
Analysis of how LEGO manages key organisational functions. 
The LEGO  group is one of the most well known toy  company globally. I have personally interacted with this company through face to face sales and through its digital platforms. My firsthand experiences from LEGO include buying sets, engaging with the online community, and exploring and researching its retail environment, which have offered an insight into how the company runs internally and how its management practices shapes its organisational structure, culture, and performances. Taking information from these interactions, along side class discussions on organisational theory, this analysis shows LEGO organisational structure, leadership approaches, employee motivation, and internal communication ( Weeks, J. R. & Duke, L. S. 2021)
Personal observations of Lego as a customer.
My interactions with LEGO have always been through its retails stores and its official website, LEGO.com. In both spaces, several organisational practices become visible from the outside. The first one being the customer centric design, LEGO stores are highly interactive, as they include play tables, multiple display walls, and the ability to create custom mini-figures that you can create to your personal style. This to me suggests the company’s culture prioritises the user experience and engagement. The second personal observation I found was the consistency in the quality and productivity innovation for their products. Across the different sets, from the classical brick themed collections such as the LEGO Star Wars collection, LEGO always keeps consistent quality of products. This signals a strong internal quality control with coordination between the designs, manufacturing, and marketing strategies. Although these observations are from the customers perspective, they illustrate the visible outcomes of an integrated internal organisation function (Aksel H. Haug and José A. Carrillo 2022). 
Organisational structure and leadership 
LEGO operates using a divisional organisational structure, grouping activities around the major product lines and regional markets ( Anderson,P. Ross, J.W 2016). During the early 2000’s the company experienced a near crisis. LEGO then reconstructed the company into a more decentralised model, enabling a much faster innovation and clear accountability ( Robertson & Hjuler, 2009). Creating this structure they had to include, a better product development and design team, improving there operations for manufacturing, a digital customer service experience. Having this divisional structure it allowed LEGO to adapt the product lines to fit the demands of customers needs while also keeping the global brand consistency. To do this LEGO offered educational decisions to improve the customers needs such as, a technic division, educational devision, and a digital division. From personal observations, the clarity of the product segmentation can be visible on the website, where the product categories and services clearly are managed by a specialist team( David C. Robertson & Bill Breen 2013).
Leadership style 
LEGO is very well known for a participation and innovation driven leadership style. The suggests that the leadership fosters creativity while also ensuring strategic discipline. When the CEO  of LEGO Jørgen Vig Knudstorp took over the finance department during the crisis in 2004, he transformed the leadership approach by motivating employees, streamlining processes, and reemphasising creative values (Oliver, 2017) The new key leadership development he created included empowerment and autonomy this meant that employees could have the freedom and opportunity to develop and experiment new concepts for LEGO sets. Another thing he created was the cross functional collaboration concept which encourages teamwork between designers, engineers and marketers. These leadership approaches had created a culture In the company where innovation and stability can coexist for supporting LEGOS identity globally ( Haug, A, & Carrillo, J, A,  2022)
Employee motivation and job satisfaction 
Based on organisation reports and employee testimonials I found during my research, LEGO is widely recognised as an employer with strong commitment to employee motivation. LEGO does this by providing employees a playful and collaborative culture where they are encouraged to “build, test, repeat”. There have been offices created with open spaces, creative studios, and demonstration rooms that allow different teams to interact with various products. This creates a environment that increases motivation by creating opportunities for self expression and exploration. By having this motivational method LEGO adopted a rewards system that align with the intrinsic and extrinsic motivation theory. This means that the company has used feedback loops from employee listening programs, which allow workers to express concerns or propose improvements, to create a job satisfaction for employees. LEGO also offers a work life balance to employees, they emphasise on family- friend policies, which include flexible working hours and support for parental leave. This doesn’t only improve moral but also aligns with the company’s brand identity by being a family oriented organisation. LEGO’s learning and development programmes emphasise a long term career growth path. There employees are encouraged to undertake workshops, leadership training, and cross department projects. This aligns with the Maslow’s hierarchy of needs by providing opportunities for self improvement which is critical for motivation and performances ( Larsen, H.H. 2010) 
Internal communication and perception of roles 
LEGOS internal practice communities are structured for clarity, inclusiveness, and strategic development. The company uses a digital collaboration platform for departmental communication, monthly town hall meetings to share updates and have briefings, and cross functional meetings to ensure coherent communication between marketing, design, and the production teams. Having these practices can help minimise communication barriers and can foster transparency. As a customer, they can experience this indirectly through a consistent brand message across their products, customer service and online content which as instagram and TikTok. This is an indicator that  internal communication channels are functioning efficiently. LEGO have an important production development called role clarity, this is where designers, engineers,  and marketers can collaborate to produce any engaging sets while manufacturing with the safety standards ( Hansen, M.T, & Birkinshaw, J, 2007) 
Broader organisational environment and culture 
The culture of LEGO is built around creativity, learning while also playing, sustainability and community engagements. Students  frequently reference LEGO as an example of a very strong concept for organisational culture that can drive performances ( Hatch & Schultz, 2008).  LEGO hold three  key cultural values, such as the playfulness which is seen in the design of different workplaces and the work process, the innovation which is when the employees are encouraged to experiment and take a calculated risk, LEGO aims to fully sustain their materials by 2032 and had already started investing in biodegradable materials. 
External environments 
I conducted my research for the external environments by using the PESTLE factors. The political factor is that LEGO must comply with international safely regulations. The economic factors are that the global inflation and changing consumer spending affect toy sales, however LEGO has maintained their strong growth due to the brand loyalty. The social factors are that there is an increasing emphasis on learning supports by STEM for LEGO technic, windstorms and the educational sets. The technological factor is that LEGO has invested heavily in digital platforms such as apps. The legal factors indicates a strict product safety laws which shape the manufacturing process overall. The final factor is environmental this creates pressure for LEGO to have eco-friendly products as there has been a high driven demand to create sustainable products and initiatives. All these external factors have shaped LEGOS strategies which push the company to innovate and remain responsible and keep adapting to the global economy. 
Conclusion
LEGO’s effective management of their key organisational skills and functional structure, leadership, motivation, communication, and culture has enabled the company to maintains a global success and resilience in the competitive market. A customer’s observation reinforces an academic insight as the brands consistency, innovation, and strong identity are visible results of a very strong effective internal process. LEGO’s leadership style can foster creativity, supports their employees wellbeing, and encourages collaboration, which contributes to a high job satisfaction and strong organisational performance. Overall LEGO demonstrates how an organisation can use its internal functions with it’s mission of inspiring creativity and learning through the playing of LEGO. 
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