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		Abstract

		Proprietary brands are a major vehicle for producer profits: consumers have been shown willing to pay a considerable "brand premium" for a branded product over an otherwise identical unbranded product. Prior literature has implicitly assumed that only producers develop brands. In this paper, we report that user communities also can and do develop strong proprietary brands capable of commanding significant brand premiums. Communities, we find, create their brands at essentially no cost - a costless side effect of member participation in community activities and relationships. In an empirical study of German and English-speaking outdoor communities, we find that most have created their own community "brands," sometimes involving logos that are applied to products commonly used by community members, etc.. In a detailed study of one community, we find community brands can gain very powerful positive associations within community memberships, and that many members are willing to pay considerable premiums for products bearing the community brand. These findings suggest that producers face a previously-unexamined source of both competition and collaboration with respect to profiting from brands. One interesting possibility is that producer brands may lose significant market share to user community brands under some conditions. Another is that producers may sometimes find it profitable to co-brand with user communities: this form of co-branding created the highest brand premiums we observed in our study. 


	

	

	
		
		


	

	
	

		
		

	
	


	

	
	
	
		
	
	
	

	
	
		
		
			
				
			
		
		Keywords: community, brand-premium, consumer-generated brands

	
	

	
    

    
	

	
	
	

	
	

























    	
	
	
	
   	
	
	
	
	
	            
	















	











    
    










    
    
    
    
















	



    




	
		Suggested Citation:
		Suggested Citation
	

	
		
			Füller,  Johann and von Hippel,  Eric, Costless Creation of Strong Brands by User Communities: Implications for Producer-Owned Brands (August 1, 2008). MIT Sloan Research Paper No. 4718-08,  Available at SSRN: https://ssrn.com/abstract=1275838 or http://dx.doi.org/10.2139/ssrn.1275838 
		
	

	

	
	
	

	
		
	

	

	
	
		

	










    
    










    
    
    
    





















	

	


	























	
	

		

		

		
		
		

		
		
			
				
					
						Johann Füller (Contact Author)

					
			
		

		
		
		
		

		
		
			
				
			

			
				
				
				
					
					
					
					
				
					
					
					
						
					
				
			

			
				
				
				


				University of Innsbruck - School of Management  ( email )

			

			
			
				
				
				
					Universitaetsstrasse 15
Innsbruck, 6020
Austria
+43 512 507 7201 (Phone)
+43 512 507 2842 (Fax)

				

				
			

			

		

		
	

	

	
	

		

		

		
		
		

		
		
			
				
					
						Eric Von Hippel

					
			
		

		
		
		
		

		
		
			
				
					
					
					
					
					
					
					
					
					
						
						
						


						
					
					[image: Massachusetts Institute of Technology (MIT) - Sloan School of Management]
				
			

			
				
				
				
					
					
					
					
				
					
					
					
						
					
				
			

			
				
				
				


				Massachusetts Institute of Technology (MIT) - Sloan School of Management  ( email )

			

			
			
				
				
				
					E62-455
Cambridge, MA  02142
United States
617-253-7155 (Phone)
617-253-2660 (Fax)

				

				
			

			

		

		
	

	





	

	

	
	
		
	

	

	
	




				
				
				









	
	    












    
    






    
    







    









    
        
        
        
            
            

            

    

    

    

    

    

    


        
            

    

    

    

    

    

    


        
            
                
                    [image: PDF icon]Download This Paper
                    
                
            

        
    
        
    

            
            
                

                

    

    

    

    

    

    


        
            

    

    

    

    

    

    


        
            
                
                    Open PDF in Browser
                    
                
            

        
    
        
    
            
        

    




















	














	
	    







 



	




	







	







































				

				

				
					
						

						
						

						

						
						

					
				

			


			
				
					
						
						
	










	
	    














	
	    














	
	    







	
		Do you have negative results from your research you’d like to share?

		
			

    

    

    

    

    

    


        
            

    

    

    

    

    

    


        
            
                
                    Submit Negative Results
                    
                
            

        
    
        
    
		

	



					

				
				
					
					


	












	
	
	








	
		
			Paper statistics

		

	


	
		
		 
			
				Downloads

				      940

			

		
		
		
			Abstract Views

			    6,437

		

		
		 
		
			Rank

			   46,170

		

		
	


	
		
            
            	        9 Citations
		

	

	
		
			
				       53 References
		

	



	
		PlumX Metrics

		
			
		

		
			
		

	





				


				
				
				
					

    
        
            Related eJournals

        	
                    MIT Sloan School of Management Working Paper Series

                    
                        
                        

    

    

    

    

    

    


        
            

    

    

    

    

    

    


        
            
                
                    Follow
                    
                
            

        
    
        
    

                        

                        
                            

                            
                            
                                MIT Sloan School of Management Working Paper Series

                                
                                    Subscribe to this free journal for more curated articles on this topic
                                

                                
                                    
                                        FOLLOWERS

                                            7,425

                                    

                                    
                                        PAPERS

                                            1,003

                                    

                                

                                
                                    
                                        This Journal is curated by:

                                        Michael Cusumano at Massachusetts Institute of Technology (MIT) - Sloan School of Management

                                    

                                
                            

                        

                    

                


        
        

    


				


				
					
					

















    
        
            Recommended Papers

            	
                        
                        

                        
                        
                        Teaching Old Brands New Tricks: Retro Branding and the Revival of Brand Meaning

                        
                            By
                                
                                
                                    
                                    Stephen Brown, 
                                    
                                
                                    
                                    Robert Kozinets, ...
                                    
                                
                            

                        
                        
                    
	
                        
                        

                        
                        
                        Consumer Identity Work as Moral Protagonism: How Myth and Ideology Animate a Brand-Mediated Moral Conflict

                        
                            By
                                
                                
                                    
                                    Marius Luedicke, 
                                    
                                
                                    
                                    Craig Thompson, ...
                                    
                                
                            

                        
                        
                    
	
                        
                        

                        
                        
                        The Uninvited Brand

                        
                            By
                                
                                
                                    
                                    Susan Fournier
                                     and 
                                
                                    
                                    Jill Avery
                                    
                                
                            

                        
                        
                    


                    
                        	
                            
                            

                            
                            
                            Saving Face by Making Meaning: Consumers' Self-Serving Response to Brand Extensions

                            
                                By
                                    
                                    
                                        
                                        Jill Avery
                                        
                                    
                                

                            

                            
                            
                        
	
                            
                            

                            
                            
                            Strong Brands and Corporate Brands

                            
                                By
                                    
                                    
                                        
                                        Mark J. Kay
                                        
                                    
                                

                            

                            
                            
                        
	
                            
                            

                            
                            
                            Brands as Relationship Partners: Warmth, Competence, and In-Between

                            
                                By
                                    
                                    
                                        
                                        Susan Fournier
                                         and 
                                    
                                        
                                        Claudio Alvarez
                                        
                                    
                                

                            

                            
                            
                        
	
                            
                            

                            
                            
                            Defending the Markers of Masculinity: Consumer Resistance to Brand Gender-Bending

                            
                                By
                                    
                                    
                                        
                                        Jill Avery
                                        
                                    
                                

                            

                            
                            
                        



            
            
                 
            
        

    

				

			

		


		
				
					Feedback
					
				

			

			


	
		
		Feedback to SSRN

		
			
				
					Feedback
					 (required)
				
				
			

			
				
					Email
					 (required)
				
				
			

			
				Submit
				
			
		

		

		If you need immediate assistance, call 877-SSRNHelp (877 777 6435) in the United States, or +1 212 448 2500 outside of the United States, 8:30AM to 6:00PM U.S. Eastern, Monday - Friday.

	







	

	
	
		
		

	




	
	





  
  

	
	
		
	


	
	
		
			
			
		
	
		
	
		
			
				
			
			
		
	


	
	
	






		
		














	
		
			
				
                    

    

    

    

    

    

    


        
            

    

    

    

    

    

    


        
            
                
                    Submit a Paper
                    
                        
                    
                
            

        
    
        
    
					Section 508 Text Only Pages
				

			
			
				SSRN Quick Links 

					SSRN Solutions
	Research Paper Series
	Conference Papers
	Partners in Publishing
	Jobs & Announcements
	Special Topic Hubs


			

			
				SSRN Rankings 

					Top Papers
	Top Authors
	Top Organizations


			

			
				About SSRN 

					Network Directors
	Announcements
	Contact us
	FAQs


			

			
		

			
	
	


		
			
				
			

			
				
					Copyright
					Terms and Conditions
					Privacy Policy
				

				
					All content on this site: Copyright © 2023 Elsevier Inc., its licensors, and contributors. All rights are reserved, including those for text and data mining, AI training, and similar technologies. For all open access content, the Creative Commons licensing terms apply.

					We use cookies to help provide and enhance our service and tailor content.

					To learn more, visit
					Cookie Settings.
					
						
							
							This page was processed by aws-apollo-l200 in   0.110 seconds 
						
					
					

				

			

			
				
			

		

	









	
		
		
		
		


    
        
        
        

        
        
                
                
                    
                
            
    

    

    


		






    























    




    








	


		[image:  ]

		
		
		
		
		
		
		
		
		
		
	
