WHOSE BRAND IS IT ANYWAY?
COMPANIES BATTLE CREATIVE CONSUMERS.

LET™S sAY YOU MANUFACTURE WIDGETS. A clever customer has turned your
widget into a hood omament. Now there’s a website showing others how to do it.
I= this good news or vour worst nightmare? Bentley Professor Pierre Berthon
is stludying the “creative consumer”™— a phenomenon fueled by the Internet
that poses hoth i.:h;l"l.rrlgq'r-' an {:|r[}¢:|:|'tuni1i1r.-'- for 1'!;]I'I'I|I.'_!rli{.'.'-'- IZ|.l':-'-|H!'I'T;I|I..‘I'_'|' I|‘_'|."mg

[ (W] |J-r-u1:'.::l their brands.
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feaching, reearch and coninlling work forus an e-commerce, maerkaling and management decisron making.
s most recent paper discusses managerinl approaches be dealing swith crealive consiirmers,
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BY <CREATIVE CONSUMER," DO YOU MEAM
FEQPLE WHO MAKE FURNITURE OUT OF
FEDEX* BOXES OR CREATE THEIR OWM
ADS FOR STARBUCKS®?

All of l||1- ;,||ml|1'! jl.l:-l ll1i|||n;. ."l‘lulli:u-l:':I
+ Diet Coke™ on YouTube., Creative
consumers have been transloming,
changing and adapting brands for
ages, Today, thanks to the Internet,
they have a global audience.
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WHAT HAVE YOU LEARNED ABOUT
THEIR MOTIVATIONST

They want o get noticed, o sulwer
the brand message, and most of all,
simply to have fun.

b0 COMPAMIES FEEL THREATENED BY
UNAUTHORIZED INNOVATIOMN?

Sure. Many try lo prevent consumens
from being too clever with their products.
'nm:r i, |.|I|'I|:|:_:|I:1| l||:_:l wizhailes eodne
dhown. Thiz usually backlines, by the way.
HOW SHOULD COMPAMNIES DEAL WITH
CREATIVE CONSUMERS?

Fin-l, Ihq'_l. shoaaled b more AWare of
what's happening. Then. they should
ask themselves, is this an opportunity
for us? Il the consumer invenlivencss
isn'l dangerous, perhaps it should be
recognized. .. even embraced.

50 COMPANIES CAN GET CREATIVE, TOODT
“r[‘-.'l.':- BT ] |r|"1'|.r|1|.n Iln-!q:“ru; 1!"-“-
yoursell TV ad competitions. That's
an .'I:II1'IJI|r|: [[}] l'“-tll“ the creative
CON=imer.

IN OTHER WORDS, BRAND MANAGERS
ARE BEGINNING TO LOOSEN UP?

Like: it or not, the brand is alneady out
of theeir contml, Consumers ane 11’||IJ;,||
pariners naow!
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