and some good bullets.” (Interview Quote 6) 

Objectively: Brand registry allows for better control on Amazon. 

Subjectively: Control on Amazon can be obtained if brands utilize the benefits brand registry 

provides, which entails maintaining product descriptions including pictures and product descriptions. 

Additionally, it is beneficial to make an SEO title. Brand registry also protects brands. 

 

P14: Revaluation of listings create user-functional product detail pages, greater alignments of 

expectations, and more purchases 

Kipling elaborates on the investments that need to be made to update and continuously improve the 

content on product listings on Amazon and states: 

“[ed.] What we do is after half a year we re-evaluate. By screening the reviews, what 

kind of words are used, what were they happy with. If they were happy with it, then do 

we have it in the title? What were they complaining about? I also go in and screen the 

competitors and if they have a bug that our product does not have, I include this in the 

bullet. This way, we get a really good user-functional product detail page, lots of 

purchases, and a great alignment of expectations. It is a long term process one has to 

do, but you do not sit and work with the same product card unless something is wrong 

and get a lot of bad reviews.” (Interview Quote 7) 

Objectively: Product detail pages are re-evaluated by looking at reviews, words, titles, complaints, 

and competitors’ products. 
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Subjectively: Re-evaluating product detail pages create a user-functional product detail page, that is 

in great alignment with expectations therefore increasing the purchases of the products. Customers 

look at product reviews to assess its quality so managing this area can be beneficial. 

 

P15: Brand registry is created to allure brands onto the Amazon platform 

When asked about Brand registry Kipling describes the benefits it gives brands and elaborates on one 

of the benefits being A+20: 

“[ed.] Brand registry has Amazon done because they know that in the long run, brands 

have a lot more money than resellers have. So they want to get brands in and make a 

store similar to the web-shop they already have, which provides some benefits for 

brands. The other thing is A+ which is an extended product detail page, which continues 

below the product card (it has many pictures and only brands can be associated with 

this A+). And 80% shop via the phone and therefore it is a good idea to communicate 

via pictures because that is what you can see from a phone, you simply cannot the read 

text.” (Interview Quote 9) 

Objectively: Brands have more money and brand registry is created to allure brands with a store 

similar to their own DTC web-shop. 

Subjectively: Brand registry is important for protecting the brands on Amazon. Therefore they are 

provided with additional opportunities such as an extended product card, including more pictures. 21 

More pictures and visuals on listings are beneficial as customers shop using their phones. 

 

P16: LEGO uses third-party software to help control the brand-experience on Amazon 

When asked about the investments LEGO makes to improve the content on product listings on 

Amazon, Moestrup states: 

“[ed.] We have software that helps us when we upload so that our product content looks 

the way we want it to. I.e. if there is a change in a title or a picture or text etc. we get an 

alarm. So that is how we try to control, at least the experience on the product pages that 

 
20 The A+ Content feature enables brand owners to change the product descriptions of branded ASINs. Using this tool, 
you can describe your product features in a different way by including a unique brand story, enhanced images, and 
text placements. Adding A+ to your product detail pages can result in higher conversion rates, increased traffic, and 
increased sales when used effectively (About A+ Content, 2020) 
21 See Appendix 3 – Product listing (A+ content) 



 50 

we have created. These are automated via third-party tools that go in and screen the 

website to check that the brand experience is as good as possible.” (Interview Quote 23) 

Objectively: LEGO has software that helps them upload content to Amazon. 

Subjectively: LEGO cannot manually monitor their content on Amazon. They need to use automated 

third-party tools that screen Amazon on e.g. changes in a title, product, or text they get an alarm. This 

is initiated to control the brand experience. 

 

P17: LEGO is a unique brand 

When asked how LEGO maintains customer loyalty, with increased risk of “drowning in the crowd” 

and that “Toys & Games” is the 3. most selling category on Amazon, Stobart answers: 

“[ed.] We are not a large company in revenue terms if you compare us to many of the 

world’s great brands. But we have a very unique brand, which is known as well as Coca-

Cola or Nike. So I am not sure we have to fight to maintain relevance on Amazon, at 

least not on a brand level.” (Interview Quote 42) 

Objectively: LEGO is not a large company in terms of revenue, but they have a unique brand. 

Subjectively: As LEGO is experienced as a unique brand, they don’t have to fight for maintaining 

relevance on Amazon - at least not on a brand level. 

 

P18: Brand relevance is a concern on a product level 

When elaborating on maintaining customer loyalty, Stobart states: 

“[ed.] I think where it becomes a factor is more on a product level, so how do we make 

sure that our products are relevant in searches or shopper-exploration that people are 

doing and how do we link our products to that journey of shoppers. (…) We resolve 

that by looking very carefully at our page design and the copy we use to make sure that 

it is relevant to searches. We use paid search and paid display to promote our products 

and to improve their organic discount reliability. But our main focus is really on making 

great products, which get a lot of reviews and a lot of positive reviews. I think we’ve 

got no products on Amazon right now which are below 4 stars.” (Interview Quote 43) 

Objectively: Brand relevance is a factor on a product level. LEGO needs to make sure products are 

relevant in searches, shopper-exploration, and link products to the journey of shoppers. 
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Subjectively: Increasing brand relevance is resolved by maintaining page design, copy that ensures 

relevance in searches, use paid search and paid display, and most importantly by making great 

products, that people like, thus getting great reviews. LEGO keeps an eye on product reviews. 

 

P27: LEGO has the power of the brand behind them to maintain a high level of control 

Moestrup elaborates on LEGO wanting be to present where shoppers and consumers (kids) are, 

stating that it comes with certain requirements: 

“[ed.] It's always a dance when you enter partnerships with retailers, however, LEGO 

has the power of the brand behind them which naturally means that we can maintain a 

high level of control. If you go on any retailer we will be the ones who manage the 

product detail page content, the stores, and also most advertising is driven by us - this 

naturally leads to control and ensures that we can deliver a brand experience that meets 

our very high standards. In that way, you could say we are in a unique situation.” 

(Interview Quote 54) 

Objectively: It is a negotiation and a balance when entering partnerships with retailers. LEGO 

manages the product detail page content, the stores, and most advertising. 

Subjectively: LEGO is in a more unique position as the power of the brand means they can maintain 

a high level of control, ensuring the brand experience meets their high standards. 

 

Theme 2 – Brands can maintain control on Amazon, through a well-managed distribution 

The second theme consists of 8 phenomena. The subsection presents interview quotes for each 

phenomenon, describing how the objective statements are correlating with the subjective 

experiences of the participants. 

 
P10: Being a big brand is complex, but it also means having great reach and big muscles 

Moestrup elaborates on the effects of being a big brand operating in a digital universe: 

“[ed.] We have access to customers through several different channels, which of course 

is complex when you have shoppers who potentially can shop across 3-4 different 

retailers and measure almost everything. Then there is also the fact that when we are a 

big brand you need to find out if you are synchronizing your content and your 

advertising strategy across the different channels, as this enables us to reach really far 

out to customers as we have so many muscles.” (Interview Quote 19) 
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Objectively: LEGO has access to many customers through several channels: Its brand-size makes 

multi-channel strategies complex but enables a broad reach. 

Subjectively: The digital universe increases the opportunities of reaching more customers but it also 

increases the competition and the complexity of synchronizing multiple channels. 

 

P11: Amazon reduces LEGO’s control over their business 

When asked about the disadvantages of being on a global platform as Amazon, Stobart states: 

“[ed.] I think a disadvantage is the size of their platform means that a large portion of 

our businesses is shifting, which gives us naturally less control over our business. (…) 

the fact that they are so dominant is great in some respects, but it is dangerous in others. 

So we have become more dependent on them for their media, advertising investment, 

and revenue. And it is very by market. It is probably more so and more true in the 

Americas because of the market structures than it would be in Europe nonetheless.” 

(Interview Quote 41) 

Objectively: The size of Amazon and that a large portion of LEGO’s business is shifting reduces 

LEGO’s control over their business. 

Subjectively: Amazon’s dominance is great in some respect and dangerous in others. LEGO has 

become more dependent on them for media, advertising investment, and revenue, therefore reducing 

control over their business. This is very by market. 

 

P20: Amazon is a great marketing channel 

When describing the benefits of being on a global platform as Amazon, Kipling states: 

“[ed.] The absolute greatest benefit is that you get to access 258 million people if it's 

just in Europe and it is like you're on a highway of customers. This is equivalent to lying 

on Strøget in Copenhagen, and if you are lying on Strøget in Copenhagen, you will be 

seen by insanely many consumers and then they will be able to remember it and demand 

it in the long run.” (Interview Quote 1) 

Objectively: Brands get access to 258 million customers on Amazon if it is just in Europe. 

Subjectively: Being on Amazon is like lying on Strøget in Copenhagen for brands. In sum, it means 

that Amazon is great for exposure and a great marking channel. 
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P21: Brand stores and presence on Amazon has a contagious effect on brand value 

When asked about the effect physical stores have on control and sale on Amazon Kipling states: 

“[ed.] On Amazon as everywhere else, Brand value is the most important parameter. 

Anyone can get their brand up on Amazon but it does not sell for that reason. Brand 

value is what helps to sell the most and having a physical store helps build a brand. But 

the funny thing is that all my customers also say that presence on Amazon helps to build 

their brand in the physical stores - So it actually has a contagious effect on the brand 

that you sell on Amazon.” (Interview Quote 10) 

Objectively: Brand value is the most important parameter and what sells the most on Amazon. 

Subjectively: Presence on Amazon and having a physical brand store has a contagious effect on each 

and can increase the brand value if managed well together. 

 

P22: LEGO’s bricks and products are best experienced in physical form 

When asked why LEGO has brand stores and the effect they have on sales on Amazon, Moestrup 

formulates: 

“[ed.] After Toys R’ Us went bankrupt, a decision was made by LEGO that the bricks 

and products are best experienced in physical form. It was therefore very important to 

have physical stores that could bring the LEGO experience, which sometimes can be 

complex as we introduce more technology in our LEGO sets. So we wanted to have 

some physical stores, especially brand retail stores, bringing a full-blown brand 

experience to life.” (Interview Quote 27) 

Objectively: After the bankruptcy of Toys R’ Us, LEGO decided that bricks and products are best 

experienced in physical form. 

Subjectively: Physical stores, especially their brand retail stores bring a full-blown LEGO brand 

experience to life. 

 

P23: The effect of physical stores are even greater in newer markets 

Moestrup elaborates on the topic of physical stores stating: 

“[ed.] Building physical stores is especially something you do in newer markets, e.g. 

China where they almost opened a store a week last year. And that's because, in newer 

markets, you do not know people and they do not know about LEGO. There it is 

important to be able to see and feel the physical aspect.” (Interview Quote 28) 
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Objectively: There is a great effect of building physical stores in newer markets. 

Subjectively: People do not know a lot about LEGO in e.g. China for which, it is very important to 

feel the products therefore getting the real LEGO brand experience. This way LEGO can also gather 

valuable data on new customers. 

 

P24: LEGO creates a counterbalance to big retailers and ensures broad coverage 

Moestrup elaborates on the topic of distribution and physical stores stating: 

“[ed.] It is also valuable to have some counterbalance to some of the big retailers. After 

all, it is extremely important as a company not to become dependent on a single retailer 

(…) we ensure that there is a broad coverage in a market so that we are not dependent 

on one or two customers only (…) So i.e. our brand retail, DTC, own webshop and retail 

stores they provide a good balance to it (…) We also try to build our medium-sized 

customers, increasing their share, which can create some balance in the market. It is 

always a balancing act of how to distribute products. The big customers will also come 

in with much larger orders and it is important that they are also satisfied.” (Interview 

Quote 29 and 33) 

Objectively: It is valuable to have some counterbalance to the big retailers. 

Subjectively: A company should not be dependent on a single retailer, but ensure broad coverage. 

LEGO’s channels provide a good balance to it. It is a balancing act between building up medium-

sized customers and satisfying big customers. 

 

P25: LEGO can indirectly control price undercutting and brand degrading online 

When asked how LEGO creates consistent pricing and keep track of how resellers represent the 

brand’s products, Moestrup says: 

“[ed.] Ultimately, it is something we indirectly control. We decide, whom we send our 

products to. (…) But we cannot control the individual, as it is an open market place. 

(…) but overall we can control whom we ship to. This is also the most effective. We 

can also via software monitor who sells in the various marketplaces, and whether they 

completely undermine the market and make sure that those who sell our products 

represent LEGO’s values and live up to them as standard for the brand. This is often 

through distribution that we can control it.” (Interview Quote 30) 
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Objectively: Amazon creates an open marketplace – LEGO can decide who they send their products 

to. 

Subjectively: LEGO can indirectly control price undercutting and brand degrading online through 

their distribution, by choosing whom they ship to and by monitoring the various marketplaces via 

software. 

 

Theme 3 – Brands should not put all eggs (products) in one basket 

The third theme consists of 5 phenomena. The subsection presents interview quotes for each 

phenomenon, describing how the objective statements are correlating with the subjective 

experiences of the participants. 

 
P31: Difficult to control product catalog on Amazon 

Kipling comments on how brands can make sure the right catalog is available on Amazon: 

“[ed.] You cannot control what other resellers put on Amazon. There are some 

opportunities to block the brands where you have to go in and approve that you can sell 

this brand, and you have to show an invoice that is not over 6 months old. But as a 

starting point, there is free movement of goods, where you and I can create an account 

if we want to and take the price we want.” (Interview Quote 12) 

Objectively: Brands cannot control which products resellers put on Amazon. 

Subjectively: It is difficult to control a brand’s product catalog on Amazon, however, there are options 

such as blocking/approving resellers, which enables more control. 

 

P32: LEGO has exclusive products for special shopper profiles 

When asked about the strategic considerations LEGO puts into the catalog presented on Amazon, and 

if some products are exclusive on Amazon, Moestrup formulates: 

“[ed.] Yes, I think it's something you experiment a lot with. Some products are exclusive 

to Amazon and some exclusive to Walmart and Target. We have a some exclusive 

products for our own DTC as well. This is also done because we know there are different 

shopper profiles, so we try to fit our products with those profiles (…) this also drives 

traffic to the stores.” (Interview Quote 35 & 36) 

Objectively: LEGO experiments with providing exclusive products for special shopper profiles. 

Subjectively: LEGO can fit shoppers and products as they have good data on shoppers and they know 

their product attributes. This enables better control for LEGO within its different channels. 
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P33: LEGO is a “dull buster” 

Moestrup elaborates on the topic of exclusive products stating: 

“[ed.] People also say that LEGO is what you define as a “dull buster”22 (…) As LEGO 

by many is regarded as one of the most loved brands in the world, while also being the 

second-largest toy brand, this means that LEGO can be regarded as extremely important 

if you want to drive "foot traffic" to your physical of digital stores. This naturally gives 

LEGO the power to be able to set requirements when it comes to how the brand is 

portraited on retail platforms and decide what products are available on what channels 

(…) It also means that we can utilize having some exclusive products or product 

launches that are made specifically for the individual retailer.” (Interview Quote 37, 38 

& 54) 

Objectively: LEGO is a “dull buster”. LEGO is regarded as one of the most loved brands in the world 

and also the second-largest toy brand. 

Subjectively: LEGO can create foot traffic to the physical stores, which enables them to set 

requirements of how the brand is portrayed on different channels. Additionally, it also enables LEGO 

to have exclusive products and launches for specific retailers. 

 

P34: LEGO’s DTC business has the best exclusives 

Moestrup comments on LEGO’s direct to consumer business and the exclusivity of their products: 

“[ed.] Our DTC business is often those who have the best exclusives. It is related to the 

utilization of the available quality data because in DTC business you can do loyalty 

programs and e-mail marketing, etc. So we also try to run a lot of traffic to our DTC 

business. So that's definitely a big part of our strategy.” (Interview Quote 39) 

Objectively: LEGO’s DTC business is often those who have the best exclusives. 

Subjectively: LEGO can utilize quality data to do loyalty programs and email marketing, therefore 

getting a lot of traffic to their DTC business. 

 

 

 

 
22 Dull Buster: A “dull buster” is often a brand that makes sure there is a lot of foot traffic to the physical store 
(Interview Quote 37) 



 57 

P35: LEGO can control that the right catalog is present on Amazon 

When asked about how LEGO makes sure the right catalog is available on Amazon, and not just a 

random mix of products, Stobart states: 

“[ed.] One is that we plan very carefully with them around our novelty launches. Two 

is that we exit products and we stop shipping those products when we exit them. And 

we make sure that the products which are active (…) are available in adequate volumes 

to try to meet the requirements of Amazon. It does not always work (…), but from an 

inventory standpoint, just keeping a close eye on your product catalog and making sure 

that you’re exiting items and flowing in new items. But not something we have a 

particular challenge with, because most of our product’s life cycle are less than 18 

months.” (Interview Quote 50) 

Objectively: LEGO plans carefully with Amazon around novelty launches and exits products and 

stops shipping them. From an inventory standpoint, LEGO makes sure that they are exiting and 

flowing in items and plan with Amazon. 

Subjectively: Having the right product catalog on Amazon is not a problem as the product life cycle 

is less than 18 months. However, planning and keeping a flow of items is still important. 

 

Theme 4 – Inventory Management can secure against a price war 

The fourth theme consists of 4 phenomena. The subsection presents interview quotes for each 

phenomenon, describing how the objective statements are correlating with the subjective 

experiences of the participants. 

 
P26: LEGO is a sell-out focused company 

When asked how LEGO ensures there isn’t too much inventory of certain products, thereby creating 

incentives for certain resellers to violate MAP policies, Stobart explains: 

“[ed.] A couple of ways. Where we have a direct relationship with, smaller toy stores 

or smaller toy distributors, and work with them to make sure that they are receiving 

the right inventory and not too much. And we are a sell-out focused company so we 

try to avoid selling people stuff that we don’t think they will be able to sell. It is just 

our operating model. But if you just look at the total market-level I think we plan like 

that. So we’re just looking at how many products we are selling into the market and 

how well that aligns with what we see from the demand.” (Interview Quote 48) 
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Objectively: LEGO ensures that there is not too much inventory by working directly with toy stores 

and small distributors. Additionally, LEGO plans and manages inventory from a total market-level. 

Subjectively: By aligning, planning, and managing inventory with distributors and partners Lego 

can reduce the incentives for resellers to violate MAP policies. 

 

P28: Inventory management can secure against discounting on products 

When asked about the adaptions and considerations LEGO has made on how Amazon is pricing 

products, Moestrup states: 

“[ed.] With LEGO we try not to push too much inventory into the market, to help the 

various retailers, so that we don’t have a situation where our retail partners have too 

much inventory on the shelves, creating a discounting war or a race to the bottom. So 

what is more unique in LEGO is that in some cases we will go in and advise our retailers 

on how much inventory they should take in.” (Interview Quote 21) 

Objectively: LEGO tries not to push too much inventory into the market and advise retailers on how 

much they should take in. 

Subjectively: LEGO’s inventory management secures against a discounting war. 

 

P29: It is up to the various channels how they price 

When asked about pricing and inconsistencies, Moestrup and Stobart state: 

“[ed.] In the end, it is up to the various channels how they price. We cannot control that. 

It's something we try to stay out of. It would be illegal if we advised people how to 

price. Obviously, they're complaining, but in the end, they could stop price matching 

and stop using algorithms that lower the price, etc. It's ultimately up to them how they 

run their business. David Stobart agrees on this stating “We do not influence price, so 

we don’t do anything. (Interview Quote 32 & 45) 

Objectively: The various channels choose how they price. 

Subjectively: LEGO stays out of pricing - it would be illegal if they advised their partners. 

 

P30: Managing the product mix can secure against a race to the bottom 

Moestrup elaborates on what LEGO can do when prices cannot be controlled: 

“[ed.] We are a part of the processing of orders/planning supply, which naturally means 

that we can make sure that the market does not get overflown with certain products - 
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managing the product mix is very, very important since it is not in LEGO's interest or 

any retailers interest to end up in a race to the bottom.” (Interview Quote 54) 

Objectively: Managing the product mix is very important as it is not in LEGO’s or the retailers 

interest to end up in a race to the bottom. 

Subjectively: By being part of the processing of orders and planning supply LEGO can make sure 

that the market is not overflowed by certain products, therefore securing against a race to the 

bottom. 

 

Theme 5 - There are proactive and passive strategies for combating counterfeits on Amazon 

The sixth theme consists of 3 phenomena. The subsection presents interview quotes for each 

phenomenon, describing how the objective statements are correlating with the subjective 

experiences of the participants. 

 
P2: Transparency program, stickers, and reporting can combat counterfeits 

Kipling describes what brands can do to combat counterfeits on Amazon 

“[ed.] First of all, one can report them when they come. And then they have something 

called transparency program where products have special barcodes attached so they fit 

the listings. E.g. if you fake my product and you do not have any transparency sticker, 

then you will not be accepted when it is sent to Amazon stock. And that way you can 

remove them. So there is the extra sticker that approves you and then there is the option 

of notifying them when they show up if you are e.g. proprietary.” (Interview Quote 8) 

Objectively: Amazon has made initiatives and created options for brands to combat counterfeits pro- 

and reactively. 

Subjectively: Brands should report counterfeits and can partly combat them through the transparency 

program Amazon provide. 

 

P3: LEGO has started a program with an external law firm to deal with infringement and counterfeits 

Moestrup elaborates on the efforts taken on combating counterfeits on Amazon stating: 

“[ed.] We have a program, with an external law firm, that we use in connection with 

infringement and counterfeits. This is something we focus much on and want to avoid 

as a brand. (…) as the world becomes more global you can sell across many different 

channels, which increases the complexity of controlling the experience for consumers 

because there are simply so many channels to keep an eye on.” (Interview Quote 25) 
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Objectively: LEGO has partnered with an external law firm to deal with infringement and 

counterfeits. 

Subjectively: Counterfeits affect brands negatively and combating them is of high priority for LEGO. 

The complexity of controlling the experience for consumers and combating counterfeits increases as 

the world becomes more connected and global. 

 

P5: There are different approaches to combat counterfeits on Amazon 

When asked about what LEGO does to combat counterfeits, Stobart states two approaches: 

“[ed.] For the proactive approach, we have hired an external partner who helped us file 

at scale infringement actions on Amazon, which leads to be taken down and we look at 

that based on situations of direct violation of our trademark. These are easy to deal with 

(…) The bigger challenges are infringement products which are not legally countered 

from an AP standpoint, but which try to mimic our products both on how they appear 

but also how they are advertised. The way we resolve that is by making sure that our 

products are on the first page of results by having very successful performance 

marketing strategies as well as by looking very carefully at those sorts of copy we have 

on particular pages and so on. And then I think the third is to continue to talk to Amazon 

about it.” (Interview Quote 44) 

Objectively: LEGO has hired an external partner to help proactively combat counterfeits and 

passively by continue talking to Amazon. 

Subjectively: All kinds of counterfeits and infringements should be dealt with, however, some vary 

in importance. LEGO has hired external help as they cannot resolve it themselves. Additionally, 

continually addressing the importance of brand protection to Amazon is helpful. 

 

Theme 6 -  Amazon sets the terms for the interaction between company and customer 

The fifth theme consists of 6 phenomena. The subsection presents interview quotes for each 

phenomenon, describing how the objective statements are correlating with the subjective 

experiences of the participants. 

 
P1: Brands don’t have access to their data on Amazon 

Kipling describes some of the advantages and disadvantages of being on Amazon: 

“[ed.] You lose access to your data. You cannot create newsletters for your customers 

on Amazon as it is an Amazon email address. You have to weigh whether you want 
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your own brand store on Amazon to be exposed to 258 million customers and the same 

data in that way or you have to do it from your own web-store or whether you have to 

do both. My opinion is that you should do both and still have your own brand store and 

all the things you usually do. It is just an add on.” (Interview Quote 3) 

Objectively: You do not have access to lots of your data but are exposed to 258 million customers. 

Subjectively: Amazon is just an add on. Brands need to work around it and have brand stores on 

Amazon while simultaneously manage their own web-stores where they can get more in-depth data. 

 

P4: Amazon gives access to a large pool of shoppers, the largest make-self-service media platform, 

and a multi-category platform 

When asked about the greatest benefits of being on a global platform as Amazon, Stobart states: 

“[ed.] The main benefit is access to a very large pool of shoppers. Access to what is 

becoming one of the world’s largest make-self-service media platforms. And the third 

thing is that it is multi-category, so we can put our products in a place where people are 

not just coming for toys, but for lots of things and make ourselves relevant. They are 

the best at e-commerce at this point in time. And as the market ships more to e-

commerce, they are in a really strong position.” (Interview Quote 40) 

Objectively: Amazon gives access to a large pool of shoppers, one of the world’s largest make-self-

service media platforms, and a multi-category platform. Amazon is the best at e-commerce. 

Subjectively: Amazon is an extremely influential and important platform to be part of. They are the 

best at e-commerce and will become even stronger as the market shifts towards their benefits. 

 

P6: LEGO tries to monitor, understand, and only advertise products that are winning the buy box 

When asked about how LEGO makes sure to win the Buy Box, Stobart states 

“[ed.] I am not sure that we do win the buy box. And we are not interested in influencing 

the price. What we are trying to do is, to monitor and understand it, and make sure that 

we are only advertising products that we are winning the buy box for. We also work 

with Amazon, make sure that we have good levels of inventory on particular products. 

(…) So it is something that we think about but not as something we have, we can or 

should action very much.” (Interview Quote 46) 

Objectively: LEGO is not sure that they will win the buy box and does not influence the price. 
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Subjectively: LEGO tries to monitor and understand the buy box to advertise only products that they 

are winning the buy box for. The buy box should be understood as something to adapt to and not 

something brands have, can, or should action. 

 

P7: The “Buy Box” means everything 

Kipling emphasizes the importance of the Buy Box, and states what brands can do to win it: 

“[ed.] Buy Box means everything. I think it is 86% of all purchases made are by clicking 

on the buy box, which means that the consumers do not look at other resellers.23 If you 

have to win the buy box, it means that you should be above other sellers who sell the 

same product. Otherwise, one fights for listing rankings. Price is super important for the 

buy box and also the number of reviews you have as a seller and the delivery method. 

(…) As a result of this setup, you could say that customers are becoming more loyal to 

Amazon but not so much the brands or the resellers” (Interview Quote 11) 

Objectively: Buy box means everything on Amazon and 86% of all purchases are made through this. 

Subjectively: Price is a very important factor in winning the buy box, additionally the number of 

reviews and delivery method are central factors. This means the design of the buy box sets the terms 

of interaction with customers and consumers are more loyal to Amazon as opposed to the brands. 

 

P8: Brands turnover on Amazon is part of Amazon’s search ranking system 

Kipling elaborates on the design of Amazon describing Amazon’s search ranking systems: 

“[ed.] In addition to listing rankings (…), Amazon is of course all about earning money 

and the design is made after that. This means that if your brand e.g. has really good 

keywords to certain products but you never sell anything, the brand will most likely end 

on a page that nobody ever sees. However, if you have a good turnover, you’ll probably 

experience moving further up.” (Interview Quote 52) 

Objectively: Amazon’s site is designed for monetization 

Subjectively: Kipling has become good at spotting and knowing the factors affecting Amazon’s search 

algorithm. Moreover, if a company sells well on Amazon it will increase the likelihood of gaining a 

first-page presence. 

 

 

 
23 See Appendix 2 – The “Buy Box” 
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P19: Possible to utilize data from DTC to advertise on Amazon 

Moestrup elaborates on the considerations made on a loss of data insight when selling to Amazon: 

“[ed.] There are some considerations if you also recruit a new customer via your own 

DTC business, where you have a lot more data e.g. people's e-mail so you can do e-mail 

marketing, and everything, which you do not have on Amazon, where most the 

communication to customers is through orders only. We can then use some of our own 

data in our advertising e.g. to advertise to customers who have seen specific product 

detail pages on Amazon or haven’t bought in six months, etc.” (Interview Quote 22) 

Objectively: Recruiting customers via the DTC business provides LEGO with a lot of data that can 

be utilized on Amazon. The communication between brands and customers is limited to ordering 

only. 

Subjectively: Moestrup finds that the loss of data is a problem, however, brands do have some data 

from Amazon and much from their own channels which should be gathered and utilized. The DTC 

business is important for collecting high-quality data. 

 

Sub conclusion – Level 3 

In level 3 of the analysis, the objective statements and subjective experiences from each of the 

phenomena within the themes were analyzed. The what/how correlations were identified within the 

themes. These are exemplified in the following table. Reference is made to the appendices for a full 

overview of the Theme Correlations24: 

 
24 See Appendix 17 – Overview of Theme Correlations 

Table 6: Extract of Theme Correlations (Leopold, 2020) 
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5.4 Level 4: The essences of the themes 

The final step in the 4-level approach is to deduce the essences of the themes based on the 

commonalities in the correlation between the objective statements and the subjective experiences of 

the participants (Sanders, 1982). This is done by asking the question “why” to the occurring 

“what/how” correlation in the theme therefore removing what is perceived leaving only what is 

required left (ibid.). 

 

The essence of theme 1 - Brands need to adapt to the branding possibilities Amazon provide 

The essence in the first theme is interpreted in relation to how brands should brand on Amazon.  

The data indicates that Amazon has set up multiple possibilities of branding that brands can utilize. 

To increase control on Amazon, the participants experience that brands need to sign up for Brand 

Registry, therefore giving protection and allowing for a change of the product detail page, including 

product content and images. This is particularly important as most shop via their phone, for which 

pictures are the most effective communication tool. Whether it is manually or through third-party 

tools the participants emphasize the need for continuously reevaluating the listings, thus creating 

more user-functional detail pages, greater alignments of expectations, and the best possible brand 

experience. Having a strong promotional positioning is also experienced as important on Amazon. 

Stobart describes that LEGO uses paid search and display to promote LEGO’s products and tries to 

link their products with the shopper-journey. Additionally, Kipling and Stobart experience that one 

should keep an eye on product reviews and manage this area as this is also an important factor of 

branding on Amazon. The data suggests that brands need to understand and adapt to the tools and 

possibilities Amazon provides on their platform to gain more control of their content and brand. 

 

The essence of theme 2 - Brands can maintain control on Amazon through a well-managed 

distribution 

The essence in theme two is interpreted as having Amazon part of a brand’s distribution. From the 

objectively/subjectively correlation in the data, it can be deduced that Amazon is a great marketing 

channel and an increasingly influential company that brands are becoming more dependent on and 

need to consider as a great part of their distribution. Kipling experiences the presence on Amazon 

and having a physical store has a contagious effect on each therefore, if well managed, can increase 

brand value. Moestrup experiences the benefits of physical stores, enabling customers to feel the 

products and bringing the full-blown brand experience to life. Additionally, he argues that the effects 
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of brand stores can be greater in newer markets. Moreover, Moestrup finds it valuable to have some 

counterbalance to e.g. Amazon. This balance is created by having its own brand retail channels and 

building up medium-sized retailers. Lastly, Moestrup experience the difficulties of customers being 

able to measure everything across multiple channels, but that LEGO indirectly can control price 

undercutting and brand degrading online through their distribution, by choosing whom they ship to 

and by monitoring the various marketplaces. The data suggests that Amazon has a lot of control of 

brands as brands are increasingly dependent on them, however, brands can work around it, gaining 

more control, through a well-managed distribution. 

 

The essence of theme 3 - Brands should not put all eggs (products) in one basket 

The essence in the third theme is interpreted concerning the product catalog presented on Amazon. 

The data indicates that Amazon is an open marketplace and brands consider the exclusivity of 

products in different channels as part of gaining more control. Kipling finds that there are options of 

blocking/approving resellers which enable more control. To control that the right catalog is presented, 

Stobart experiences planning with Amazon, having a close eye on the product catalog, and ensuring 

items are exited and new ones are flowing in as important factors to consider. Additionally, it is 

experienced that LEGO with greater success can have exclusive products and launches for individual 

retailers as their brand is attributed as a “dull buster”. This attribution naturally gives LEGO the power 

to be able to set requirements when it comes to how the brand is portraited on retail platforms and 

decide which products are available in different channels. Moreover, Moestrup states that LEGO 

experiments with the exclusivity of products and launches and that they can utilize their data to fit 

shoppers and products. This data is experienced as utilized best on exclusives in their own DTC 

business, beneficially resulting in lots of traffic to their channels. The data suggest that to gain control 

brands should not put all eggs in one basket as of the catalog they make available on Amazon. 

Additionally, brands should plan well around launches and keep a flow of items to make sure the 

right catalog is present on Amazon. 

 

The essence of theme 4 – Inventory management can secure against a price war 

The fourth theme’s essence is deduced based on pricing and pricing consistency on Amazon and 

through multiple other channels. The objectively/subjectively correlations in the data indicate it is 

difficult to maintain consistent pricing and that price cannot be dictated. Moestrup experiences that 

LEGO tries to not push too much inventory into the market and advise retailers on how much to take 
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in and being part of the processing of orders/planning supply to secure against overflow of certain 

products. Moestrup and Stobart agree that it is illegal to advise people on how to price and experience 

that retailers are complaining about lowered prices, but argue that they could stop price-matching. 

The data suggest that inventory management and aligning with partners, can enable better control of 

price, reduce incentives for resellers to violate MAP policies, and secure against overflow of products 

and a price war. 

 

The essence of theme 5 - There are proactive and passive strategies for combating counterfeits 

on Amazon 

The sixth theme’s essence is interpreted concerning the participant’s experiences of counterfeits on 

Amazon. The data indicates that Amazon and brands are both interested in combating counterfeits. 

Kipling finds that Amazon has made initiatives and created options for brands to combat counterfeits 

both pro-and reactively. Stobart shares this view and experience the bigger challenges are the 

mimicable character of products as to how they appear and are advertised. Moestrup states that LEGO 

has partnered with an external law firm and experiences that globalization makes it even more 

complex to combat counterfeits. The data suggest that reporting, utilizing the transparency program 

Amazon transparency provides, getting help from third party-law firms, having successful 

performance strategies and, continually talking with Amazon are good strategies to combat 

counterfeits on Amazon. 

 

The essence of theme 6 - Amazon sets the terms for the interaction between brand and customer 

The essence in the fifth theme was deduced regarding the participants’ experiences of how Amazon’s 

decision environment set the terms of interaction. The data shows that Amazon is a great opportunity 

to reach more customers, but the customers’ affiliation with Amazon determines the interaction. 

Kipling describes how Amazon’s search ranking system uses a brand’s turnover on Amazon as an 

important parameter of good page listings for products and further expresses the design of the buy 

box for which price, number of reviews, and delivery method as highly influential factors to win the 

buy box. Additionally, he experiences the setup of prime and prime delivery to be increasing customer 

loyalty to Amazon and not the brands and resellers. Moestrup finds that the communication between 

brands and customers is limited to ordering only, and later contact or marketing through e.g. mail is 

not a possibility. The data suggest that the interaction between the company and the customer is 
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determined by the way Amazon has designed its customer’s decision environment. In particular, the 

algorithm and the design of the buy box are good examples of the customers’ affiliation with Amazon. 

 

Sub conclusion – Level 4  

In level 4 of the phenomenological data analysis, the essences for the six themes were deduced. These 

are shown in the following table: 

 Themes Essences 

1  

Brands need to adapt to the 

branding possibilities Amazon 

provides 

Brands need to enroll in Amazon Brand Registry to better 

build and protect their brand and should continue optimizing 

the product detail pages to create the best brand experience. 

Moreover, they should create a strong promotional 

positioning and keep an eye on product reviews and manage 

this area. 

2  

 

Brands can maintain control on 

Amazon through a well-

managed distribution 

Brands should be present on both Amazon and have physical 

stores as the contagious effect increases brand value. They 

should provide a feel to the products and great brand 

experiences through physical stores and create 

counterbalance in the market by having DTC channels and 

building up medium-sized retailers. Lastly, brands need to 

control prince undercutting and brand degrading by choosing 

whom they ship to and by monitoring the various 

marketplaces. 

3  

 

Brands should not put all eggs 

(products) in one basket 

Brands can block/approve resellers that should not sell their 

products and must plan with Amazon, have a close eye on 

their product catalog, and ensure a  flow of items. Moreover, 

brands should have exclusive products and launches for 

individual retailers and utilize data to fit shoppers and 

products to drive traffic to their DTC channels. 

4 Inventory Management can 

secure against a price war 

Managing inventory and aligning with partners can enable 

better control of price, reduce incentives for resellers to 

violate MAP, policies and help secure against a price war. 
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5 There are proactive and passive 

strategies for combating 

counterfeits on Amazon 

 

Proactive: Hire third-party law firm to help with 

infringement and counterfeits, make successful performance 

strategies and use the transparency program provided by 

Amazon 

Passive: Talk and report with/to Amazon 

6 Amazon sets the terms for the 

interaction between company 

and customer 

Amazon is an opportunity to reach more customers, but the 

customers’ affiliation with Amazon determines the 

interaction given the design of the platform. 

Table 7: Overview of Themes’ Essences (Leopold, 2020) 

 
5.5 The new conceptual framework 
The findings of the data analysis are illustrated in a new conceptual framework. The sixth dimension 

is not covering a topic within brands’ control and is thus for now omitted from this conceptual 

framework. However, it is applied in the conceptual formulated in the discussion (Subchapter 6.2). 

 

5.6 Sub conclusion of the data analysis 

The data analysis of this master’s thesis was based on Sanders’ (1982) 4-level approach to 

phenomenological analysis. At first, 35 phenomena were identified by examining the transcripts of 

Figure 4: New conceptual framework: Brand control on Amazon 
(Leopold, 2020) 
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the interviews with two employees from LEGO and one Amazon expert. Secondly, commonalities 

within and between narratives were identified based on the importance and centrality accorded; 6 

themes were identified. Thirdly, the objective statements and subjective experiences of the 

participants were found in each phenomenon within the themes. Fourthly, the essences of the 6 

themes were identified by finding the commonalities in the what/how correlations, asking the 

question “why” to the correlation. Lastly, the essences were incorporated in a new conceptual 

framework on how brands should sell to Amazon and still grow sales while maintaining control, 

followed. A summation of the data and interpretations are presented in the following table: 

 Phenomena 
Commonalities 

Grouped in themes Essence of experiences Relation to 
theory 

1  

 

 

9, 12, 13, 14, 

15, 16, 17, 18, 

27 

 
 
 

Brands need to 
adapt to the 

branding 
possibilities Amazon 

provides 

Brands need to enroll in Amazon 

Brand Registry to better build and 

protect their brand and should continue 

optimizing the product detail pages to 

create the best brand experience. 

Moreover, they should create a strong 

promotional positioning and keep an 

eye on product reviews and manage 

this area. 

 
 
 
 

Promotion 
(Marketing 

Mix) 

2  

 

 

 

 

10, 11, 20, 21, 

22, 23, 24, 25 

 
 
 
 
 

Brands can maintain 
control on Amazon 

through a well-
managed 

distribution 

Brands should be present on both 

Amazon and have physical stores as 

the contagious effect increases brand 

value. They should provide a feel to 

the products and great brand 

experiences through physical stores 

and create counterbalance in the 

market by having DTC channels and 

building up medium-sized retailers. 

Lastly, brands need to control prince 

undercutting and brand degrading by 

choosing whom they ship to and by 

monitoring the various marketplaces. 

 
 
 
 
 

Place / 
Distribution 
(Marketing 

Mix) 
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3  

 

 

31, 32, 33, 34, 

35 

 
 

 
 

Brands should not 
put all eggs 

(products) in one 
basket 

Brands can block/approve resellers 

that should not sell their products and 

must plan with Amazon, have a close 

eye on their product catalog, and 

ensure a  flow of items. Moreover, 

brands should have exclusive products 

and launches for individual retailers 

and utilize data to fit shoppers and 

products to drive traffic to their DTC 

channels. 

 
 
 
 

Product 
(Marketing 

Mix) 

4  

26, 28, 29, 30 

 
Inventory 

Management can 
secure against a 

price war 

Managing inventory and aligning with 

partners can enable better control of 

price, reduce incentives for resellers to 

violate MAP policies and help secure 

against a price war. 

 
 

Price 
(Marketing 

Mix) 

5  

 

 

2, 3, 5 

 
 

There are proactive 
and passive 

strategies for 
combating 

counterfeits on 
Amazon 

Proactive: Hire third-party law firm to 

help with infringement and 

counterfeits, make successful 

performance strategies and use the 

transparency program provided by 

Amazon 

Passive: Talk and report with/to 

Amazon 

Additional 
findings which 

cannot be 
identified 
having a 

relation to 
previously 
introduced 

theory 

 
 

6 

 

 

1, 4, 6, 7, 8, 19 

Amazon sets the 
terms for the 

interaction between 
company and 

customer 

Amazon is an opportunity to reach 

more customers, but the customers’ 

affiliation with Amazon determines 

the interaction given the design of the 

platform. 

 
Misalignment 

with direct 
interaction 

(MSP) 

Table 8: Overview of Phenomenological Data Analysis (Leopold, 2020) 
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6. Discussion 
The following chapter will discuss the new conceptual framework presented comprising the choice 

of dimensions and their limitation, the findings’ relation to the established literature, and the quality 

of the framework. Thereafter theoretical implications of discrepancy identified in the data analysis 

between the experience of Amazon setting the terms of interaction and the MSP model will be 

discussed. 

 

6.1 Discussion of the conceptual framework 

6.1.1 The choice of dimensions and their limitations 

Deducing the 6 dimensions for the conceptual framework has followed a phenomenological 

approach, investigating how companies should sell to Amazon and still grow sales while maintaining 

control. To give a more nuanced answer to the research question, it is important to discuss the 

framework, consequently the limitations of the findings. 

 

First, the abductive approach has affected the process of finding and analyzing the dimensions based 

on existing theory, empiricism from an Amazon expert, and a case study on LEGO. With the 

phenomenological approach as research philosophy, great trust is put in the researcher’s critical 

investigation, including own values and beliefs, thus a limitation in regards to the validity and 

reliability of the findings. However, by following phenomenology as research philosophy it is worth 

remembering that the findings are used to contribute to existing knowledge – not to find one true 

solution (subchapter 4.1). 

 

The conceptual framework is developed based on the premise that brands sell to Amazon and not on 

Amazon, which is not the only option. Ultimately, the right choice of option will come down to a few 

factors relative to the brand’s overall business (Thomson & Hansen, 2016). As assumed in subchapter 

3.1 managers are as a result of their actions able to affect the outcomes of a brand on Amazon. Brand 

control was defined as when a brand “can ensure that its products are properly represented on 

Amazon, and can generate profitable sales without creating significant problems for other 

distribution channels and retailers.” However, this definition still allows for subjective assessments 

as a specific objective limit or indication of when control is obtained or maintained has not been 

provided. Such an assessment is therefore left out for the individual brands to make. 

 



 72 

It is experienced that LEGO as a big brand has additional opportunities and advantages. Moestrup 

explains that LEGO is offered a program by Amazon called “Brand Concierge”, where the specific 

brand has a team available who sits in Amazon, guiding and helping with various difficult operations 

in regards to selling to Amazon (Interview Quote 14). However, such special support is not provided 

for all brands, which one could argue is a limitation in regards to the generalizability of the findings 

(Yin, 2018). 

 

As a final remark, the conceptual framework has been developed around and based on the assumption 

and premise that the focal brand possesses absorptive capacity and as a result can benefit from selling 

to Amazon. 

 

6.1.2 The findings’ relation to the established literature 

Within the topic of platform selling and third-party marketplaces referring to the statements in table 

2, theme 1 contributes to the research, enhancing the understanding of the seller/brands side on the 

MSP Amazon. A nuanced comprehension of online visibility and presentation is provided as the 

findings suggest that brands should continue to optimize the product detail pages to create the best 

brand experience, create a strong promotional positioning and keep an eye on product reviews and 

manage this area. Additionally, in regards to the online relationship management, it became evident 

from the analysis that LEGO already has a strong relationship with Amazon which, however, was not 

assessed as part of the main findings. 

 

Looking into multi-channel retailing, theme 2 contributes to the research enrichening our 

understanding of what the utilization of brand-owned channels do for brand control, as the findings 

suggest that that brands, through physical stores, can provide a feel to the products and a great brand 

experience. Moreover, it became evident that the effect brands’ presence on Amazon has on other 

retail channels is contagious and can increase brand value. Additional contributions besides the 

expected ones are stated in table 2. 

 

With an eye to counterfeiting, theme 5 gives a nuanced understanding of how brands should deal with 

it on Amazon. The analysis touches upon the expected contribution being combat-strategies of 

enforcing and applying observable devices onto products, however, the findings show additional 
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approaches grouped in proactive and passive and are approaches brands should act on as opposed to 

Amazon, which was identified as a limitation of the state of the literature. 

 

In terms of pricing, theme 4 enhances the understanding of how it could be managed. As it was 

evident that the price could not be dictated, pricing consistency could be obtained by managing 

inventory and aligning with partners as it enabled better control of price. Additionally, managing 

inventory also could solve the problems concerning pricing policies as it reduces incentives for 

resellers to violate MAP policies and help secure against a price war. 

 

6.1.3 Quality of the framework 

Content validity refers to whether the statements in the questionnaire measure the essence of what 

the conceptual framework intends to measure and how adequately (Saunders, Thornhill, & Lewis, 

2019; Taherdoost, 2016). Content validity in this research is ensured from the literature review, where 

important aspects, categories, and characteristics are identified relating to the research question. This 

is in accordance with the description and recommendation for achieving content validity, formulated 

by both Saunders et al. (2019) and Taherdoost (2016). Furthermore, content validity has benefitted 

from interviewing the Amazon expert Søren Kipling (Saunders, Thornhill, & Lewis, 2019; 

Taherdoost, 2016). A follow up with him or another expert within the study of brand control and 

Amazon would have further strengthened the content validity, in which their task would be to assess 

whether each question in the questionnaire is “essential”, “useful but not essential” or “nor necessary” 

(ibid.). 

 

Construct validity concerns the extent to which the questions actually measure the presence of those 

constructs the researcher intends them to measure (Saunders, Thornhill, & Lewis, 2019). The 

statements for the conceptual framework are set to measure the most important factors affecting how 

brands should sell to Amazon and still grow sales while maintaining control taking a starting point in 

the theory on MSPs and the marketing mix supported by the Key Strategic Pillars. Furthermore, 

Saunders (ibid.) emphasizes that minimization of sentinel- and lexical miscomprehension are 

important to consider when formulating the questions. To cope with this, Moestrup was asked to 

critically review the questionnaire. He pointed out areas of refinement that would improve the quality 

of the interview guide, which was taken to action. Lastly, he evaluated that the questions formulated 
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lived up to the requirements linked to validity so that it could be used for interviewing Kipling, 

Stobart, and himself. 

 

Face validity is a subjective judgment on the operationalization of a construct (Taherdoost, 2016) 

and refers to the agreement that a question appears: “logically to reflect accurately what it was 

intended to measure” (Saunders, Thornhill, & Lewis, 2019). What is sought to be achieved with face 

validity is that the conceptual framework presents and covers the concept it is supposed to measure, 

in a relevant, reasonable, and clear way based on a subjective assessment. In this thesis, face validity 

is established based on the theoretical research and the findings from the LEGO case study, forming 

the conceptualization of the formulated framework. At this point, the framework is only version 1, 

derived from a single-case study, and has not been tested by test takers to judge the relevance and 

appearance (Taherdoost, 2016), which without a doubt is a weakness of the framework when 

assessing the face validity.  

 

Reliability refers to the robustness of the questionnaire and whether or not it will produce consistent 

findings at different times and under different conditions, such as with different samples (Saunders, 

Thornhill, & Lewis, 2019). Assessing and documenting the reliability of the conceptual framework 

is out of scope for this thesis, as it would require substantial data collection from multiple companies. 

This would come as a natural step after an initial first pilot of the questionnaire. Also, a pilot of the 

questionnaire would enable testing the interconnectedness of the 6 dimensions. Efforts have been 

made ensuring a maximum extent of reliability by following best-practice guidelines when 

formulating the statements in the conceptual framework (Clark & Watson, 1995; Malhotra, Nunan, 

& Birks, 2017). These among others include asking about only one thing at a time and using simple 

and straightforward language (ibid). 

 

6.2 The Multi-Sided Platform Model 2.0 

Looking at the business model of Amazon using their partnership with LEGO as a case-company 

there is a misalignment with the definition of an MSP formulated by (Hagiu & Wright, 2015). 

Amazon is described as a great sales and marketing channel, a platform that companies have to adapt 

to, and as a company where customers are given privileges if they are signed up as members. But the 

definition of the direct interaction formulated by Hagiu and Wright (ibid.) is in discrepancy with the 

reality when the interaction between LEGO (Side A) and the customer (Side B) is not independent of 
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the affiliation with Amazon (MSP). Amazon is not a neutral platform matching sellers and buyers, 

but an information broker utilizing that information to set the terms of interaction between companies 

and customers based on multiple parameters. As formulated by the participant’s Amazon’s search 

ranking systems uses a brand’s turnover on Amazon as an important parameter of good page listings 

for products, indicating that a brand’s affiliation with Amazon determines their exposure and 

interaction with customers. This can be held up with how Caillaud & Jullien  (2003) describe the 

network effects of MSPs; when a company starts to lose turnover, they get a lower ranking in the 

listing system, which will result in further revenue losses which affect the ranking, etc. As a result, 

one could argue that it is the saying “the winner takes it all” that sets the term of interaction between 

brands and customers. 

 

As proposed by the participants, LEGO is becoming more dependent on Amazon, which can be a risk 

when their revenue also becomes increasingly dependent on their affiliation with Amazon, since they 

then can end up in a downward spiral in the search ranking systems. However, in the case of LEGO, 

this seems to be taken into account as Moestrup state the urge to create counterbalance in the market 

therefore not having “all eggs in one basket”. One could argue that the brand value and size of LEGO 

is an important factor enabling them to create balance. Kipling describes how customers are loyal to 

Amazon and not to brands or resellers. Additionally, companies cannot contact customers, instead, 

they thrive to get good reviews and increase their visibility. The role of Amazon being both an MSP 

and a retailer imposes further complexity to the model. From the brands’ perspective, the role of 

Amazon operating as a retailer is a threat to them if the customers per se are not loyal to the brands, 

but to a greater extend only interested in finding the optimal match between quality and price. 

However, as proposed by the participants the effects of having physical stores could increase brand 

value, thus help make up for such a problem. 

 

The MSP model formulated by Hagiu & Wright (2015) seems not to take into account the 

intermediary effects the design of Amazon and the ranking system have on the interaction between 

customers and brands. Thus question raised is therefore whether one can perceive it as a “direct 

interaction”. The model might be useful in explaining MSP in other contexts, but seems to be 

inadequate in relation to Amazon’s ranking systems and running in dual-mode operating both as a 

competitor to side A and an optimizer of A’s reach inside B. The experiences of the participants 

suggest that the model would require an expansion if it should explain how Amazon works as an 
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MSP. Such a model has recently been formulated by Hagiu, The & Wright (2020), who question 

whether platforms should be allowed to sell on their own marketplaces, however, their findings do 

not overlap with the research area of this thesis. 

 

In sum, the data indicates the affiliation and interaction are not separatable components, but more as 

something that is connected. A draft on the affiliation’s influence on the interaction between Side A 

and B through the MSP Amazon is illustrated in figure 5 capturing the essence of the sixth dimension 

including the new conceptual framework and the 5 dimensions within brands’ control. 

 

 

6.3 Managerial implications 
I believe that the developed conceptual framework has significant managerial implications. The focus 

has been to develop a framework where brand executives can take away necessary insights to make 

optimal Amazon-related decisions and use as guidance on how their brand should expect to sell to 

Amazon and still grow sales while maintaining control. In practice, brand executives are given a 

framework that identifies the most important areas to focus on, practices to follow or be inspired by 

when working on increasing sales and maintaining control on Amazon. The framework opens up 

possibilities for brand executives to strategically plan and execute operations with and without 

Amazon. The framework with the 6 themes and its respective essences is an operational framework, 

which is sought to create a common language and support specific points of action, that will benefit 

the focal brand. Every approach and strategy chosen by brands will require tradeoffs, and the risk and 

opportunities of the Amazon marketplace will affect each brand differently. However, with insight 

and awareness, one should capitalize on the Amazon channel to bring the right balance of control and 

sales. 

Figure 5: MSP model 2.0 – Indirect Interaction (Leopold, 2020) 
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This thesis views Amazon as a global company operating successfully across many markets, 

however, such broad scope can provide difficulties as markets differ. Stobart mentions Amazon’s 

dominance and LEGO’s dependency on the platform with regards to the market structures of America 

and stresses that such dominance most likely is of less degree in Europe (Interview Quote 41). Both 

Moestrup and Stobart work for LEGO Americas which one could argue that the findings nonetheless 

are more relevant in that particular market. Further, the case choice is based on one large Danish toy 

brand, why the theoretical foundation is the only cause for using the framework on other brands of 

different sizes and from other markets. 

 

7. Conclusion 
This master’s thesis set out to explore how brands should expect to sell to Amazon and still grow 

sales while maintaining control. The motivation for writing this thesis is to improve and advance 

existing theoretical concepts related to brand management and marketing and MSPs, specifically 

brand control for brands selling to Amazon, and create recommendations and guidance to support 

brands selling to Amazon. This has been accomplished by investigating and analyzing existing 

practices with MSPs and brand management and marketing at the Danish toy manufacturer LEGO 

supported by empiricism from an Amazon expert. The participants from LEGO formulate that it is 

possible to grow sales on Amazon, while still maintaining control and delivering an exceptional brand 

experience for the shopper as they are given a lot of control. However, their statement raises concerns 

over how they maintain this control utilizing the tools given on Amazon supported by their brand’s 

resources and capabilities. To best answer the research question, the analysis was based on MSP and 

brand management and marketing theories. The main findings, relating to the research objectives are 

presented in the following. 

 

This master’s thesis exhibits a new conceptual framework consisting of six dimensions of which 5 

are within brands control and the sixth covers the indirect interaction with the MSP Amazon. The 

purpose of the conceptual framework is to guide brands on how they should expect to sell to Amazon 

and still grow sales while maintaining control. Firstly, brands need to adapt to the branding 

possibilities Amazon provides. This entails that brands need to enroll in Amazon Brand Registry to 

better build and protect their brand and they should continue to optimize the product detail pages to 
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create the best brand experience. Moreover, they should create a strong promotional positioning and 

keep an eye on product reviews and manage this area. Secondly, brands can maintain control on 

Amazon through a well-managed distribution. To do so requires that brands are present on both 

Amazon and have physical stores as the contagious effect increases brand value. They should provide 

a feel to the products and great brand experiences through physical stores and create counterbalance 

in the market by having DTC channels and building up medium-sized retailers. Additionally, brands 

need to control prince undercutting and brand degrading by choosing whom they ship to and by 

monitoring the various marketplaces. Thirdly, brands should not put all eggs (products) in one basket. 

Brands can block/approve resellers that should not sell their products and must plan with Amazon, 

have a close eye on their product catalog, and ensure a  flow of items. Moreover, brands should have 

exclusive products and launches for individual retailers and utilize data to fit shoppers and products 

to drive traffic to their DTC channels. Fourthly, inventory management can secure against a price 

war. This means that managing inventory and aligning with partners can enable better control of 

price, reduce incentives for resellers to violate MAP, policies, and help secure against a price war. 

Fifthly, there are proactive and passive strategies for combating counterfeits on Amazon. The 

proactive approaches state that brands should hire a third-party law firm to help with infringement 

and counterfeits, make successful performance strategies and, use the transparency program provided 

by Amazon. The passive state that talking and reporting with/to Amazon helps combat counterfeits. 

Sixthly, Amazon sets the terms for the interaction between company and customer. The platform is 

an opportunity to reach more customers, but the customers’ affiliation with Amazon determines the 

interaction given the design of the platform. 

 

This master’s thesis applies a 4-level phenomenological approach to analyze the interviews with the 

participants. The phenomenological approach is based on subjective experiences, thus limiting the 

generalization of this master’s thesis findings to other brands. However, the findings can be used as 

a theoretical point of departure for other researchers. The interpretation of the themes’ essence 

revealed a discrepancy between what is theoretically defined and what is experienced by the 

participants: The MSP model presumes that the interaction between side A and B takes place without 

the influence of the MSP. The data however suggest that this cannot be regarded as plausible in the 

case of Amazon, because their search ranking system determines how brands and customers interact 

on the platform. 
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With this framework, I have contributed to the existing theories by developing a six-dimensional 

framework. A critical discussion of the conceptual framework implies the advantages and potential 

limitations of it. To put it briefly, the following managerial implications apply: In practice, brand 

executives are given a framework that identifies the most important areas to focus on, practices to 

follow or be inspired by when working on maintaining control on Amazon. The framework opens up 

possibilities for brand executives to strategically plan and execute operations with and without 

Amazon, to increase the sales and strengthen brand control on the platform. It is argued that brands 

selling to Amazon can benefit from a focus on these dimensions. 
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10. Appendices 
 
Appendix 1 – Overview of pros/cons for the Join or Fight dilemma 
 

JOIN/FIGHT Option 1: JOIN Option 2: FIGHT 

Pros: + Access larger customer base, 
traffic, and broader 
geographic scope  

+ Leverage fast and efficient 
logistic network 

+ Use easy-to-manage platform 
+ Take advantage of swift scale 

benefits (especially for small 
retailers)  

+ No dependency on Amazon; full 
control of your own platform  

+ Potential to drive deeper customer 
relations and personalization  

+ No referral rates to pay; all profits 
go to you  

 

Cons: - Price transparency leading to 
price erosion and channel 
conflicts  

- Dependency on Amazon or 
possibly being bypassed  

- Data is owned by Amazon, 
and pulling back on the 
decision can be costly  

- Missing out on the revenue potential 
from Amazon’s traffic  

- Impossible to match Amazon’s scale 
and operational efficiency  

- Risk of losing brand control if 
wholesalers sell on Amazon  

 

How to win: - Choose the right partner 
model with Amazon 

- Adapt your supply chain to 
serve Amazon’s channel 

- Decide how to optimize play 
with Amazon, such as 
segment assortment to ensure 
uniqueness and manage 
channel conflicts 

- Set up strong internal 
management of key accounts 
with Amazon  

- Build an ecosystem around your 
brand with strong customer loyalty  

- Focus on your value proposition 
with proactive personalized 
customer relationships  

- Integrate e-commerce strategy with 
your physical store network  

- Drive operational efficiency, reduce 
costs, and preserve margins  
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Appendix 2 – The “Buy Box” 
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Appendix 3 – Product listing (A+ content) 
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Appendix 4 – Comment on 20/80 brick and mortar 50/50 sales 
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Appendix 5 – Not able to establish contact with bigger brands 
 
Not able to establish contact or have bigger brands to participate (H&M, Pandora & Walt Disney) 
 
 
H&M 

 
 
 
 
Pandora 
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Disney 
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Appendix 6 – Positive response when contacting Søren Kipling 
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Appendix 7 – Establishing contact with Silas Moestrup 
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Appendix 8 – Getting in contact with David Stobart through mail-correspondence with 
Silas Moestrup 
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Appendix 9 – Interview guides 
 

Topics 
/Questions 

Silas Moestrup David Stobart Søren Kipling 

Lego and 
Amazon 

1) Can you explain a little 
about your sales to 
Amazon? 

- For how long have 
you sold to Amazon 

- Always through 
Vendor Central? 

- What are the future 
thoughts in regards 
to Amazon 

 
2) Can you explain a little 
about the problem Lego are 
faced with in regards to 
brand control and sales on 
Amazon? 
 

1) Is it possible for you to 
provide me with some 
numbers on how much of 
Lego’s sale goes through 
Amazon? 

 

Competition 3) As a result of the 
increase of direct channels 
to the customers, but also 
increased competition 
within the channels: 

- Has it become more 
difficult or easier to 
come through with 
your brand 
messages and to 
stand out digitally? 

 
4) In 2020 Lego was ranked 
the most highly regarded 
brand in the world 

- Can such 
achievement be 
linked to some of the 
work Lego has done 
on Amazon? 

 

 1) As a result of the 
increase of direct 
channels to the 
customers, but also 
increased competition 
within the channels: 

- Has it become 
more difficult or 
easier to come 
through with 
brand messages 
and to stand out 
digitally? 

 

Amazon: 
Strategic 
considerations 

5) For how long have you 
sold your products to 
Amazon? 

- What strategic 
considerations were 
the basis of 

2) What are the greatest 
benefits of being on a 
global platform as 
Amazon? 

- …What are the 
disadvantages? 

2) What are the greatest 
benefits of being on a 
global platform as 
Amazon? 

- …What are the 
disadvantages? 



 98 

choosing to sell to 
Amazon? 

- Has it always been 
through Vendor 
Central? 

- What are your future 
thoughts in regards 
to Amazon? 

 
6) Amazon is among other 
things knows for their 
ability to utilize automated 
algorithms, when pricing 
products on their platform 

- What adaptions and 
considerations have 
Lego made on how 
the way Amazon are 
pricing products? 

 
3) When looking at data 
on sellers on Amazon the 
category ”Toys & Games 
is the 3 most selling 
category 

- How does Lego 
maintain 
“customer” 
loyalty, with an 
potentially 
increased risk of 
“drowning in the 
crowd” 

 

 
3) Amazon is among 
other things knows for 
their ability to utilize 
automated algorithms, 
when pricing products on 
their platform 
What adaptions and 
considerations have you 
made on how the way 
Amazon are pricing 
products? 

Use of data 7) What considerations 
have Lego made regarding 
a potentially lost insight of 
data – present and future – 
when selling your products 
on Amazon 
 

 4) What considerations 
should brands make 
regarding a potentially 
lost insight of data – 
present and future – 
when selling their 
products on Amazon 

Promotion 8) Very quickly a brand can 
show up on Amazon 
through several product 
listings that differ widely 
from one another in terms 
of quality and brand 
alignment 

- What investments 
are being made to 
update and 
continuously 
improve content on 
product listings on 
Amazon? 

 
9) There are many 
counterfeits on Amazon 

- How are 
counterfeits 
affecting Lego? 

- What does Lego do 
in order to combat 

4) There are many 
counterfeits on Amazon 

- How are 
counterfeits 
affecting Lego? 

- What does Lego 
do in order to 
combat 
counterfeits both 
pro- and 
reactively? 

 

5) Very quickly a brand 
can show up on Amazon 
through several product 
listings that differ widely 
from one another in 
terms of quality and 
brand alignment 

- What investments 
are being made to 
update and 
continuously 
improve content 
on product 
listings on 
Amazon? 
 

6) There are many 
counterfeits on Amazon 

- How are 
counterfeits 
affecting Brands? 
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counterfeits both 
pro- and reactively? 

 

- What should be 
done in order to 
combat 
counterfeits both 
pro- and 
reactively? 

 
7) Can you explain a 
little about Brand 
Registry? 

- What are to pros 
and cons of being 
registered? 

- How does it affect 
sales and control 
for brands? 

Distribution / 
Place 

10) It is evident that Lego 
has many physical brand 
stores 

- Why do Lego have 
brand stores? 

- What effect does the 
physical stores have 
on sales on 
Amazon? Pros / 
Cons 

 
11) When a brand does not 
keep track of what sellers 
are representing the brand’s 
products on Amazon, 
product divers and price 
undercutting kick in, and 
the brand gets degraded 
online, Next brick-and-
mortar resellers start 
complaining about lower 
prices 

- How does Lego keep 
track of what 
resellers are 
representing the 
brand’s products? 

- Could consistent 
pricing and control 
of all distribution 
channels be a 
solution to this 

5) Whether you want it or 
not products will most 
likely end up being sold 
on Amazon by some 
reseller at some point. As 
a result of that: 

- What does Lego 
do in order to 
make sure that 
their products are 
priced 
consistently, 
across all 
channels? - offline 
and online 

 
6) In an online channel 
like Amazon there is no 
limited “shelf space” – 
every brand can 
conceivably be offered to 
customers and everyone 
is fighting for visibility 

- What does Lego 
do I order to 
increase their 
visibility on 
Amazon? 

 
7) The Buy Box seems of 
high importance on 
Amazon 

8) Whether you want it 
or not products will most 
likely end up being sold 
on Amazon by some 
reseller at some point. As 
a result of that: 

- What can a brand 
do in order to 
make sure that 
their products are 
priced 
consistently, 
across all 
channels? - 
offline and online 

 
9) What effect has it on 
sales and control on 
Amazon that a brand has 
physical stores? 

- Or does not have 
physical stores? 

 
10) The Buy Box seems 
of high importance on 
Amazon 

- How can a brand 
make sure to win 
the Buy Box? 
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problem, and what 
does Lego do in 
order to create 
consistent pricing 
and keep control of 
all distribution 
channels? 

 
12) Does Lego have a 
reseller policy on Amazon? 
- And what experience has 
Lego had with reseller 
policies and the effect they 
have on Amazon? 
 

- How does Lego 
make sure to win 
the Buy Box? 

 
8) Does Lego have a 
reseller policy on 
Amazon? 
- And what experience 
has Lego had with 
reseller policies and the 
effect they have on 
Amazon? 

Price 13) When pricing 
inconsistencies occur, how 
does the Lego brand handle 
complaints from retailers in 
one channel complaining 
about complaints in another 
channel? 

 11) How is pricing on 
Amazon different from 
other channels? 

- Both offline and 
online channels 

 

Product 14) Today customers 
require immediate 
fulfillment and a sale can 
quickly dimmish in the 
hand of a competitor. 

- What does Lego do 
in order to always 
have products 
available for 
customers? 

- Is the order 
fulfillment process 
with Amazon 
different from other 
channels – what are 
the (pros/cons)? 

 
15) What strategic 
considerations are put in to 
the catalog presented on 
Amazon? 

- Are some products 
exclusive on 
Amazon or not 
available on 

9) Does Lego have 
multiple resellers offering 
their products on 
Amazon? 

- If yes, how does 
Lego ensure there 
isn’t too much 
inventory of 
certain products, 
thereby creating 
incentives for 
certain resellers 
to violate MAP? 

 
10) How does Lego make 
sure the right catalog is 
available on Amazon, and 
not just a random mix of 
products? 
 

12) What strategic 
considerations are put in 
to the catalog presented 
on Amazon? 

- Are some 
products 
exclusive on 
Amazon or not 
available on 
Amazon – and 
why so? 

 
13) How can a brand 
make sure the right 
catalog is available on 
Amazon, and not just a 
random mix of products? 
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Amazon – and why 
so? 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



 102 

Appendix 10 – Phenomena relating to the characteristics of Amazon 
 
 Phenomenon Description 
1  

Brands don’t have access 
to their data on Amazon 

The Amazon expert, Søren Kipling describes some of the pros 
and cons of being on Amazon. He finds that the loss of data is a 
big concern, however at the same time you are exposed to 
millions of customers. He experiences that Amazon is an add 
on and brands have multiple ways to work around not having 
access to a lot of data. 

2 Transparency program, 
stickers and reporting 
can combat counterfeits 

Kipling describes what brands can do to combat counterfeits on 
Amazon. He finds that Amazon has made initiatives and 
created options for brands to combat counterfeits pro- and 
reactively. 

3 Lego has started a 
program with an external 
law firm to deal with 
infringement and 
counterfeits 

Silas Moestrup, the Head of Paid & Organic Search in America 
describes the efforts taken on combating counterfeits on 
Amazon and states that Lego has partnered with an external law 
firm. He experiences the complexity of controlling this 
increases as the world becomes more connected and global. 

4 Amazon gives access to a 
large pool of shoppers, 
largest make-self-service 
media platform and a 
multi-category platform 

David Stobart, the Senior Director of eCommerce Marketing in 
America describes some of the great benefits of being on 
Amazon among others having access to a large pool of 
shoppers. The participant experiences Amazon as an influential 
and important platform to be part of that are the best at e-
commerce and will become even stronger as the market shifts 
towards their benefits. 

5 There are proactive and 
passive strategies for 
combating counterfeits 
on Amazon 

Stobart describes the approaches for combating counterfeits on 
Amazon and states that Lego has hired and external partner to 
help proactively combat counterfeits and the passive approach 
is to continue talk with Amazon on the matter. 

6 Lego try to monitor, 
understand and only 
advertise products that 
are winning the buy box 

Stobart describes what Lego does to win the Buy Bix and 
emphasize that Lego is not sure that they will win it. However, 
they try to monitor and understand it to advertise only products 
they are winning the buy box for. Additionally, it should be 
understood as something to adapt to and not something brands 
have, can, or should action. 

7 The “Buy Box” means 
everything 

Kipling emphasizes the importance of the Buy Box and 
describes what brands can do to win it. The participant find that 
price is a very important factor, additionally the number of 
reviews and delivery method are central factors. 

8 Brands turnover on 
Amazon is part of 
Amazon’s search ranking 
system 

Kipling describes Amazon’s search ranking system as designed 
for monetization. He experiences that if a company sells well 
on Amazon it will increase the likelihood of gaining a first-
page presence. 
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Appendix 11 – Phenomena relating to operating in a digital business environment 
 
 Phenomenon Description 
9  

Lego has a digital 
advantage 

Moestrup describes how the digital environment has benefitted 
Lego as they are able to formulate the brand in a different way, 
so that people view them as more than just building blocks. 
Digitally he also finds it easier to create a demand. 

10 Being a big brand is 
complex, but it also 
means having great 
reach and big muscles 

Moestrup describes the effects of being a big brand operating in 
a digital universe. He finds that Lego have access to several 
channels, which can be complex, especially in terms of 
synchronizing the channels. Additionally, he finds that their 
brand size means they have a great reach and big muscles. 

11 Amazon reduces Legos 
control over their 
business 

Stobart describes the disadvantages of being on Amazon, being 
the size of the Amazon and that a large portion of Lego’s 
business is shifting which reduces Lego’s control over 
themselves. Moreover Lego has become more dependent on 
Amazon, however this is very by market. 
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Appendix 12 – Phenomena relating to promotion when selling to Amazon 
 
 Phenomenon Description 
12 Possible to maintain 

brand value on Amazon 
by optimizing products 
cards and pictures 

Kipling describes some of his past successful work with a large 
design company. They had many bad pictures and incorrect 
measurements, so he had to help them maintain their brand 
value on Amazon by optimizing their product cards and 
pictures. 

13 Brand registry allows 
brands to change their 
products pictures and 
products listings 

Kipling describes the effects of Brand Registry as an important 
factor of making sure other sellers don’t sell your products. He 
finds that being signed up for it in general allows for better 
control on Amazon as you are allowed to change the product 
card. Additionally, the participant finds that brands always 
should have a SEO title. 

14 Revaluation of listings 
create user-functional 
product cards, greater 
alignments of 
expectations and more 
purchases 

Kipling describes that when he helps his clients he always re-
evaluates the product listings by looking at reviews, words, 
titles, complaints and competitors’ products to create a user-
functional product detail page, that is in great alignment with 
expectations therefore increasing the purchases of the products. 
Customers look at product reviews to assess its quality so 
managing this area can be beneficial. 

15  
Brand registry is created 
to allure brands on the 
Amazon platform 

Kipling describes that Amazon has started Brand Registry as 
they know that brands have more money, therefore by creating 
an online environment brands feel more safe operating on the 
platform. He also comments on the benefits of Brand Registry 
being A+ which is an extended product detail page allowing for 
more pictures, which is beneficial as customers mostly look at 
visuals and pictures when they shop. 

16 Lego use third-party 
software to help control 
the brand-experience on 
Amazon 

Moestrup describes how Lego via third-party software 
improves the content on product listings on Amazon and that 
Lego is noticed if a change has been made, thereby making it 
easier to control the brand experience. 

17  
Lego is a unique brand 

Stobart describes how Lego is a unique brand and that they do 
not have to fight to maintain relevance on Amazon – at least 
not on a brand level. 

18  
Brand relevance is a 
concern on a product 
level 

Stobart describes how Lego maintains customer and how 
relevance is more on a product level. He proposes several ways 
Lego stays relevant, by linking to the journey of shoppers, 
managing the page design and using promotional positioning. 
He concludes stating that their main focus is on making great 
products, which is the best way to stay relevant. 

19 Possible to utilize data 
from DTC to advertise on 
Amazon 

Moestrup formulates the considerations made on a loss of data 
insight when selling to Amazon and describes that recruiting 
customers vie the DTC business provides Lego with lots of data 
that can be utilized on Amazon. Additionally, he experiences 
that the communication between brands and customers is 
limited to ordering only. 
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Appendix 13 – Phenomena relating to Distribution / Place when selling to Amazon 
 
 Phenomenon Description 

20 Amazon is a great 
marketing channel 

Kipling describes the benefits on being on Amazon, which are 
getting access to 258 million people only in Europe and the 
exposure the brands are faced with on Amazon. 

21 Brand stores and 
presence on Amazon 
has a contagious effect 
on brand value 

Kipling describes the importance of brand value and the 
contagious effect of being present both online on Amazon and 
having a physical store has on brand value. 

22 Lego’s bricks and 
products are best 
experienced in physical 
form and provide a full-
blown experience 

Moestrup describes the decision Lego made after Toys R’ Us 
went bankrupt. The attitude towards Lego was that the bricks and 
products are best experienced in physical stores for which Lego 
should create an environment supporting this. 

23 The effect of physical 
stores are even greater 
in newer markets 

Moestrup describes how Lego has built many new stores in 
China which is a new market for Lego. He describes the 
importance and the effect of new customers being able to feel the 
products. 

24 Lego create 
counterbalance to big 
retailers and ensures 
broad coverage 

Moestrup describe the importance of having counterbalance to 
some of the big retailers. He experiences that brands should not 
be dependent on a single retailer and that a brand’s channels 
provide good balance to. The participant also experience that it 
is a balancing act of building up medium-sized customers and 
satisfying big customers. 

25  
Lego can indirectly 
control price 
undercutting and brand 
degrading online 

Moestrup describes how Lego creates consistent pricing and 
keep track of how reseller represent the brand’s products. He 
states that Lego can decide who they send their products to and 
experience that they indirectly can control price undercutting and 
brand degrading online through their distribution. This is done 
by choosing who to ship to and by monitoring the various 
marketplaces. 

26  
Lego is a sell-out 
focused company 

Stobart describes, how Lego works directly with toy stores and 
small distributors to ensure there is not too much inventory. He 
emphasizes that Lego plans and manages inventory from a 
market-level and experience that they can reduce incentives for 
resellers to violate MAP policies by aligning, planning and 
managing inventory with distributors and partners. 
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Appendix 14 – Phenomena relating to price when selling to Amazon 
 
 Phenomenon Description 

28  
Inventory management 
can secure against 
discounting on products 

Moestrup states the adaptions and considerations Lego has 
made on how Amazon is pricing products and describes how 
Lego tries not to push too much inventory into the market and 
advise retailer on how much they should take in. The 
participant experiences that this can secure against a 
discounting war. 

29 It is up to the various 
channels how they price 

Moestrup and Stobart describe that the various channels choose 
how they price and Lego stays out of pricing as it would be 
illegal if they advised their partners. 

30  
Managing the product 
mix can secure against 
a race to the bottom 

Moestrup describes what Lego can do when prices cannot be 
controlled stating that managing the product is important to not 
end in a race to the bottom. The participant experiences that a 
race to the bottom can be avoided by being part of the 
processing of orders and planning supply, ensuring the market 
is not overflowed by certain products. 
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Appendix 15 – Phenomena relating to the product when selling on Amazon 
 
 Phenomenon Description 

31 Difficult to control 
product catalog on 
Amazon 

Kipling describes how brands can make sure the right catalog is 
available on Amazon. He experiences that it is not possible to 
control what reseller put on Amazon, however there are options 
of blocking/approving, which enables more control. 

32 Lego has exclusive 
products for special 
shopper profiles 

Moestrup describes the considerations Lego has put into the 
catalog presented on Amazon and states that they experiment 
with providing exclusive products for special profiles. He 
emphasizes this is possible as Lego can fit shoppers and 
products since the have good data and knowledge on both. 

33  
 
Lego is a “dull buster” 

Moestrup describes Lego as a “Dull Buster”, which comes as a 
result of being able to create a lot of foot traffic. He emphasizes 
that Lego is regarded as one of the most loved brands in the 
world and the second-largest toy brand, which enables them to 
set requirements of how the brand is portrayed on different 
channels and to have exclusive products and launches for 
specific retailers. 

34 Lego’s DTC business 
has the best exclusives 

Moestrup experience that Lego’s DTC business often has the 
best exclusives. He emphasizes that Lego can utilize data to do 
loyalty programs and e-mail marketing, to drive traffic to their 
DTC business. 

35 Lego can control that 
the right catalogue is 
present on Amazon 

Stobart describes how Lego can make sure the right catalog is 
available on Amazon by planning with Amazon around 
launches and exits products and stops shipping them. The 
participant emphasize that having the right catalog on Amazon 
is not a problem as the product life cycle is less than 18 months. 
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Appendix 16 – Overview of themes 
 

Context Phenomena Main Quality Commonalities Synthesized as 
theme 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Characteristics 
of Amazon 

Phenomenon 1: 
Brands don’t 
have access to 
their data on 
Amazon 

Loss of data 
insight is offset 
by an enormous 

exposure on 
Amazon 

Describes the 
customers’ and 
the companies’ 
affiliation with 

Amazon 

Theme 6: 
Amazon sets the 

terms for the 
interaction 

between brand 
and customer 

Phenomenon 2: 
Transparency 
program, 
stickers and 
reporting can 
combat 
counterfeits 

Brands utilize the 
strategies 

provided by 
Amazon to 

combat 
counterfeits 

 
Describing the 

ways of 
combating 

counterfeits on 
Amazon 

 

Theme 5: There 
are proactive 
and passive 

strategies for 
combating 

counterfeits on 
Amazon 

Phenomenon 3: 
Lego has started 
a program with 
an external law 
firm to deal with 
infringement 
and counterfeits 

Brands need to 
get external help 

in order to combat 
counterfeits on 

Amazon 

 
Describing the 

ways of 
combating 

counterfeits on 
Amazon 

 

Theme 5: There 
are proactive 
and passive 

strategies for 
combating 

counterfeits on 
Amazon 

Phenomenon 4: 
Amazon gives 
access to a large 
pool of 
shoppers, 
largest make-
self-service 
media platform 
and a multi-
category 
platform 

 
Amazon is the 

best at e-
commerce and is 

heading for a 
stronger position 

as the market 
shifts 

 
Describes the 

customers’ and 
the companies’ 
affiliation with 

Amazon 

Theme 6: 
Amazon sets the 

terms for the 
interaction 

between brand 
and customer 

Phenomenon 5: 
There are 
proactive and 
passive 
strategies for 
combating 
counterfeits on 
Amazon 

 
There are 2 ways 

of combating 
counterfeits on 

Amazon 

 
Describing the 

ways of 
combating 

counterfeits on 
Amazon 

 

Theme 5: There 
are proactive 
and passive 

strategies for 
combating 

counterfeits on 
Amazon 

Phenomenon 6: 
Lego try to 
monitor, 
understand and 
only advertise 

 
Brands 

investigate the 
design of the 

 
Describes the 

customers’ and 
the companies’ 

Theme 6: 
Amazon sets the 

terms for the 
interaction 
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products that 
are winning the 
buy box 

“Buy Box” in 
order to win it 

affiliation with 
Amazon 

between brand 
and customer 

Phenomenon 7: 
The “Buy Box” 
means 
everything 

 
The “Buy Box” is 
a important part 

of Amazon’s 
design 

 
Describes the 

customers’ and 
the companies’ 
affiliation with 

Amazon 

Theme 6: 
Amazon sets the 

terms for the 
interaction 

between brand 
and customer 

Phenomenon 8: 
Brands turnover 
on Amazon is 
part of 
Amazon’s 
search ranking 
system 

 
Amazon’s 

ranking system 
enforces “the 

winner takes it 
all” 

 
Describes the 

customers’ and 
the companies’ 
affiliation with 

Amazon 

Theme 6: 
Amazon sets the 

terms for the 
interaction 

between brand 
and customer 

 
 
 
 
 
 
 
 

Digital Business 
Environment 

Phenomenon 9: 
Lego has a 
digital 
advantage 

 
Lego can change 
the way people 
view Lego by 
utilizing the 

digital 
environment 

 
Describes the 

ways brands can 
utilize the tools 

provided by 
Amazon or other 

ways to work  
around it 

Theme 1: 
Brands need to 

adapt to the 
branding 

possibilities 
Amazon provide 

Phenomenon 10: 
Being a big 
brand is 
complex, but it 
also means 
having great 
reach and big 
muscles 

 
Lego size has 
both pros and 
cons for its 
distribution 

Describing how 
brands view and 

utilize their 
distribution in 

order to support  
operations with 

Amazon 

Theme 2: 
Brands can 

maintain control 
on Amazon 

through a well-
managed 

distribution 

Phenomenon 11: 
Amazon reduces 
Legos control 
over their 
business 

 
The size of 

Amazon can be a 
disadvantage for 

brands 

Describing how 
brands view and 

utilize their 
distribution in 

order to support  
operations with 

Amazon 

Theme 2: 
Brands can 

maintain control 
on Amazon 

through a well-
managed 

distribution 
 
 
 
 
 
 
 
 

Phenomenon 12: 
Possible to 
maintain brand 
value on 
Amazon by 
optimizing 
products cards 
and pictures 

 
Optimization of 
product cards 
enables that 

customers are 
presented with the 
same brand value 

Describes the 
ways brands can 
utilize the tools 

provided by 
Amazon or other 

ways to work  
around it 

Theme 1: 
Brands need to 

adapt to the 
branding 

possibilities 
Amazon provide 
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Promotion 

Phenomenon 13: 
Brand registry 
allows brands to 
change their 
products 
pictures and 
products listings 

 
Brands can utilize 
the tools provided 

by Amazon to 
improve content 

Describes the 
ways brands can 
utilize the tools 

provided by 
Amazon or other 

ways to work  
around it 

Theme 1: 
Brands need to 

adapt to the 
branding 

possibilities 
Amazon provide 

Phenomenon 14: 
Revaluation of 
listings create 
user-functional 
product cards, 
greater 
alignments of 
expectations and 
more purchases 

 
Improving and 

aligning content 
on Amazon is an 
ongoing process 
in order to satisfy 

the customers 

 
Describes the 

ways brands can 
utilize the tools 

provided by 
Amazon or other 

ways to work  
around it 

Theme 1: 
Brands need to 

adapt to the 
branding 

possibilities 
Amazon provide 

Phenomenon 15: 
Brand registry is 
created to allure 
brands on the 
Amazon 
platform 

 
Brands are given 
multiple tools to 

improve and 
control content 
trough Brand 

Registry 

Describes the 
ways brands can 
utilize the tools 

provided by 
Amazon or other 

ways to work  
around it 

Theme 1: 
Brands need to 

adapt to the 
branding 

possibilities 
Amazon provide 

Phenomenon 16: 
Lego use third-
party software 
to help control 
the brand-
experience on 
Amazon 

 
Brand’s use 

external sources 
to control brand 
experience on 

Amazon 

Describes the 
ways brands can 
utilize the tools 

provided by 
Amazon or other 

ways to work  
around it 

Theme 1: 
Brands need to 

adapt to the 
branding 

possibilities 
Amazon provide 

Phenomenon 17: 
Lego is a unique 
brand 

 
Having a strong 

brand is a 
impactful way to 
brand on Amazon 

Describes the 
ways brands can 
utilize the tools 

provided by 
Amazon or other 

ways to work  
around it 

Theme 1: 
Brands need to 

adapt to the 
branding 

possibilities 
Amazon provide 

Phenomenon 18: 
Brand relevance 
is a concern on 
a product level 

 
Brands utilize 

Amazon tools to 
promote their 
products as 

opposed to their 
brand 

Describes the 
ways brands can 
utilize the tools 

provided by 
Amazon or other 

ways to work  
around it 

Theme 1: 
Brands need to 

adapt to the 
branding 

possibilities 
Amazon provide 

Phenomenon 19: 
Possible to 
utilize data from 
DTC to 

Brands utilize the 
scarce accessible 

data to reach 

Describes the 
customers’ and 
the companies’ 

Theme 5: 
Amazon sets the 

terms for the 
interaction 
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advertise on 
Amazon 

customers on 
Amazon 

affiliation with 
Amazon 

between brand 
and customer 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Place / 
Distribution 

Phenomenon 20: 
Amazon is a 
great marketing 
channel 

Brands are 
exposed to 

millions of people 
when being on 

Amazon 

Describing how 
brands view and 

utilize their 
distribution in 

order to support  
operations with 

Amazon 

Theme 2: 
Brands can 

maintain control 
on Amazon 

through a well-
managed 

distribution 
Phenomenon 21: 
Brand stores 
and presence on 
Amazon has a 
contagious 
effect on brand 
value 

 
Presence online 
and distributing 
offline can be 

beneficial for the 
brand value 

 

Describing how 
brands view and 

utilize their 
distribution in 

order to support  
operations with 

Amazon 

Theme 2: 
Brands can 

maintain control 
on Amazon 

through a well-
managed 

distribution 
Phenomenon 22: 
Lego’s bricks 
and products 
are best 
experienced in 
physical form 
and provide a 
full-blown 
experience 

 
Distribution is 

formed after how 
it effects the end-

user 

Describing how 
brands view and 

utilize their 
distribution in 

order to support  
operations with 

Amazon 

Theme 2: 
Brands can 

maintain control 
on Amazon 

through a well-
managed 

distribution 

Phenomenon 23: 
The effect of 
physical stores 
are even greater 
in newer 
markets 

 
Benefits of 
distribution 

differs in markets 

Describing how 
brands view and 

utilize their 
distribution in 

order to support  
operations with 

Amazon 

Theme 2: 
Brands can 

maintain control 
on Amazon 

through a well-
managed 

distribution 
Phenomenon 24: 
Lego create 
counterbalance 
to big retailers 
and ensures 
broad coverage 

 
Distribution needs 

to be balanced, 
thus increasing 
independency 

Describing how 
brands view and 

utilize their 
distribution in 

order to support  
operations with 

Amazon 

Theme 2: 
Brands can 

maintain control 
on Amazon 

through a well-
managed 

distribution 
Phenomenon 25: 
Lego can 
indirectly 
control price 
undercutting 
and brand 
degrading 
online 

 
Managing 

distribution can 
increase control 
on pricing and 

brand degrading 

Describing how 
brands view and 

utilize their 
distribution in 

order to support  
operations with 

Amazon 

Theme 2: 
Brands can 

maintain control 
on Amazon 

through a well-
managed 

distribution 
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Phenomenon 26: 
Lego is a sell-
out focused 
company 

Lego ensures 
incentives for 

resellers to violate 
MAP are reduced 
by planning and 

managing 
inventory 

Describing 
aspects of price-

management  and 
its effects on 

Amazon 

Theme 4: 
Inventory 

Management 
can secure 

against a price 
war 

Phenomenon 27: 
Lego has the 
power of the 
brand behind 
them to maintain 
a high-level of 
control 

 
Unique brands 
naturally have 
more tools and 
possibilities to 

control its brand 

Describes the 
ways brands can 
utilize the tools 

provided by 
Amazon or other 

ways to work  
around it 

Theme 1: 
Brands need to 

adapt to the 
branding 

possibilities 
Amazon provide 

 
 
 
 
 
 
 
 
 
 
 

Price 

Phenomenon 28: 
Inventory 
management 
can secure 
against 
discounting on 
products 

 
Un-purposely 
discounting of 
prices can be 
avoided by 

advising retailers 
on inventory 
management 

 
Describing 

aspects of price-
management  and 

its effects on 
Amazon 

Theme 4: 
Inventory 

Management 
can secure 

against a price 
war 

Phenomenon 29: 
It is up to the 
various 
channels how 
they price 

 
Price cannot be 

dictated 

Describing 
aspects of price-

management  and 
its effects on 

Amazon 

Theme 4: 
Inventory 

Management 
can secure 

against a price 
war 

Phenomenon 30: 
Managing the 
product mix can 
secure against a 
race to the 
bottom 

 
A race the bottom 
can be evaded by 

managing the 
product mix 

Describing 
aspects of price-

management  and 
its effects on 

Amazon 

Theme 4: 
Inventory 

Management 
can secure 

against a price 
war 

 
 
 
 
 
 
 
 
 
 
 

Product 

Phenomenon 30: 
Difficult to 
control product 
catalogue on 
Amazon 

 
Amazon provide 
limited options of 

controlling 
product catalogue 

 
Describing 

brands’ strategies 
and management 

of products on 
Amazon 

Theme 3: 
Brands should 
not put all eggs 
in one basket 

Phenomenon 31: 
Lego has 
exclusive 
products for 
special shopper 
profiles 

Providing 
exclusive 

products for 
different retailers 

is a strategic 
consideration 

Describing 
brands’ strategies 
and management 

of products on 
Amazon 

Theme 3: 
Brands should 
not put all eggs 
in one basket 
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Phenomenon 32: 
Lego is a “dull 
buster” 

 
Brand attributes 

are utilized as part 
of the product-

strategy 

Describing 
brands’ strategies 
and management 

of products on 
Amazon 

Theme 3: 
Brands should 
not put all eggs 
in one basket 

Phenomenon 33: 
Legos DTC 
business has the 
best exclusives 

 
Central strategy is 

to attract 
customers to the 
DTC business  

Describing 
brands’ strategies 
and management 

of products on 
Amazon 

Theme 3: 
Brands should 
not put all eggs 
in one basket 

Phenomenon 34: 
Lego can 
control that the 
right catalogue 
is present on 
Amazon 

Keeping a flow of 
products and 

planning enables 
better control. 

The product life 
cycle affects 

ability to control 
catalogue 

Describing 
brands’ strategies 
and management 

of products on 
Amazon 

Theme 3: 
Brands should 
not put all eggs 
in one basket 
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Appendix 17 – Overview of Theme Correlations 
 

 Theme Objectively (what) Subjectively (how) 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
1 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 

 
 

 
Brands need to 

adapt to the 
branding 

possibilities 
Amazon provide 

Moestrup: 
Lego has an advantage digitally 
as they can change what people 
think about Lego. 

Lego is more than building blocks. It is a 
passion and a lifelong journey, which can 
be formulated and implemented differently 
utilizing the benefits of the digital universe. 
Additionally e-commerce enables new 
possibilities of creating demand. 

Kipling: 
Kipling has helped a large 
design company in maintaining 
their brand value on Amazon. 

Brand value is maintained and streamlined 
by optimizing a brands product cards and 
pictures on Amazon. 

Kipling: 
Brand registry allows for better 
control on Amazon. 

Control on Amazon can be obtained if 
brands utilize the benefits brand registry 
provides, which entails maintaining product 
descriptions including pictures and product 
descriptions. Additionally it is beneficial to 
make a SEO title. 

Kipling: 
Product detail pages are re-
evaluated by looking at reviews, 
words, title, complaints and 
competitors’ products. 

Re-evaluating product detail pages create a 
user-functional product detail page, that are 
in great alignment of expectations therefore 
increasing the purchases of the products. 

Kipling: 
Brands have more money and 
brand registry is created to allure 
brands with a store similar to 
their own DTC webstore. 

Brand registry is important for protecting 
the brands on Amazon. Therefore they are 
provided with additional opportunities such 
as an extended product card, including more 
pictures. More pictures and visual on 
listings are beneficial as customers shop 
using their phone. 

Moestrup: 
Lego has software that helps 
them upload content to Amazon 
 

Lego cannot manually monitor their content 
on Amazon. They need to use automated 
third-party tools that screen Amazon on e.g. 
changes in a title, product or text they get an 
alarm. This is initiated to control the brand 
experience. 

Stobart: 
Lego is not a large company in 
terms of revenue, but they have 
a unique brand. 

As Lego is experienced as a unique brand, 
they don’t have to fight for maintaining 
relevance on Amazon - at least not on a 
brand level. 

Stobart: 
Brand relevance is a factor on a 
product level. Lego needs to 
make sure products are relevant 
in searches, shopper-exploration 
and link products to the journey 
of shoppers. 

Increasing brand relevance is resolved by 
maintaining page design, copy that ensure 
relevance in searches, use paid search and 
paid display, and most importantly by 
making great products, that people like, thus 
getting great reviews. Lego keeps an eye on 
product reviews 
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Moestrup:  
It is a negotiation and a balance 
when entering partnerships with 
retailers. Lego manages the 
product detail page content, the 
stores and most advertising. 

Lego is in a more unique position as the 
power of the brand means they can maintain 
a high-level of control, ensuring the brand 
experience meets their high standards. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
2 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Brands can 
maintain 

control on 
Amazon 

through a well-
managed 

distribution 

Moestrup: 
Lego has access to many 
customers through several 
channels: Its brand-size makes 
multi-channel strategies complex 
but enables a broad reach. 

The digital universe increases the 
opportunities of reaching more customers 
but it also increases the competition and the 
complexity of synchronizing multiple 
channels. 

Stobart: 
The size of Amazon and that a 
large portion of Lego’s business 
are shifting reduces Lego’s 
control over their business. 

Amazon’s dominance is great in some 
respect and dangerous in others. Lego has 
become more dependent on them for media, 
advertising investment and revenue, 
therefore reducing control over their 
business. This is very by market. 

Kipling: 
Brands get access to 258 million 
customers on Amazon if it is just 
in Europe. 

Being on Amazon is like lying on Strøget in 
Copenhagen for brands. In sum it means 
that Amazon is great for exposure and a 
great marking channel. 

Kipling: 
Brand value is the most 
important parameter and what 
sells the most on Amazon. 

Presence on Amazon and having a physical 
brand store has a contagious effect on each 
and can increase brand value if managed 
well together. 

Moestrup: 
After the bankruptcy of Toys R’ 
Us, Lego decided that bricks and 
products are best experienced in 
physical form. 

Physical stores, especially their brand retail 
stores bring a full-blown Lego brand 
experience to life. 

Moestrup: 
There is a great effect of 
building physical stores in newer 
markets. 

People do not know a lot about Lego in e.g. 
China for which, it is very important to feel 
the products therefore getting the real Lego 
brand experience. This way Lego can also 
gather valuable data that on new customers. 

Moestrup: 
It is valuable to have some 
counterbalance to the big 
retailers. 

A company should not be dependent on a 
single retailer, but ensure broad coverage. 
Lego’s own channels provide good balance 
to it. It is a balancing act between building 
up medium-sized customers and satisfying 
the big customers. 

Moestrup: 
Amazon creates an open 
marketplace - Lego can decide 
who they send their products to. 

Lego can indirectly control price 
undercutting and brand degrading online 
through their distribution, by choosing who 
they ship to and by monitoring the various 
marketplaces via software. 
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3 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 

 
 
 
 
 
 
 
 

 
 

Brands should 
not put all eggs 

(products) in 
one basket 

 

Kipling: 
Brands cannot control what 
products resellers put on 
Amazon. 

It is difficult to control a brands product 
catalog on Amazon, however there are 
options such as blocking/approving, which 
enables more control. 

Moestrup: 
Lego experiments with 
providing exclusive products for 
special shopper profiles. 

Lego can fit shoppers and products as they 
have good data on the shoppers and they 
know their product attributes. This enables 
better control for Lego within their different 
channels. 

Moestrup: 
Lego is a “dull buster”. Lego is 
regarded as one of the most 
loved brands in the world and 
also the second largest toy 
brand. 

Lego can create foot traffic to the physical 
stores, which enables them to set 
requirements of how the brand is portrayed 
on the different channels. Additionally it 
also enables Lego to have exclusive 
products and launches for specific retailers. 

Moestrup: 
Lego’s DTC business is often 
those who have the best 
exclusives. 

Lego can utilize quality data to do loyalty 
programs and email marketing, therefore  
getting a lot of traffic to their DTC 
business. 

Stobart: 
Lego plan carefully with 
Amazon around novelty 
launches and exit products and 
stop shipping them. From an 
inventory standpoint Lego 
makes sure that they are exiting 
and flowing in items and plan 
with Amazon. 

Having the right product catalogue on 
Amazon is not a problem as the product life 
cycle is less than 18 months. However, 
planning and keeping a flow of items is still 
important. 

 
 
 
 
 
 

 
 
4 
 
 
 
 
 
 

 
 
 
 
 

 
 

Inventory 
Management 
can secure 

against a price 
war 

Stobart: 
Lego ensures that there is not too 
much inventory by working 
directly with toy stores and 
small distributers. Additionally 
Lego plan and manage inventory 
from a total market-level. 

By aligning, planning and managing 
inventory with distributors and partners 
Lego can reduce the incentives for resellers 
to violate MAP policies. 
 

Moestrup: 
Lego try not to push too much 
inventory into the market and 
advise retailers on how much 
they should take in. 

Lego’s inventory management secures 
against a discounting war. 

Moestrup & Stobart: 
The various channels choose 
how they price. 

Lego stays out of pricing - it would be 
illegal if they gave advise to their partners. 
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Moestrup: 
Managing the product mix is 
very important as it is not in 
Lego’s or the retailers interest to 
end up in a race to the bottom. 

By being part of processing orders and 
planning supply Lego can make sure that 
the market is not overflow by certain 
products, therefore securing against a race 
to the bottom. 

 
 
 
 
 
 
 
5 
 
 
 
 
 
 

 
 
 
 
 

There are 
proactive and 

passive 
strategies for 

combating 
counterfeits on 

Amazon 

Kipling: 
Amazon has made initiatives and 
created options for brands to 
combat counterfeits pro- and 
reactively. 

Brands should report counterfeits and can 
partly combat them through the 
transparency program Amazon provide. 

Moestrup: 
Lego has partnered with external 
firm to deal with infringement 
and counterfeits. 

Counterfeits affect brands negatively and 
combating them is of high priority for Lego. 
The complexity if controlling the 
experience for consumers and combating 
counterfeits increases as the world becomes 
more connected and global. 

Stobart: 
Lego has hired an external 
partner to help proactively 
combat counterfeits and 
passively by talking to Amazon. 

All kinds of counterfeits and infringements 
should be dealt with, however some vary in 
importance. Lego has hired external help as 
they cannot resolve it themselves. 
Additionally, continually addressing the 
importance of brand protection to Amazon 
is helpful. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
6 
 
 
 
 
 

 
 
 
 
 
 
 
 

 
 
 
 

Amazon sets the 
terms for the 
interaction 

between brand 
and customer 

Kipling: 
You lose access to lots of data 
but is exposed to 258 million 
customers. 

Amazon is just an add on. Brands need to 
work around it and have brands stores on 
Amazon while simultaneously manage their 
own webstores where they can get more in-
depth data. 

Stobart: 
Amazon gives access to large 
pool of shoppers, one of the 
world largest make-self-service 
media platforms and a multi-
category platform. Amazon is 
the best at e-commerce. 

Amazon is an extremely influential and 
important platform to be part of. They are 
the best at e-commerce and will become 
even stronger as the market shifts towards 
their benefits. 

Stobart: 
Lego is not sure that they will 
win the buy box and does not 
influence the price. 

Lego tries to monitor and understand the 
buy box in order to advertise products that 
they are winning the buy box for. The buy 
box should be understood as something to 
adapt to and not something brands have, can 
or should action. 

Kipling: 
Buy box means everything on 
Amazon and 86% of all 
purchases are made through this. 

Price is a very important factor of winning 
the buy box, additionally number of reviews 
and delivery method are also central factors. 
This means the design of the buy box sets 
the terms of interaction to the customers 
and consumers are more loyal to Amazon as 
opposed to the brands. 
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Kipling: 
Amazon’s site is designed for 
making money. 

Kipling has become good at spotting and 
knowing the factors affecting Amazons 
search algorithm. Moreover if a company 
sells well on Amazon they will increase the 
likelihood of gaining first-page presence. 

Moestrup: 
Recruiting customers via the 
DTC business provides Lego 
with a lot of data that can be 
utilized on Amazon. The 
communication between brands 
and customers is limited to 
ordering only. 

Moestrup find that the loss of data is a 
problem, however brands do have some 
data from Amazon and much from their 
own channels which should be gathered and 
utilized. The DTC business is important for 
collecting high quality data. 
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Appendix 18 – Interview Quotes 

 

Interview Quote 1 
Transcript Extract: 

”Den absolut største fordel er at du får adgang til 258 millioner mennesker hvis det bare er i Europa 

og du ligger på en motorvej af kunder. Det svarer til at man ligger på strøget i København, og hvis 

du ligger på strøget i København så bliver du set af sindssyg mange forbrugere og så vil de kunne 

huske det og efterspørge det på sigt.” 

 

Transcription to English: 

“[ed.] The absolute greatest benefit is that you get to access to 258 million people if it's just in 

Europe and it is like you're on a highway of customers. This is equivalent to lying on the street in 

Copenhagen, and if you are lying on the street in Copenhagen, you will be seen by insanely many 

consumers and then they will be able to remember it and demand it in the long run.” (Interview 

Quote 1) 

 

Interview Quote 2 
Transcript Extract: 

”Vi arbejder for en stor design virksomhed som havde alle deres produkter i Tyskland og skulle 

sælge i Polen. De havde dårlige billeder og forkerte måleangivelser af deres karafler og det ene og 

det andet. Det havde egentlig ikke noget ønske om at sælge det selv, men de havde et ønske om at 

deres brand value blev bibeholdt også selvom det var på Amazon. Så vi har siddet og optimeret alle 

deres varekort således at lige meget hvor man går hen bliver man præsenteret for den samme brand 

value.” 

 

Transcription to English: 

“[ed.] We work for a large design company which had all their products in Germany and had to sell 

in Poland. They had bad pictures and incorrect measurements of their decanters and so on. They 

had no desire to sell it themselves on Amazon, but they had a desire that their brand value be 

maintained even though it was on Amazon. So we have optimized all their product cards so that no 

matter where you go, you will be presented with the same brand value.” (Interview Quote 2) 

 



 120 

Interview Quote 3 
Transcript Extract: 

”[…] du mister adgangen til din data og det gør du også. Du kan ikke lave nyhedsbreve til dine 

kunder som har købt på Amazon bagefter fordi det er en Amazon e-mail adresse. Og der skal man 

så vægte om man selv vil sin egen brand store på webshop kunne få adgang til de her 258 millioner 

og samme data ind på den måde eller man skal gøre det den anden vej eller om man skal gøre begge 

dele. Min holdning er jo at man ikke kun skal tage den ene for Amazon er jo en besværlig størrelse 

at arbejde med så man skal stadig have sin egen brandstore og alle de ting man plejer at gøre. Og så 

er det bare en add on.” 

 

Transcription to English: 

“[ed.] You lose access to your data and that is true. You cannot create newsletters for your customers 

on Amazon as it is an Amazon email address. You have to weigh whether you want your own brand 

store on Amazon to be able to access these 258 million and the same data in that way or you have to 

do it from your own webstore or whether you have to do both. My opinion is that you should do both 

and still have your own brand store and all the things you usually do. It is just an add on.” (Interview 

Quote 3) 

 

Interview Quote 4 
Transcript Extract: 

”F.eks. har jeg Ilse Jacobsen. De har tidligere været vendor og det betyder at inden de nye produkter 

kom ud i butikkerne til videresalg i Tyskland så havde Amazon allerede sat deres produkter 30% 

ned og blev deres normale distributionskæde selvfølgelig sure over at varerne var billigere på 

Amazon. Men ved at Ilse i dag er seller og vi styrer det for dem, så holder vi jo de premisser som de 

siger. Så når prisen kommer ud på en ny gummistøvle så hedder den 29,99 på Amazon og på deres 

site. Så på den måde prøver man at finde et rimeligt niveau for et brand og være storebror.” 

 

Transcription to English: 

“[ed.] For example. I have Ilse Jacobsen. They have previously been vendors and this means that 

before the new products came out in stores for resale in Germany, Amazon had already put their 

products down 30% and their normal distribution chain was of course angry that the products were 

cheaper on Amazon. But knowing that Ilse is a seller today and we manage it for them, we keep the 
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premises as they say. So when the price comes out on a new rubber boot, it's called 29.99 on 

Amazon and on their site. So that way you try to find a reasonable level for a brand and be big 

brother.” (Interview Quote 4) 

 

Interview Quote 5 
Transcript Extract: 

”Ja, jeg argumenterer altid for at man skal vælge FBA faktisk. Seller og FBA. Fordi det ligger der 

bare i algoritmen og det er det eneste der betyder noget. Og jeg argumenterer altid imod vendor, 

fordi vendor styrer prisen. Udover det kan du ikke styre de regninger der kommer. 

Markedsføringsregninger, det ved jeg ikke om de har fortalt dig.De har alle sammen for 

kæmpestore regninger som ingen kan forklare hvorfor de får. Men det er fordi der sidder en 

produktchef nede hos Amazon der skal øge sin indtjening 10% om året og hvis han ikke gør det 

sender han en regning. Det er det at der sidder et menneske i den anden ende og det er ikke altid 

skide godt.” 

 

Transcription to English: 

“[ed.] You should choose Seller and FBA as it is in the algorithm, which is the only thing that 

matters. With vendor you cannot control price the bills that come, especially marketing bills. My 

customers all have huge bills that no one can explain why they get. But that's because there's a 

product manager down at Amazon who has to increase his earnings 10% a year and if he does not 

he sends an invoice. It's that there's a human sitting at the other end and it's not always fucking 

good.” (Interview Quote 5) 

 

Interview Quote 6 
Transcript Extract: 

”Hvis jeg så bliver brand registreret så vil jeg sige, hov det der brand du sælger det er mit og jeg vil 

bestemme hvad der står. Så kan jeg få lov til at ændre bullets osv. (produktfortegnelser). Så først og 

fremmest skal man brand registreres derinde ellers kan du aldrig få kontrol over varekortet og have 

det rigtige look and feel på dit varekort. Og så skal man lave en god søgeoptimeret titel. Det er det 

vigtigste, og nogle gode bullets.” 

 

Transcription to English: 
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“[ed.] If I then get a brand registered then I will say, the brand you sell is mine and I will decide 

what it says. Then I can be allowed to change bullets, etc. (product listings). So first and foremost, 

you have to register a brand in there, otherwise you can never get control of the product card and 

have the right look and feel on your product card. And then you have to make a good search engine 

optimized title. That's the main thing, and some good bullets.” (Interview Quote 6) 

 

Interview Quote 7 
Transcript Extract: 

“[ed.] Efter et halvt år går vi så ind og re-evaluerer. Vi screener simpelthen hvad er det for nogen 

anmeldelser, hvad er det for nogen ord, hvad var de glade. Hvis de var glade for det, har vi det så i 

titlen? Hvad brokkede de sig om? (…) Jeg går også ind og screener konkurrenternes og hvis de har 

en mangel vores produkter ikke har inkluderer jeg også dette som bullets (…) Og på den måde får 

vi oparbejdet et rigtig godt brugerfunktionelt-varekort og det at der kommer en høj grad af køb, en 

høj grads forventningsafstemning (…) Det er en langtidssigtet process man skal gøre sig, men man 

sidder ikke og arbejder med det samme varekort med mindre der er noget galt og får rigtige mange 

dårlige anmeldelser.” 

 

Transcription to English: 

“[ed.] What we do is after half a year we and re-evaluate. By screening the reviews, what kind of 

words are used, what were they happy with. If they were happy with it, then do we have it in the title? 

What were they complaining about? I also go in and screen the competitors and if they have a bug 

that our product does not have, I include this in the bullet. This way, we get a really good user-

functional product detail page, lots of purchases, a great alignment of expectations. It is a long term 

process one has to do, but you do not sit and work with the same product card unless something is 

wrong and get a lot of bad reviews.” (Interview Quote 7) 

 

Interview Quote 8 
Transcript Extract: 

“[ed.] Først og fremmest kan man anmelde dem når de kommer. Og så har de noget der hedder 

transparency program hvor der er nogle specielle stregkoder på og hvis der er de stregkoder på så 

passer de til nogle listings derinde. (…) Dvs. hvis du går ned og faker mit produkt så har du ikke 

nogen transparency sticker som bliver sat på og bliver derfor ikke accepteret når det bliver sendt ind 
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på Amazon lager. Og på den made kan man fjerne dem. (…) Du har mulighed for at proppe det her 

ekstra klistermærke på som godkender dig og så er der mulighed ved at anmelde dem når de dukker 

op hvis du er f.eks. navnebeskyttet.” 

 

Transcription to English: 

“[ed.] First of all, one can report them when they come. And then they have something called 

transparency program where products have special barcodes attached so they fit the listings. E.g. if 

you fake my product and you do not have any transparency sticker, then you will not be accepted 

when it is sent to Amazon stock. And that way you can remove them. So there is the extra sticker that 

approves you and then there is the option of notifying them when they show up if you are e.g. 

proprietary.” (Interview Quote 8) 

 

Interview Quote 9 
Transcript Extract: 

“[ed.] Brand registry har Amazon gjort fordi de ved at på sigt så har brands mange flere penge end 

hvad resellers har. Så de ønsker at få brands ind og de ønsker at man laver en butik i deres butik 

som ligner den webshop som man har i forvejen. Så derfor kan man lave en brand store hvor man 

har lagt nogle fordele ind for brands. Ja den ene er brand store og den anden er pluds som er et 

udvidet varekort som forsætter neden under varekortet (den har mange billeder og det er kun brands 

der kan få tilknyttet det her pluds). Og 80% handler via telefonen og derfor er det en god ide at 

kommunikere via billeder for det er hvad du kan se fra en telefon, man kan simpelthen ikke læse 

tekst.” 

 

Transcription to English: 

“[ed.] Brand registry has Amazon done because they know that in the long run, brands have a lot 

more money than resellers have. So they want to get brands in and they want you to make a store in 

their store that is similar to the webshop that they already have. So therefore you can make a brand 

store where you have put some benefits in for brands. The other thing is plus which is an extended 

product card which continues below the product card (it has many pictures and only brands can be 

associated with this plus). And 80% shop via the phone and therefore it is a good idea to 

communicate via pictures because that is what you can see from a phone, you simply cannot read 

text.” (Interview Quote 9) 
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Interview Quote 10 
Transcript Extract: 

“[ed.] På Amazon som alle mulige andre steder er Brand Value den vigtigste parameter. Alle kan få 

deres brand op på Amazon men det sælger ikke af den grund. Brand value er det der hjælper til at 

sælge mest og det er jo med til at bygge et brand at have butikker. Men det der er sjovt er at alle 

mine kunder også siger at presence på Amazon er med til at bygge deres brand i butikkerne – Så 

giver faktisk en god brand afsmittende effekt at man sælger på Amazon.” 

 

Transcription to English: 

“[ed.] On Amazon as everywhere else, Brand Value is the most important parameter. Anyone can get 

their brand up on Amazon but it does not sell for that reason. Brand value is what helps to sell the 

most and having a physical store helps build a brand. But the funny thing is that all my customers 

also say that presence on Amazon helps to build their brand in the physical stores - So it actually has 

a contagious effect on the brand that you sell on Amazon.” (Interview Quote 10) 

 

Interview Quote 11 
Transcript Extract: 

Buy Box betyder alt fordi jeg tror det er 86% af alle køb der bliver lavet ved klik på buy box og 

hvor de ikke kigger på andre resellers. Hvis du skal vinde buy box betyder det at andre købere der 

sælger på det samme er inde over det. Ellers kæmper man om listing-placeringer. Men det er ikke 

nogen hemmelighed at pris er super vigtig for bux box. Det der også er vigtigt er antal anmeldelser 

du har som seller. Den anden ting der også er vigtig er din leveringsmetode (…) Man kan sige, at 

kunderne bliver mere loyale over for Amazon, men ikke så meget for brandsene eller forhandlerne 

som et resultat af denne opsætning Amazon har på deres platform.  

 

Transcription to English: 

“[ed.] Buy Box means everything. I think it is 86% of all purchases made are by clicking on the buy 

box, which means that the consumers do not look at other resellers. If you have to win the buy box, 

it means that you should be above other sellers who sell the same product. Otherwise, one fights for 

listing rankings. Price is super important for buy box and also the number of reviews you have as a 
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seller and the delivery method. (…) As a result of this setup, you could say that customers are 

becoming more loyal to Amazon but not so much the brands or the resellers.” (Interview Quote 11) 

 

Interview Quote 12 
Transcript Extract: 

Det kan du ikke styre. Du kan ikke styre hvad andre resellers lægger på. Der begynder at være 

nogle muligheder for at blokere for brandsne at man skal gå ind og godkende at man må sælge det 

her brand og det skal man gøre ved at vise en faktura der ikke er over 6 måneder gammel (…) Men 

som udgangspunkt er der frit bevægelighed for varer, så derfor må både dig og mig oprette en konto 

hvis vi har lyst til det og tage den pris vi vil have.” 

 

Transcription to English: 

“[ed.] You cannot control what other resellers put on Amazon. There are some opportunities to block 

the brands where you have to go in and approve that you can sell this brand, and you have to show 

an invoice that is not over 6 months old. But as a starting point, there is free movement of goods, 

where you and me can create an account if we want to and take the price we want.” (Interview Quote 

12) 

 

Interview Quote 13 
Transcript Extract: 

Ja, vi kører igennem Vendor central. Så det vil sige at vi sælger ligesom vi gør til Walmart eller 

Target så sælger vi til Amazon. Forskellen er bare at vi laver alt det lort som seller. Det er os der har 

ansvaret for produktdetaljesider, markedsføring igennem Amazons medieplatform. Så den måde er 

det eneste vi ikke kontrollerer er pris. 

 

Transcription to English: 

“[ed.] Yes, we sell through Vendor Central. So that means we sell like we do to Walmart or Target 

as with Amazon. The only difference is that we do all that shit as a seller. We are responsible for 

product detail pages, marketing through Amazon's media platform. So that way the only thing we 

do not control is price.” (Interview Quote 13) 
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Interview Quote 14 
Transcript Extract: 

Ja, vi har et sådant program som Amazon tilbyder der hedder brand concierge, som er hvor man har 

et team til rådighed som sidder i Amazon. Det er ligesom det der er fordelen ved vendor at man 

kommer tættere på og der ikke er lige så meget risiko ift. inventory osv. men vi har sådan et lille 

team fra Amazon som arbejder for os, eller sammen med os. Og så har vi sådan en vendor manager 

– ligesom vi f.eks. på annoncesiden har et team af 4-5 mennesker fra Amazon som hjælper os med 

at lave performance reviews og sådan. 

 

Transcription to English: 

“[ed.] Yes, we have a program as Amazon offers called “brand concierge”, which is where you 

have a team available who sits in Amazon. That is the advantage of vendor, that you get closer to 

Amazon and there is not as much risk in terms of inventory, etc. but we have a small team from 

Amazon who work for us, or with us. And then we have a vendor manager - just like we e.g. on the 

advertising page has a team of 4-5 people from Amazon who help us make performance reviews 

and so on.” (Interview Quote 14) 

 

Interview Quote 15 
Transcript Extract: 

Man kan jo sige vi har jo ret meget kontrol over alt vores content for det er os der styrer det dvs. det 

er os der har ansvaret for hvordan en produktdetaljeside ser ud, det er os der har ansvaret for vores 

Amazon store front ser ud. Så på den måde har vi ret meget ansvar for slutoplevelserne for 

shopperen. 

 

Transcription to English: 

“[ed.] You could say we have quite a lot of control over our content, because it is us who control it, 

i.e. it is us who are responsible for what a product detail page looks like, it's us who are responsible 

for how our Amazon store front looks like. So that way, we have quite a lot of responsibility for the 

end experiences for the shopper.” (Interview Quote 15) 

 

 

 



 127 

Interview Quote 16 
Transcript Extract: 

Nogen gange kan der måske være problemer med at en third party tager en listing og begynder at 

ændre i ens tekst osv. men vi er som brand med i sådan nogle ting. Noget som er problem, men nok 

er et problem alle steder er det med at om der kommer kopier og det er noget som vi arbejder med 

Amazon gennem brand-delen for at finde ud af hvornår man kan lægge sag an når der er noget der 

infrenging ift. vores IP rettigheder 

 

Transcription to English: 

“[ed.] Sometimes there may be problems with a third party taking our listing and changing in our 

text, etc., but we as a brand are involved in such things. Something that is a problem, but most 

likely a problem faced everywhere is that if there are copies. That it is something that we work with 

Amazon through the brand-part to figure out when to sue when there is something infringing in 

relation to our IP rights.” (Interview Quote 16) 

 

Interview Quote 17 
Transcript Extract: 

”Det er et godt spørgsmål. Jeg vil sige personligt så tror jeg vi har en fordel digitalt fordi vi kan 

bryde ud. Normalt set i in-store så bliver vi jo set som byggelegetøj. Dvs. det er byggeklodser. 

Hvorimod internt argumenterer vi jo for at Lego er meget mere en det. Det er meget mere baseret på 

din passion og på man vokser fra barns ben.” 

 

Transcription to English: 

“[ed.] That's a good question. Personally, I would say that we have an advantage digitally because 

we can break out of what people mostly have thought about Lego. Usually in in-store, we are seen 

as brick and toys i.e. the building blocks. Whereas internally we argue that Lego is much more than 

that. It's more based on your passion and on growing up from being a child.” (Interview Quote 17) 

 

Interview Quote 18 
Transcript Extract: 

Der er ligesom noget for alle, og dvs. i et digitalt univers, hvis du er rigtig dygtig til at aktivere din 

produktportefølje, så kan du komme ret bredt ud. Og jeg tror det der en fordel for os er at, vi i langt 
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højere grad kan ramme folk på deres passioner i et digital univers. Så lige nu tror jeg faktisk det er 

en fordel for os, fordi in-store er lidt begrænset hvor meget du kan gøre, hvorimod i det online 

univers er det noget lettere for os synes jeg når jeg nu sidder med e-commerce dagligt, men det er 

lettere for os at skabe et demand end det har været tidligere. 

 

Transcription to English: 

“[ed.] There is something for everyone, and i.e. a digital universe, if you are really good at 

activating your product portfolio, then you can reach many people. And I think what's an advantage 

for us is that we can hit people on their passions to a much greater degree in a digital universe. So 

right now I actually think it's an advantage for us because in-store is a bit limited of how much you 

can do, whereas in the online universe it's a bit easier for us. This is what I believe, as working with 

e-commerce daily, knowing that it is easier for us to create a demand than it has been in the past.” 

(Interview Quote 18) 

 

Interview Quote 19 
Transcript Extract: 

Vi har adgang til kunderne igennem flere forskellige kanaler og det er selvfølgelig komplekst når du 

har en shopper som potentielt kan shoppe på tværs af 3-4 forskellige retailers og måle helt præcist 

hvad det er der fungerer og ikke fungerer. Men jeg vil sige generelt får vi adgang til forbrugeren vil 

jeg sige det er en fordel for os. Og så er det også at når vi er et stort brand skal du finde ud af om du 

synkroniserer dit content og din annoncestrategi på kryds og tværs, så kan du virkelig komme langt 

fordi du bare har så mange muskler. 

 

Transcription to English: 

“[ed.] We have access to customers through several different channels, which of course complex 

when you have a shopper who can potentially shop across 3-4 different retailers and measure 

exactly what works and does not work. And then there is also the fact that when we are a big brand 

you need to find out if you are synchronizing your content and your advertising strategy across the 

different channels, as this enables us to reach really far out to customers as we have so many 

muscles.” (Interview Quote 19) 
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Interview Quote 20 
Transcript Extract: 

”Ja, altså det er sådan lidt. Det er jo der man snakker om begrebet above the line eller below the 

line. Det vi laver som er e-commerce er primært below the line. Dvs. det er ikke fordi vi har store 

brand budskaber som kommer ud og bliver kommunikeret direkte via Amazon. Vi bruger Amazons 

demand service platform, (Det hedder DSP) til at lave annoncering, hvor vi aktiverer nogle af vores 

brandbudskaber. Mange af vores brandbudskaber kommer fra vores produktgrupper og vores 

kreative bureauer og det er jo meget sådan med brandkampagner hvor vi har haft Rebuild the world 

eller Lego Masters som er TV-show ligesom topchef, hvor vi konkurrerer om at bygge de fedeste 

lego builds. Jeg tror mere det er det der skal tilskrives at vi er blevet verdens mest powerfulle brand. 

Selvfølgelig gør det noget at vi er gode på Amazon og vi har meget scale og vi når ud til enormt 

mange mennesker ift. en form for ”top of mind” og det skaber en genkendelse ved det samme som 

at skabe brand vadility. Det sker stadigvæk via andre kanaler så som TV, print, mail og out-of home 

osv. Så jeg vil ikke direkte tilskrive det til det men jeg vil sige at vi helt klart leverer en rigtig god 

oplevelse, hvilket selvfølgelig er et helhedsbillede af en forretning og et brand.” 

 

Transcription to English: 

“[ed.] Yes, a bit. I would say this is where you talk about the concept above the line or below the line. 

What we do as e-commerce is primarily below the line. I.e. it's not because we send big brand 

messages which are communicated directly via Amazon. We use Amazon's demand service platform, 

(DSP) to do advertising, where we activate some of our brand messages. Many of our brand messages 

come from our product groups and our creative agencies, and this is very much the case with brand 

campaigns where we have had “Rebuild the world” or “Lego Masters”, which is a TV show like top 

manager, where we compete to build the coolest lego constructions. I think the work of the product 

groups and creative agencies is to be attributed that we have become the world's most powerful brand. 

Of course it does matter that we are doing good at Amazon and we have a lot of scale and we reach 

an enormous number of people so to be "in top of mind" of the customers therefore creating 

recognition and brand validity. This is also done via other channels such as TV, print, mail and out-

of home etc. So I will not directly attribute it to it, but I would say that we definitely deliver a really 

good experience, which of course is an overall view of a business and a brand.” (Interview Quote 20) 
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Interview Quote 21 
Transcript Extract: 

Ja, med Lego som virksomhed, der prøver vi ikke at skubbe for meget inventory ud i markedet, for 

dermed at hjælpe de forskellige retailers, med at man ikke ender i en situation hvor vores 

retailerpartners ikke har alt for meget inventory på hylderne, da det er det der kan skabe en 

discounting krig, hvor alle racer to the bottom. Så det der er noget mere unikt er at i nogen tilfælde 

vil vi også gå ind og rådgive vores retailers i forbindelse med hvor meget inventory de burde tage 

ind. Fordi, de fleste af dem pricematcher jo hinanden, hvilket vil sige at hvis en retailer at discounte 

fordi de har for meget inventory så følger de andre ofte efter. Og det er jo så et problem ift. 

marginen osv.  

 

Transcription to English: 

“[ed.] With Lego we try not to push too much inventory into the market, in order to help the various 

retailers, so that we don’t have a situation where our retail partners have too much inventory on the 

shelves, creating a discounting war. So what is more unique in Lego is that in some cases we will go 

in and advise our retailers on how much inventory they should take in. Because, most of them price-

match each other (…) and that is a problem in relation to the margin, etc.” (Interview Quote 21) 

 

Interview Quote 22 
Transcript Extract: 

Men der er jo helt klart nogle overvejelser ift. hvis du også rekrutterer en ny kunde via din egen 

DTC forretning, hvor du har meget mere data i forbindelse med at du har folks e-mail så du kan 

lave e-mail markedsføring, og alt det har du ikke på Amazon. Vi kan jo så bruge noget af vores 

egen data i vores annoncering f.eks. til at annoncere til folk som har set specifikke 

produktdetaljesider eller ikke har købt det sidste halve år osv. 

 

Transcription to English: 

“[ed.] There are some considerations if you also recruit a new customer via your own DTC business, 

where you have a lot more data e.g. people's e-mail so you can do e-mail marketing, and everything, 

which you do not have on Amazon, where most the communication to customers is through orders 

only. We can then use some of our own data in our advertising e.g. to advertise to customers who 
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have seen specific product detail pages on Amazon or haven’t bought in six months, etc.” (Interview 

Quote 22) 

 

Interview Quote 23 
Transcript Extract: 

”Vi har jo software der hjælper os, når vi oploader hvordan vores produktcontent skal se ud. Dvs. 

hvis der f.eks. kommer en ændring i en titel eller et billede eller tekst osv. så får vi en alarm. Så det 

vil sige på den måde prøver vi at kontrollere, i hvert fald oplevelsen på de produktsider som vi har 

oprettet og er automatiseret via third-party tools som går ind og scraper hjemmeside for at 

kontrollere at brandoplevelsen er så god som mulig.” 

 

Transcription to English: 

“[ed.] We have software that helps us when we upload, so that our product content looks the way 

we want it to. I.e. if there is a change in a title or a picture or text etc. we get an alarm. So that is 

how we try to control, at least the experience on the product pages that we have created. These are 

automated via third-party tools that go in and screen the website to check that the brand experience 

is as good as possible.” (Interview Quote 23) 

 

Interview Quote 24 
Transcript Extract: 

”Nogen gange kan man selvfølgelig ikke undgå at der bliver oprettet duplicate listings, dvs. at der 

er to af det samme produkt. Det er så der hvor vi skriver ind til Amazon og får dem til at tage de 

alternative produktsider ned. Så på den måde så prøver vi at automatisere os ud af situationer hvor 

brugeroplevelsen ikke er som den skal være.” 

 

Transcription to English: 

“[ed.] Sometimes, of course, you cannot avoid creating duplicate listings, i.e. that there are two of 

the same product. This is where we write to Amazon and get them to take down the alternative 

product pages. So in that way we try to automate ourselves out of situations where the user 

experience is not as it should be.” (Interview Quote 24) 
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Interview Quote 25 
Transcript Extract: 

”Vi har sådan et program, med et eksternt advokatkontor som vi bruger i forbindelse med 

infringement og forfalskninger. Selvfølgelig så er det noget vi gerne vil undgå som brand (…) i takt 

med at verden bliver mere global og at man kan sælge på tværs af mange forskellige kanaler så 

bliver det selvfølgelig mere komplekst at kontrollere oplevelsen for forbrugerene fordi der 

simpelthen er så mange kanaler man skal holde øje med.” 

 

Transcription to English: 

“[ed.] We have a program, with an external law firm, that we use in connection with infringement 

and counterfeits. This is something we focus much on and want to avoid as a brand. (…) And as the 

world becomes more global you can sell across many different channels, increasing the complexity 

of controlling the experience for consumers because there are simply so many channels to keep an 

eye on.” (Interview Quote 25) 

 

Interview Quote 26 
Transcript Extract: 

”Ift. hvorfor vi har fysiske Lego Retail Stores. Vi har to forskellige modeller ift. vores fysiske brand 

retail stores. Det ene er licensing og den anden hvor vi rent faktisk ejer butikkerne.” 

 

Transcription to English: 

“[ed.] In regards to why we have physical Lego Retail Stores. We have two different models in 

relation to our physical brand retail stores. One is licensing and the other is where we actually own 

the stores.” (Interview Quote 26) 

 

Interview Quote 27 
Transcript Extract: 

[…] efter Toys R us gik konkurs blev der lavet en beslutnings fra legos side og branded og 

klodserne og produkterne bliver bedst oplevet i fysisk form. Så man skulle have nogle butikker hvor 

mang kunne bringe Lego-oplevelsen, som nogen gange godt kan være lidt komplekst også i takt 

med at vi introducerer mere og mere teknologi i nogle af vores lego-sæt. Så vi vil gerne have nogle 

fysiske butikker hvor vi kunne bringe en full-blown brand oplevelse til live. 
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Transcription to English: 

“[ed.] After Toys R us went bankrupt, a decision was made by Lego that the bricks and products are 

best experienced in physical form. It was therefore very important to have physical stores that could 

bring the Lego experience, which sometimes can be complex as we introduce more technology in our 

Lego sets. So we wanted to have some physical stores, especially brand retail stores, bringing a full-

blown brand experience to life.” (Interview Quote 27) 

 

Interview Quote 28 
Transcript Extract: 

”[…] fysiske butikker er især noget man gør i nyere markeder, f.eks. Kina hvor de næsten åbnede 

en butik om ugen sidste år. Og det er jo fordi især i nyere markeder hvor man ikke kender folk og 

forbrugerene ikke kender til Lego. Der er det vigtigt at kunne se det fysiske.” 

 

Transcription to English: 

“[ed.] Building physical stores is especially something you do in newer markets, e.g. China where 

they almost opened a store a week last year. And that's because especially in newer markets where 

you do not know people and consumers do not know about Lego. There it is important to be able to 

see and feel the physical aspect.” (Interview Quote 28) 

 

Interview Quote 29 
Transcript Extract:  

”[…] det også værdifuldt at have noget modbalance til nogle af de store retailers. Det er jo enormt 

vigtigt som virksomhed ikke at blive afhængig af én enkelt retailer. Så dvs. vores brand retail, DTC, 

egen webshop og retail stores de giver en god balance til det.” 

 

Transcription to English: 

“[ed.] It is also valuable to have some counterbalance to some of the big retailers. Just so that we do 

not have all the eggs in one basket. After all, it is extremely important as a company not to become 

dependent on a single retailer. So i.e. our brand retail, DTC, own webshop and retail stores they 

provide a good balance to it.” (Interview Quote 29) 
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Interview Quote 30 
Transcript Extract: 

”I sidste ende er det noget vi indirekte kontrollerer. Altså hvem vi sender vores produkter til. Så på 

den måde kan vi kontrollere i den forstand af hvem vi sender vores produkter til. Men igen vi kan 

ikke kontrollere det enkelte individ, for det er jo et open market place og der kan alle jo i princippet 

lægge et produkt op. Så vi kan jo ikke kontrollere de små ex cases, men overordnet kan vi 

kontrollere hvem vi shipper til. Hvilket er det mest effektive, og derudover kan vi også via software 

holde øje med hvem det er der sælger på de forskellige marketplaces, og om de fuldstændig 

undergraver markedet. Men det er noget vi er i gang med at finde ud af hvordan vi automatiserer på 

tværs af kanalerne og sørger for at dem der rent faktisk sælger produktet de repræsenterer legos 

værdier og lever op til dem som standard omkring brandet. Og det er ofte igennem distributionen vi 

kan kontrollere det.” 

 

Transcription to English: 

“[ed.] Ultimately, it is something we indirectly control. We decide, who we send our products to. 

(…) But we cannot control the individual, as it is an open market place. (…) but overall we can 

control who we ship to. This is also the most effective. We can also via software monitor who sell 

in the various marketplaces, and whether they completely undermine the market. We want to 

automate the monitoring across the channels, making sure that those who actually sell our products 

represent Legos values and live up to them as standard for the brand. This is often through 

distribution that we can control it.” (Interview Quote 30) 

 

Interview Quote 31 
Transcript Extract: 

“Det er faktisk noget vi er i gang med at arbejde på lige nu og undersøge. Men det er helt klart 

noget der er kommet mere fokus på. Der er også det med at du kan kun annoncere på Amazon hvis 

du har det der hedder Buy Box så det vil sige den der rent faktisk sælger produktet. Så hvis vi er alt 

for mange resellers der sælger produkter i stedet for os gør det at vi bliver lidt mere handicappet ift. 

hvordan vi kan annoncere.” 
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Transcription to English: 

“[ed.] It's actually something we're investigating and working on right now. But it is clearly 

something that has received more focus. There is also the fact that you can only advertise on 

Amazon if you have what is called Buy Box, so that is the one who actually sells the product. So if 

we are too many resellers selling products instead of us, it makes us a little more handicapped in 

terms of how we can advertise.” (Interview Quote 31) 

 

Interview Quote 32 
Transcript Extract: 

”I sidste ende er det jo op til de forskellige kanaler hvordan de prissætter. Det kan vi jo ikke 

kontrollere. Så på den måde er det noget vi prøver at holde os ude af. For det ville være ulovligt 

hvis vi gik ind og rådgav folk hvordan de skulle prissætte. Det er klart at de brokker sig, men i 

sidste ende kunne de lade være med at pricematche eller stoppe med algoritmer der sætter prisen 

ned osv. Det er i sidste ende op til dem hvordan de driver deres forretning.” 

 

Transcription to English: 

“[ed.] In the end, it is up to the various channels how they price. We cannot control that. It's 

something we try to stay out of. It would be illegal if we advised people how to price. Obviously 

they're complaining, but in the end they could stop price matching and stop using algorithms that 

lower the price, etc. It's ultimately up to them how they run their business.” (Interview Quote 32) 

 

Interview Quote 33 
Transcript Extract: 

”Det er det med at man skal passe på med at have alle dine æg i én kurv. Og det er netop derfor vi 

til en hvis grad sørger for der er en bred dækning i et marked som vi ikke kun er afhængig af én 

eller to kunder. Så på den måde prøver vi også nogen gange at bygge de mellem-store kunder op 

sådan at de kan skabe en form for balance i markedet. Og det er jo altid en balancegang. De store 

kunder vil jo også komme ind med meget større ordrer og det er vigtigt at de også er glade. Det er 

altid en balance på hvordan man distribuerer produkter.” 
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Transcription to English: 

“[ed.] This is why you need to be careful about having all your eggs in one basket. And that is 

precisely why we to some extent ensure that there is a broad coverage in a market so that we are not 

dependent on one or two customers only. We also try to build our medium-sized customers, 

increasing their share, which can create some balance in the market. It is always a balancing act of 

how to distribute products. The big customers will also come in with much larger orders and it is 

important that they are also satisfied.” (Interview Quote 33) 

 

Interview Quote 34 
Transcript Extract: 

”Nej den er meget ens. Det er jo et samarbejde. De har nogle systemer der sender nogle signaler, ift. 

hvad de tror demand er for et produkt. Vi har vores ideer om hvad demandet er. Vi kigger på vores 

meget supply vi har og på den måde er det som frist-come-first-serve på tværs af de forskellige 

retailers. Men vi prøver selvfølgelig at balancere inventory ud sådan at vi har produkter tilgængeligt 

på tværs af produkt-porteføljen og på tværs af alle retailersne.” 

 

Transcription to English: 

“[ed.] No it is very similar. It is a collaboration. They have some systems that send some signals, in 

relation to what they think demand is for a product. We have our ideas about what the demand is. 

We look at our how much supply we have and in that way it is like “first-come-first-serve” across 

the various retailers. But of course we try to balance inventory so that we have products available 

across the product portfolio and across all retailers.” (Interview Quote 34) 

 

Interview Quote 35 
Transcript Extract: 

”Ja, det tror jeg er noget man eksperimenterer meget med. Altså vi har nogle produkter der er 

eksklusive til Amazon og nogle eksklusive til Walmart til Target. Vi har en del eksklusive 

produkter til vores egen DTC. Dette er også gjort som følge af at vi ved der er forskellige specielle 

shopper profiler der shopper på Amazon vs. Walmart vs. Target. Så prøver vi at se om der er nogle 

produkter der passer til den shopper-profil.” 
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Transcription to English: 

“[ed.] Yes, I think it's something you experiment a lot with. We have some products that are 

exclusive to Amazon and some exclusive to Walmart and some to Target. We have a number of 

exclusive products for our own DTC as well. This is also done because we know there are different 

shopper profiles on the different channels, so we try to fit our products with those profiles.” 

(Interview Quote 35) 

 

Interview Quote 36 
Transcript Extract: 

”F.eks. på Amazon er der mange voksne der shopper. Så der kan det være man har en eksklusive 

som er lavet til mere til det segment, hvorimod på Walmart er det mere discount et større set som 

har flere klodser og noget value to money og hvor man bruger det til at drive noget trafik ned til 

butikken.” 

 

Transcription to English: 

“[ed.] For example, on Amazon there are many adults shopping. So there you may have an 

exclusive that is made for that segment, whereas at Walmart it is in general more discount products 

people want so a larger set that has more bricks and some value to money is better. This is also used 

to drive some traffic down to the store.” (Interview Quote 36)  

 

Interview Quote 37 
Transcript Extract: 

”Det er jo også det man siger at Lego er det man definerer som en dull-buster, dvs. det er det brand 

folk rent faktisk kommer ned i butikken efter. En dull-buster er ofte et brand der sørger for at der 

kommer meget foot-traffick så det er en fysisk butik. Der er i hvert fald et begreb for det og det er 

det Lego er. F.eks. at alle ved godt at i en legetøjskategori med eller uden Lego vil kategorien 

overordnet den vil vækste bare det at man har Lego, fordi Lego er så meget definitionen af legetøj. 

Så på den måde har vi nogle eksklusive produkter der er lavet specifikt til den enkelte retailer.” 

 

Transcription to English: 

“[ed.] People also say that Lego is what you define as a “dull buster”, i.e. this is the brand people 

actually come down to the store after. A “dull buster” is often a brand that makes sure there is a lot 
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of foot traffic to the physical store. E.g., everyone knows that in a toy category with or without 

Lego, the category overall it will grow if Lego is present in it, because Lego is very much the 

definition of toy. So that way we can utilize having some exclusive products that are made 

specifically for the individual retailer.” (Interview Quote 37) 

 

Interview Quote 38 
Transcript Extract: 

”Det kan også være en strategi, hvor nogle produkter lancer tidligere på nogle kanaler. Det kunne 

være at Mandalorian f.eks. fordi det er en tv-serie der er på Amazon prime, at Mandalorian 

produktet lancerer en måned eller to før på Amazon eller at de har de eksklusive som er relateret til 

det tv-show.” 

 

Transcription to English: 

“[ed.] It can also be a strategy where some products launch earlier on some channels. It could be 

that Mandalorian product e.g. because it is a TV series that is on Amazon prime, launches a month 

or two before on Amazon, or that they have the exclusives that are related to that TV show.” 

(Interview Quote 38) 

 

Interview Quote 39 
Transcript Extract: 

”[…] vores DTC-forretning er ofte nogen af dem der har de bedste eksklusives, vil jeg sige, og det 

hænger selvfølgelig sammen med data, at man i DTC-forretning kan man lave loyalty programs og 

e-mail marketing osv. Så vi prøver også at drive en del af trafikken til vores DTC-forretning. Så det 

er helt klart en stor del af vores strategi.” 

 

Transcription to English: 

“[ed.] Our DTC business is often those who have the best exclusives, I would say. It is related to the 

utilization of the available quality data because in DTC business you can do loyalty programs and 

e-mail marketing, etc. So we also try to run a lot of the traffic to our DTC business. So that's 

definitely a big part of our strategy.” (Interview Quote 39) 
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Interview Quote 40 
Transcription in English: 

“[ed.] I think the main benefit is access to a very large pool of shoppers. Access to what is 

becoming one of the world’s largest make-self-service media platforms. And the third thing is that 

it is multi-category so we can put or products in a place where people are not just coming for toys 

but they are coming for lots of things and make ourselves relevant. And also they are the best at e-

commerce at this point of time. And as the market ships more to e-commerce they are in a really 

strong position.” (Interview Quote 40) 

 

Interview Quote 41 
Transcription in English: 

“[ed.] I think a disadvantage is the size of their platform means that a large portion of our businesses 

are shifting, which gives us naturally less control over our business. (…) the fact that they are so 

dominant is great is some respects, but it is dangerous in others. So we have become more dependent 

on them for their media, advertising investment and revenue. And it is very by market. It is probably 

more so and more true in the Americas because the market structures than it would be in Europe 

nonetheless.” (Interview Quote 41) 

 

Interview Quote 42 
Transcription in English: 

“[ed.] We are not a large company in revenue terms if you compare us to many of the world’s great 

brands. But we have a very unique brand, which is known as well as Coca Cola or Nike. So I am 

not sure we have to fight to maintain relevance on Amazon, at least not on a brand level.” 

(Interview Quote 42) 

 

Interview Quote 43 
Transcription in English: 

“[ed.] I think where it becomes a factor is more on a product level, so how do we make sure that our 

products are relevant in searches or in shopper-exploration that people are doing and how do we link 

our products to that journey of shoppers. (…) We resolve that by looking very carefully at our page 

design and the copy we use to make sure that it is relevant to searches. We use paid search and paid 

display to promote our products and to improve their organic discount reliability. But our main focus 
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is really on making great products, which get a lot of reviews and a lot of positive reviews. I think 

we’ve got no products on Amazon right now which are below 4 stars.” (Interview Quote 43) 

 

Interview Quote 44 
Transcription in English: 

“[ed.] For the proactive approach we have hired an external partner who helped us file at scale 

infringement actions on Amazon, which leads to be taken down and we look at that based on 

situations of direct violation of our trademark. These are easy to deal with (…) The bigger challenges 

are infringement products which are not legally countered from a AP standpoint, but which try to 

mimic our products both on how they appear but also how they are advertised. The way we resolve 

that is by making sure that our products are on the first page of results by having very successful 

performance marketing strategies as well as by looking very carefully at those sort of copy we have 

on particular pages and so on. And then I think the third is to continually to talk to Amazon about it.” 

(Interview Quote 44) 

 

Interview Quote 45 
Transcription in English: 

“[ed.] This is a simple answer. We do not influence price, so we don’t do anything.” (Interview 

Quote 45) 

 

Interview Quote 46 
Transcription in English: 

“[ed.] I am not sure that we do win the buy box. And we are not interested in influencing the price. 

What we are trying to do to is to monitor and understand it, and make sure that we are only advertising 

products that we are winning the buy box for. We also work with Amazon make sure that we have 

good levels of inventory on particular products. (…) So it is something that we think about but not as 

something we have, we can or should action very much.” (Interview Quote 46) 

 

Interview Quote 47 
Transcription in English: 

“[ed.] We are probably just starting to think about reseller policies. We have not made a lot of 

progress with reseller policies yet, partly because it is difficult to influence, it is difficult to make 
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choices to implement. So I think the reason to have a reseller policy is that you want to ensure that 

the product being sold are legitimate products, that they are not entering the chain through fraud or 

theft or counterfeiting which can happen. But one of the issues with an authorized reseller policy is 

that you are removing opportunities for others to sell your products and I am not sure that we 

should be doing that. So I don’t think we have a clear answer yet on how to handle that question or 

what that evens mean to our business. So can’t really give you a better answer there, sorry. 

(Interview Quote 47) 

 

Interview Quote 48 
Transcription in English: 

“[ed.] A couple of ways. Where we have a direct relationship with, let’s say smaller toy stores or 

smaller toy distributers, we will work with them to make sure that they are receiving the right 

inventory and not too much of something. And we are a sell-out focused company so we try to 

avoid selling people stuff that we don’t think they will be able to sell. It is just our operating model. 

But if you just look at the total market-level I think we plan like that. So you’re just looking at how 

much products you are selling into the market in general and how well that aligns to what you see 

from the demand. (Interview Quote 48) 

 

Interview Quote 49 
Transcription in English: 

“[ed.] Cause the products can arrive on Amazon in many different ways. One is directly, one is with 

wholesalers that we sell our products to are selling it on Amazon and the third is simply a consumer 

that chooses to sell our products on Amazon which is also fine. So it is a little difficult to be sure 

about, which is why you think about it on a market level and not something else. (Interview Quote 

49) 

 

Interview Quote 50 
Transcription in English: 

“[ed.] One is that we plan very carefully with them around our novelty launches. Two is that we exit 

products and we stop shipping those products when we exit them. And we make sure that the products 

which are active (…) are available in adequate volumes to try meet the requirements of Amazon. It 

does not always work (…), but from a inventory standpoint, just keeping a close eye on your product 
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catalogue and making sure that you’re exiting items and flowing in new items. But not something we 

have a particular challenge with, because most of our products life cycle are less than 18 months.” 

(Interview Quote 50) 

 

Interview Quote 51 
Transcription in English: 

“[ed.] I probably cant. I would have to check but I don’t think so. The information is not publicly 

available so that is why I can’t share that with you. What I would say is that Amazon is an 

important part of our broader channel mix and we are seeing growth in that channel. (Interview 

Quote 51) 

 

Interview Quote 52 
Transcript Extract: 

”Ift. listing placeringer (…) Amazon handler naturligvis om at tjene penge, og designet er lavet 

efter det. Det betyder, at hvis dit brand f.eks. har rigtig gode søgeord til bestemte produkter, men du 

aldrig sælger noget, ender brandet sandsynligvis på en side, som ingen nogensinde ser. Men hvis du 

har en god omsætning på Amazon, vil du højst sandsynligt opleve at bevæge dig længere op, og 

hvis du desuden er god til at bruge de værktøjer, Amazon leverer, vil dette være meget interessant.” 

 

Transcription to English: 

“[ed.] In addition to listing rankings (…) Amazon is of course all about earning money and the design 

is made after that. This means that if your brand e.g. have really good keywords to certain products 

but you never sell anything, the brand will most likely end on a page that nobody ever sees. However 

if you have a good turnover, you’ll probably experience moving further up.” (Interview Quote 52) 

 

Interview Quote 53 
Transcript Extract: 

Jeg blev en del af vores Amazon team for 2,5 år siden – for 4-5 år siden har Amazon en lille 

brøkdel af vores forretning globalt, så der valgte man i USA at lave noget der hedder the Amazon 

Excellery Project som basacilly bare er hvor man tager forskellige ressourcer rundt omkring fra 

virksomheden som er dygtige og isolerer dem for at accelerere Amazon. Det her var specifikt i 
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USA. Og så efterfølgende er det så vækstet til vores nok største kunde globalt. Så vi startede sådan  

for 5 år siden, og det er først rigtig begyndt at skalere de sidste 3-4 år. 

 

Transcription to English: 

“[ed.] I became part of our Amazon team 2,5 years ago. 4-5 years ago Amazon was a small fraction 

of our business globally, so in the US they chose to make something called the Amazon Excellery 

Project, which is basically where Lego gathered different people and resources from around from 

the company that are skilled within e-commerce and Amazon and isolated them to accelerate the 

work with Amazon. This was specifically in the United States. And then subsequently it has grown 

to our probably largest customer globally. So we started this 5 years ago and it has only really 

started to scale the last 3-4 years. (Interview Quote 53) 

 

Interview Quote 54 
Elaborating comment from Moestrup (on Messenger) when asked why particularly Lego as a 

brand would be good at answering the research question: 

First of all LEGO is by many regarded as one of or the most loved brand in the world while at the 

same time being the second largest toy brand too. This naturally mean that LEGO as a company is 

regarded as being extremely important if you want to drive "foot traffic" to your physical of digital 

stores. This naturally gives LEGO the power to be able to set requirements when it comes to how the 

brand is portraited on retail platforms and decide what products are available on what channels.  

 

On the other hand LEGO also has a large interest in being present where shoppers and consumers 

(kids) are, however that does come with certain requirements. It's always a dance when you enter 

partnerships with retailers, however LEGO has the power of the brand behind them which naturally 

means that we can maintain a high-level of control. If you go on any retailer we will be the ones who 

manage the product detail page content, the stores and also most advertising is driven by us - this 

naturally leads to control and ensures that we can deliver a brand experience that meets our very high 

standards. In that way we are definitely in a unique situation, however other brands have that control 

too, at least when it comes to advertising and content.  

 

Of course we cannot control prices, since that is up to the retailers, however we also are part of 

processing orders / planning supply, which naturally means that we can make sure that the market 
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does not get overflown with certain products - managing the product mix is very, very important, 

since it is not in LEGO's interest or any retailers interest to end up in a race to the bottom.  

 

So by considering all of the above it is very much possible to grow sales on any retail platform and 

especially on Amazon since we are being given A LOT of control while still maintaining control and 

deliver an exceptional brand experience for the shopper. 

 

 

 

 

 


