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(e.g., Hienerth et al., 2014 ; Raasch and von Hippel, 2015;
Gambardella et al., 2016)
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Adult Fans of LEGO

https://www.instagram.com/explore/tags/afol/
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(e.g. Prahalad & Ramaswamy, 2004; Jensen, Hienerth & Lettl, 2014;
1enerth, Lettl & Keinz 2014; Schlagwein, & Bjorn-Andersen, 2014)
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