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42 Chapter 3 MPR and the Organization It Serves

profes =Ips customers recognize when they have a consumption story and helps
s well. Web-based technology such as del.icio.us®, MySpace®, Facebook,

O C ,( N “-\\Q »m®, YouTube, and a host of other sites have given firms a hand in allow-
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Fiskars.®

 share their product experiences. Before this enabling technology
aies relied on referral programs, promotional products (giveaways with
\ouo\ﬂ o 10 on it), publicity stunts, and customer testimonials in their advertising
rs to tell their own stories to their friends. Companies still use these
_.w~-wech” tactics today, often in combination with their high-tech cousins.,

Fiskars®, the folks who make the scissors with the orange handles, have capitalized
on the phenomenon of consumption stories with the creation of a virtual community of
“Fiskateers.” Fiskars realized that one of its identified market segments—scrapbook
enthusiasts—are passionate about their hobby and need good scissors and other Fiskars
products to do what they do. Fiskars also noticed that their brand lacked passion. The
company decided to actively engage scrapbookers with efforts to associate the passion
for the hobby with a passion for the brand.3? From this notion, the Fiskateers were born.
Four real scrapbooking enthusiasts, who happen to be compensated by Fiskars, lead this
group. They moderate the conversation and share information about their favorite pas-
time and Fiskars’ products. The community has not only led to increased sales, but also
to assistance in product development and customer service. It represents a win-win situ-
ation for the firm and for some of its best customers.

Exhibit 3.4 Fiskars® connects with its customers by encouraging them to share their
experiences at the “Fiskateers” Web site.




