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Branding Magazine is delighted to introduce a 

new monthly feature in which industry leaders 

discuss key branding issues and opportunities: 

The Branding Roundtable.

This month’s topic is the much ban-

died about, but not always under-

stood, concept of brand co-creation. 

Chuck Kent, our moderator, interviewed 

Scott Davis, Chief Growth Officer at 

Prophet, Dominik Prinz, Director, Strat-

egy at Interbrand and Jorge Aguilar, 

Executive Director of Brand Strategy at 

Landor.

http://www.brandingmagazine.com/author/chuck-kent/
http://www.prophet.com/about/leadership/davis
https://www.linkedin.com/pub/dominik-prinz/33/2b/522
http://landor.com/%23%21/about/people/jorge-aguilar/
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Chuck Kent, Branding Roundtable Moderator

The general concept of co-creation has been discussed 
for nearly 15 years (many citing as a first mention 
“Co-Opting Customer Competence”, Prahalad and Ra-
maswamy, HBR January-February 2000).

How do you define brand 
co-creation today?

Scott Davis, Prophet

[Co-creation means] engaging and partnering with all 
of the stakeholders, internally and externally, that will 
ultimately either have to bring the brand promise to life 
or will get to experience the brand’s promise firsthand. 
Brands developed in a vacuum are generally dead upon 
arrival as there is often lack of alignment, buy in, under-
standing and engagement across those that are critical 
to the brand’s success.

Dominik Prinz, Interbrand

At Interbrand, we have developed the language “B&C” 
and “B&B” to describe the significant shift under which 
business and consumers are now working together to 
create brands. Simply put, brand owners cannot rely on 
dispatching messages from the business to consumers 
anymore. They must shift the perspective from commu-
nicating to collaborating with consumers. No longer is 
the “B2C and B2B” paradigm consistent with how mar-
kets operate: consumer-created content and conversa-
tions are powerfully steering brand image, reputation 
and choice. 

Involving and engaging the various audiences 
a brand interacts with must be a mindset, fully 
ingrained into a brand’s DNA, though. Having 
your customers develop the next super-bowl 
ad might be a good way to create buzz and con-
sumer participation. And the Nike ID solution 
that lets your customers design their own, per-
sonal running shoe is a great tool for custom-
ization. But these examples do not reflect an 
“always on” philosophy of co-creation; they are 
effective, yet simply one-off, marketing tac-
tics. In today’s world, co-creation must enable 
a brand to continuously transform and evolve, 
making it more approachable, smarter and, ul-
timately, more relevant.

Jorge Aguilar, Landor

Co-creation is not only the way brands are cre-
ated, it’s also about how they are refined over 
time. Co-creation is a melting pot of ideas 
with a purpose; it is an opportunity to create 
engagement. Co-creation is a requirement 
to be successful in today’s market. This view 
on co-creation is based on two fundamental 
premises: First, consumers expect a different 
relationship with brands. Consumers expect 
collaboration and dialogue. They expect to be 
involved in how the brand is defined and how 
it acts. It’s not a one-way street anymore. Sec-
ond, great ideas come from multiple places and 
perspectives. The great ideas we see emerging 
today are frequently a product of collaboration 
versus insulation.

https://hbr.org/download/co-opting-customer-competence/R00108-PDF-ENG/R00108-PDF-ENG.PDF.
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Chuck Kent, Branding Roundtable Moderator

Co-creation is often referred to as a tactic, such as 
crowdsourcing creative, but... 

Does co-creation have a more 
strategic role?

Dominik Prinz, Interbrand

We believe there is an increasing need for “creative con-
sulting” – high-level creative leadership to help busi-
nesses control the torrent of insights and ideas they 
receive from their audiences, weed out the impractical 
from the ingenious, and recognize and nurture the best 
from within the never-ending stream of information. 

That said, the customer has always informed brand po-
sitioning. 

Jorge Aguilar, Landor

Defining co-creation as a tactic, such as a social plat-
form or online community, is a very narrow definition. 
The “how” is not as important as the “why.”

Co-creation plays a foundational role in helping brands 
think broadly about their consumer base and the envi-
ronment they live in. Co-creation helps brands uncover 
opportunities from multiple perspectives. It can be ap-
plied to multiple business and branding problems, from 
positioning, customer experience, and innovation.
The power of co-creation for branding is that it helps 
brands become more human and real. Because with-
out external dialogue, positionings tend to get cluttered 
by internal beliefs, corporate language, and the legacy 
of the business. By including outsiders in the process, 
brands have an opportunity to pull from a richer canvas 
and be more relevant to today’s crazy environment that 
we live in.

Scott Davis, Prophet

Co-creation is not a tactic, it is a strategy. Co-creation is 
not episodic. It should be an integral way of successfully 
managing the customer-facing part of your business. You 
look at companies like P&G, General Mills and IBM and 
they are as dependent on their myriad of external stake-
holders to get the innovation, brand strategy, advertising 
execution, etc., as they are their internal functional lead-
ers. They realize that co-creation not only gets you closer 
to the right answer – as the truth is often found beyond 
the company’s four walls – but also builds a community 
of “owners” invested in the outcome of their efforts.

Scott Davis, Prophet
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Chuck Kent, Branding Roundtable Moderator

Should brands initiate the 
process with a “positioning 
1.0” that they then ask 
consumers to iterate, or is it a 
more fluid process? 

Jorge Aguilar, Landor

This is not an either-or question. While there is value in 
approaching positioning as a blank canvas, there is also 
value in presenting ideas to consumers so they can re-
spond to and build on them. 

Co-creation can play a different role at different stages 
of the brand development process. From our perspec-
tive, when presenting a “positioning 1.0” it is imperative 
to go beyond a traditional positioning statement; we have 
found that they are very hard for consumers to under-
stand and place in context of their everyday lives. We typ-
ically use prototypes that articulate different positioning 
directions in an experiential way. It’s the difference be-
tween looking at blueprints versus 3-D renderings of a 
house. The latter provides a better perspective on what 
it is that consumers are buying.

Dominik Prinz, Interbrand

Very rarely do managers lock themselves into a confer-
ence room, sealed off from the outside world, and craft 
their brand’s positioning on a sheet of paper in total iso-
lation. 

Consumers are normally part of that process in one 
way or the other. So in that context, “co-creation” is not 
a new concept – it’s just calling the iterative process of 
positioning development by another name.

What has indeed changed, though, is when and where 
brands engage their key audiences in this process. It 
happens earlier and more frequently, because digital 
technology such as online communities makes it easier 
to tap into the wisdom of the crowd.

Scott Davis, Prophet

We like to get co-creators involved early in the process 
to help explore the boundaries and extremities of where 
a potential brand can and cannot go. Getting to rich po-
sitioning territories, leveraging a myriad of inputs early, 
guarantees you have exhausted the potential of finding 
the big brand idea that is valued, credible, differentiat-
ed, sustainable and fits with a company’s capabilities 
and strategy. As you continue to narrow in on positioning 
possibilities, you need to declare what segments of the 
market you are going to disproportionately win with and 
double down on co-creating with them, while still being 
cognizant of other co-creator entities that can help you 
shape the final positioning.

Dominik Prinz, Interbrand
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Chuck Kent, Branding Roundtable Moderator

How do you define the ideal set 
of brand co-creators?

Dominik Prinz, Interbrand

First of all, I believe that co-creation only yields all of its 
potential benefits if it spans across and involves multi-
ple audiences. If you limit it to a dialogue with your cus-
tomers, you’ll probably miss out on a depth of additional 
ideas and perspectives that could just happen to be the 
key insight you were looking for. For example: Organi-
zations that take co-creation seriously should look for 
rejecters, extreme users, hackers, bloggers – recruited 
from existing customers, employees, suppliers, partners 
and cross-industry influencer groups. 

We live in a connected world where expectations to-
ward an organization and the experiences it provides are 
shaped by the collective interactions we have with other 
brands, from other industries. The set of co-creators you 
are engaging should be able to give you that holistic per-
spective.

Scott Davis, Prophet

In an ideal world, you would get input from a wide variety 
of co-creator cohorts, including leadership (key board 
members, entire C-suite, geo/BU leaders, etc.); employ-
ees; past, current, and future customers; others in the 
value chain; and outside thought leaders/experts. This 
is the ideal world. In reality, if you can get co-creation 
collaboration from half of the list above, you will most 
likely succeed.

I really like getting to past/lost customers and pros-
pects as well as functional areas like customer service/

call center to get to insights you will not get from man-
agement or current customers. Also, there are always 
a few board members that will surprise you with how 
in tune and insightful they are relative to the brand and 
perspectives on its positioning.

Jorge Aguilar, Landor

It depends on the opportunity at hand. Typically, we look 
at enrolling co-creators that bring five different perspec-
tives: consumer, company, competition, technology, and 
business model. We love the consumer perspective, but 
it is only one lens. We often find that internal stakehold-
ers bring valuable ideas that are hidden deep inside or-
ganizational silos and corporate hierarchy.

Looking at business model levers (for example, pricing 
models, alliances) that are disrupting different catego-
ries also yields interesting avenues to pursue. Depend-
ing on the stage of the development process, it is useful 
to bring in a tech and R&D perspective to solve for the 
complexities of making things real. Creating ideas is of-
ten the easiest part in the journey.

Jorge Aguilar, Landor
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Chuck Kent, Branding Roundtable Moderator

What do you see as the biggest 
benefits of brand co-creation?

Scott Davis, Prophet

Alignment, buy-in, higher probability of success, inter-
nal and external advocacy, and greater likelihood to pur-
chase if involved and engaged.

Jorge Aguilar, Landor

There are three main benefits of brand co-creation: ex-
pansion, enrichment, and engagement. Co-creation 
expands the brands’ view of the world and the oppor-
tunities that exist within. Co-creation enriches organi-
zational knowledge and innovation pipelines. And finally, 
co-creation drives engagement with stakeholders, often 
the most avid users of the brand. Co-creation is a pow-
erful tool.

Dominik Prinz, Interbrand

One of the biggest benefits of co-creation is access to 
unexpected insights that stem from the intuition and im-
plicit knowledge of the people you start engaging with. 
But that in itself is not a new concept. If you think about 
it, a focus group that was held 30 years ago, or a sugges-
tion box in a hotel lobby pretty much does a similar job 
for brand. 

What makes modern day co-creation truly powerful is 
the immediacy by which we can get real-time feedback 
through social & digital media and online communities. 
That offers risk reduction, increases speed to market, 
and unlocks huge efficiencies throughout the develop-
ment process.

Another key benefit is the level of engagement that can 
be created by involving, for example, customers or em-
ployees. People feel easily empowered, become invested 
and ultimately advocate for the brand if they feel appre-
ciated and taken seriously.

What makes
modern day
co-creation truly
powerful is the
immediacy by
which we can get
real-time feedback

Dominik Prinz, Interbrand
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Chuck Kent, Branding Roundtable Moderator

What do you see as brand 
co-creation’s biggest problems 
or risks?

Jorge Aguilar, Landor

Co-creation needs to be thought through from beginning 
to end, because without a comprehensive perspective, 
brands end up with lackluster results and a disgruntled 
co-creator base. 

Internally, brands need to define how they are going to 
capture, analyze, and prioritize ideas. Brands cannot do 
everything at the same time, so a clear process that clar-
ifies expectations and requirements is fundamental. 

Externally, brands need to define how they will engage 
with co-creators, how their ideas will be prioritized and 
used, and what co-creators will get in return. Money is 
not the only incentive for co-creators. Recognition, gam-
ification, and achievement are also effective ways to en-
gage the most passionate consumers of a brand.

Dominik Prinz, Interbrand

I think that it is tempting to “hand over the keys to the 
kingdom”. Brands can become dependent on co-cre-
ation and rely on an “outsiders” ability to outsmart them.

Brands need to keep in mind that they remain the ones 
that need to interpret the information that’s been given 
to them, turn it into true insights that help them to an-
ticipate needs. In that context, co-creation should always 
enrich an organization’s existing ideas and point of view 
- but never replace it.

Another risk is that brands fall short on creating the 
right infrastructure for co-creation. In order to fully 
harvest all of the benefits, an organization must focus 
better connecting different departments – from Market 
Research, to Product Development, to Marketing, Sales 
and Service. Plus, the necessary skill set of the people 

 Without a 
 comprehensive 
 perspective, 
 brands end up with 
 lackluster results 
 and a disgruntled 
 co-creator base. 

Jorge Aguilar, Landor

working in those departments has changed. We live in a 
world in which businesses and consumers are increas-
ingly overlapping, with consumers co-creating brands 
in a shared space. Therefore, brand managers need to 
focus less on regimenting or educating consumers, and 
focus more on understanding, influencing and engaging 
them.

Scott Davis, Prophet

It generally takes longer to get to an answer as you are 
trying to maximize inputs and co-creation potential for 
success. If there are disconnects internally and external-
ly as what the brand stands for today, the amount of ef-
fort to get to an aspirational state may vary dramatically.
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Chuck Kent, Branding Roundtable Moderator

Is co-creating a brand dependent on having a rabidly 
pre-engaged brand community, or can co-creation help 
develop a community from scratch? In short...

Is co-creation appropriate 
for any brand, or only some 
brands?

Scott Davis, Prophet

Some form of co-creation is appropriate for any brand 
positioning effort. I am currently using co-creation tech-
niques for a company where the minimum purchase 
price of their entry-level offering is $20 million. While 
appropriate for any brand positioning effort, the degree 
of co-creation will vary dependent on the target audience. 
If you are branding a product or service that is directed 
to the C-Suite in a BTB context, the level of engagement 
you can get to co-create may be limited, just tied to their 
time restrictions

Jorge Aguilar, Landor

Co-creation, in its broadest sense, is a must for brands 
today. Any brand that thinks it’s too secret or too cool 
for school is missing the point on engaging stakeholders 
in a broader journey. This does not mean that consum-
ers dictate the future of the brand. It means that differ-
ent perspectives are included to enrich the overall value 
proposition of brands. Co-creation is not about seeking 
approval, but about uncovering opportunities. Big differ-
ence. 

Dominik Prinz, Interbrand

Again, if we think about co-creation as an attitude or phi-
losophy rather than a simple tactic, then it is definitely 
not only relevant, but a necessity for every single brand.

Younger brands and those that are just entering the 
market can and should use it to make sure they’re do-
ing the right thing, for the right people, at the right time. 
For them, it is essential that they not only avoid (costly) 
mistakes while going to market. Plus, they also want to 
build a large following, quickly. Involving and engaging 
consumers across all touch points can help with both.

On the other hand, the somewhat more mature brands 
that are already established need to contiuously evolve 
and make sure they tap into their existing communities 
to get smarter and to develop better products, services 
and experiences.

While appropriate
for any brand
positioning
effort, the degree
of co-creation
will depend on
the target audience.

Scott Davis, Prophet



BRANDING MAGAZINE / may 2014

| The Branding Roundtable

11

Chuck Kent, Branding Roundtable Moderator 

Is brand co-creation equal 
in benefit to both brand and 
consumer?

Scott Davis, Prophet

I believe the brand is reaping more tangible benefits of 
co-creation than are the consumers, although an argu-
ment can be made that the consumer is building prod-
ucts, promises or ads that are customizable to their 
specific needs – that is valuable. However, that does not 
always lead to a sale. The Tesla ad created by two [re-
cent] college grads that cost $1500 is a great example 
of co-creation where the company, which does no adver-
tising, reaped the earned media benefits of their efforts. 
The college grads did get a meeting with Elon [Musk, 
Tesla founder], so I guess there was some reciprocity 
there.

Jorge Aguilar, Landor

Co-creation is a win-win for brands and consumers, but 
I don’t necessarily see a requirement for it to be a one-
to-one exchange. At its core, brands need to make con-
sumers (and contributors in general) feel rewarded for 
their inputs and perspectives. However, rewards come 
in many forms: they do not have to be financial. Social 
status, recognition, and individual achievement go a long 
way. 

Dominik Prinz, Interbrand

Co-creation has to be designed to be mu-
tually beneficial. If it’s not – it won’t work. 
Audiences are very sensitive to disingenuous 
attempts to take advantage of their collec-
tive wisdom, so brands that want to benefit 
from co-creation need to make sure it is an 
equally valuable experience for those partic-
ipating.

That said, the benefits for brands are prob-
ably more obvious at first glance, and I’ve 
mentioned them earlier. For all the stake-
holders on “the other side”, benefits that 
co-creation offers span from self-realization 
that comes from engaging and being rec-
ognized for being an active contributor, to 
very practical rewards. For example finan-
cial benefits, early access to new services or 
products, the sheer fun of participation – or 
an improved brand experience in general. 
And don’t compare apples to oranges: as a 
brand, you want to make sure you under-
stand what triggers the highest involvement 
from your diverse audiences.
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Chuck Kent, Branding Roundtable Moderator

Can you share a brief example 
of co-creation from your 
practice?

Scott Davis, Prophet

As a new player in an overcrowded, commoditized 
market, The Cosmopolitan of Las Vegas leadership 
team faced an uphill battle... bringing to market a 
new offer in the face of a severe global economic 
downturn... [and as] an independent, single-prop-
erty competing against a host of well-established 
companies possessing multi-property portfoli-
os... [To top it off, there were just] 15 months... to 
create a compelling new vision for the offer. 

Co-creation played a large role [as the client]... 
and Prophet teams worked in partnership to 
transform the entire casino-resort experience. 
We leveraged a variety of tools... that enabled us 
to gather insights from a range of stakeholders, 
including immersion and ideation sessions with 
key company executives; co-creation and inspi-
ration workshops with experts from the industry; 
validating ideas with customers; and developing 
and testing new concepts in market. 

The resort launched to acclaim from hospital-
ity experts and customers… [and] in 2013 it was 
named to Travel and Leisure’s “World’s Best Ho-
tels” list.

Jorge Aguilar, Landor

We use co-creation in different ways and at different 
points in the brand development process. Typically, we 
leverage offline groups and co-creation workouts to gen-
erate different positioning directions for our clients. We 
bring as many different perspectives to the table as we 
can to diverge as much as possible early in the journey. 
The energy in the rooms is great to fuel creativity in all 
of us. On the back end, we incorporate online co-cre-
ation platforms for consumers to not only react to our 
positioning directions and prototypes, but also co-create 
with a narrower focus. We find that the combination of 
online and offline tools are more powerful than relying 
on a single type alone. 

Dominik Prinz, Interbrand

I often refer to a somewhat unconventional example of 
co-creation – which actually lives outside of social or 
digital media, yet is very powerful. 

Under the name of ‘Shokti Doi’, Danone launched a 
product in 2006 in rural Bangladesh. It is yogurt with high 
nutrients, intended for undernourished children. The in-
novative co-creation component is that product develop-
ment was based on local insights and that product dis-
tribution is handled by local women to offer them a way 
out of poverty. This is an interesting model – because it 
creates new markets for a brand while at the same time 
addressing and solving a social issue for consumers.

This is brands and people working together to creating 
new solutions and to create systemic change. And those 
are the examples where co-creation truly shows its mus-
cles.
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Chuck Kent, Branding Roundtable Moderator

Finally… the founder of crowdsourcing agency Victors & Spoils recently wrote, in 
forecasting changes to their creative co-creation model, “It is our vision that every 
brand and agency must stay relevant by reorganizing around the power of digital 
democracy, involving people everywhere in the creation process, or risk their very 
existence.”

Do you see co-creation as mandatory going 
forward, for your firm and your clients?

-

Dominik Prinz, Interbrand

Short answer. Yes! 

The somewhat longer answer: We live in a time of dynamic market environments 
where brands need to constantly evolve to stay relevant. A world in which they are 
expected to be ready to respond to new consumer needs and desires almost instan-
taneously. As a brand, you want to be at the pulse of that. You have to be ready. Not 
once in a while, not by using co-creation as a tactic. You must embrace it all the time, 
make it part of your mindset. And yes, in that sense co-creation it is mandatory.

Scott Davis, Prophet

It is becoming mandatory whether you are on board or not. My advice would be to 
figure out how to get on board… quickly!

Jorge Aguilar, Landor

Co-creation is a mandatory input into branding. However, it’s important not to bind 
the concept of co-creation to an online-only tool. There is much value in working 
offline in small groups to tackle problems in real time. Creativity is expressed dif-
ferently online and offline, and it’s a missed opportunity to just rely on a single lens.
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NEXT MONTH
on The Branding Roundtable:

Purpose-Driven Branding

Moderator:
Chuck Kent

Independent Brand Strategist, Writer & 
Contributing Editor, Branding Magazine
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