
9 things you should
know about customer
co-creation communities



Co-creation is quite the 
buzzword these days.

Companies and organizations have woken up 
to how much value lies in getting consumers 
involved in the creation and development of their 
products and services. We will share with you why, 
from our experience, co-creation communities 
are something to be excited about.



What is co-creation,
why is it valuable?

Co-creation is a popular term used for practices 
that involve inviting ‘third parties’, usually 
customers and/or experts, to the development 
process of new products, services, solutions and 
concepts. 

Many fields particularly in the area of digital 
development and service innovation have opted 
in for this style of working and or reaping the 
benefits - better experiences, better products, 
better brands and more value to customers and 
shareholders alike. For example Procter & Gamble 
have opted in for a more co-creation style of 
working on their new innovations and the new 
product launches making actual ROI have risen 
from 15-20% to 50-60%.
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Read more on P&G’s success on co-creation 

https://www.sciencedirect.com/science/article/pii/
S1877042815039294

Taking the outside or customer view simply helps 
to break out from the internal silos and do things 
just better. How is this achieved with customer 
co-creation communities then? Well let’s take a 
closer look. 

We define the co-creation communities as virtual 
lounges where we allow diverse customer voices 
to become a true part of the innovation or service 
development process. Customers are invited from 
the very beginning of product or service creation 
to share their pain points and needs. 

The dialogue is then kept alive throughout the 
process from ideas to concepts and ultimately to 
finished products and services. The co-creation 
communities encourage true, democratic and 
continuous dialogue with the end-users. This 
way you are not blindfolded with your service 
improvements or new innovations but you are in 
sync with what your customers really want.

https://www.sciencedirect.com/science/article/pii/S1877042815039294
https://www.sciencedirect.com/science/article/pii/S1877042815039294


Bridge the gap between you 
and your customer
The true meaning of customer-centricity

Many companies aspire to be customer-centric - 
to have the customer’s needs at the core of their 
business. What this means in practice, varies from 
one company to another. On the other end of the 
stick you have companies where it is just annual 
customer survey down business like LEGO and 
many more where breeding customers drives the 
entire business and brand forward. LEGOs user 
communities, for instance, have generated more 
than 300,000 adult fan LEGO creations making 
it a vast free library for the company’s product 
innovation team. 
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What co-creation communities allow is a more 
dynamic, flexible and free forming approach to 
customer understanding approach to this, in the 
spirit of an ongoing conversation. It means you 
don’t have to think for the customer, but rather, 
have them think for themselves.

Your task is to listen and show interest in their 
opinions. In addition, having a community 
allows you to dig deeper and ask follow-up 
questions. Therefore, instead of relying on 
general information and irregular feedback, you 
can engage in a dialogue with your community, 
gain context-specific insights and bridge the gap 
between you and your customer.

The magic is also that this really works across 
industry sectors, different customer types and 
used for improving customer experience, digital 
services, products, brands - some of our LeanLab 
customers are even using it for testing food!



Informed, data-driven 
decisions3
Having a co-creation community means you 
don’t have to limit testing your product or service 
to a specific moment in the creation process. Very 
often the tests are run after the product is already 
designed, which allows only for relatively small 
changes to be made to the finalized product. The 
result is too often a failed product or a feature-
bloated digital service that no one wants.

Instead of having to speculate what your 
customers might desire, you can have them 
take part throughout your process and base 
your decisions on actual data. In our experience, 
what customers actually want, is often not what 
we initially expect it to be. Being courageous in 
experimenting and A/B testing with your co-
creation community will help you to embed 
customer insight and facts into your process.



4 Co-Creation is the magic 
sauce to grow your NPS

Net Promoter Score is widely used by cx 
professionals. It is a simple score, understood 
from boardrooms to customer service desks, 
that shows how well the company is doing in 
converting people into Promoters. But as such, 
the score itself tells very little about how to 
improve the NPS further.

This is where the co-creation communities add 
real value! By involving your customers, both 
Detractors and Promoters, you can understand 
their underlying jobs-to-be-done and co-iterate 
better working solutions. For example you can 
engage your co-creation community to improve 
your current digital touch points, and develop a 
customer-driven NPS development roadmap. 



This means you can take a lot of guesswork out of 
the cx development, and simply hit the nail faster. 
With this approach some of our clients have seen 
more than a 10% increase in their NPS! Depending 
on your business size, these cx improvements can 
translate to millions in additional revenue.

Beyond the systematic improvement to your 
everyday processes, you can also get your 
community involved with high level initiatives, 
such as developing a more effective loyalty 
programme, or even a new product. This is a 
great way to stay relevant with your Promoters 
and secure their future engagement with you. 
So turn to your customers for help, and you will  
soon realize that you are not alone in raising your 
NPS score. Working in this co-creation style you 
can begin to turn every single customer into a 
Promoter!  



5 Learn fast and fail cheap

The popular idea of ‘learning fast and failing cheap’ 
can easily be applied to co-creation communities. 
Once you have established a community, you have 
a chance to get fast feedback. There’s no need to 
start recruiting people to get their opinion.

In an ongoing discussion with your community, 
you can flexibly ideate and validate with your 
customers seamlessly throughout the innovation 
process. Furthermore, starting to validate 
concepts with customers at an early stage reduces 
the risks. This enables you to spend money on 
what your customers really want.



Customers enjoy 
participating throughout the 
innovation process

Involving customers in your creative process 
across different stages has many perks. By allow-
ing you to get valuable feedback throughout the 
process, co-creation communities let you adapt 
to the evolving needs of the customers in an agile 
way. 

But a co-creation community isn’t a one way 
street. The customers are enjoying it too! Having 
worked with more than 500 co-creation commu-
nities, we have learned that community mem-
bers truly enjoy participation and sharing ideas. 
They like to see the story unfold in front of them 
and having their opinion heard and valued. We 
have found that as many as 90% of the partic-
ipants feel the community style approach is a 
relevant and fun way to co-create with a brand.
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Building a strong and 
committed community

It’s telling that, according to our review, about 
90% of co-creation community members would 
like to participate in something similar again. In 
other words, they find participation meaningful. 
Intrinsically motivated community members 
make up a strong and committed community. As 
a result, your company can trust their community 
members to be active and in it for the right 
reasons.

Having a say in a decision making process, is a 
way to build loyalty and advocacy. Customers 
who feel valued and whose opinions are 
welcomed feel more affinity to the brand. With 
this trust, the customers feel that they can openly 
talk about their problems and share their ideas 
with you voluntarily. This is of course precious to 
any company seeking growth and differentiation.
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Future at your fingertips

Having an ongoing relationship with your 
community also helps you to proactively get 
first-hand information on new trends. Your 
customers have joined the community for the 
reason of sharing ideas, hopes and wishes not 
just for the present, but also for the future. 

We are seeing this in action across so many 
categories, from box standard utilities and 
banking to edgy start-ups. You don’t have to 
work out tomorrow’s trends alone - you can have 
your customers and early adopters partake in 
envisioning the kind of future they want to see.
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Co-creation is possible, even 
during Covid-19

Due to Covid-19 many companies have had 
to scratch their head to figure out how to get 
consumers involved, when people are tied to the 
privacy of their homes. Furthermore, travel bans 
have restricted people from moving around, so 
there’s a need for new ways of bringing people 
together virtually.

In this ‘new normal’, digital co-creation is showing 
it’s true value. It is not tied to a physical location. 
This is crucial for most of us right now due to the 
crisis but it has also lasting benefits for improving 
your co-creation reach. 

With a digital co-creation community you are 
not limited to customers around your offices, 
you can improve your access to difficult-reach 
customers such as busy professionals, families, 
more quiet individuals who would be difficult 
to bring into physical locations. Furthermore, 
the participation is not limited to a specific 
time. Often the digital community co-creation 
participation is not tied into a specific time. “24/7” 
will further help to widen your co-creation reach 
from weekdays to weekends.
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Digital Co-Creation
with LeanLab

Are you looking for a way to start co-creating with your 
user community? Then get to know our co-creation 
and insights platform, LeanLab. It allows you to set up 
communities online, and connect with users remotely 
across the globe.

To learn how how your digital development or CX team 
could use it in practice, read our case studies with some 
of our Nordic clients such as Finnair (airline) and MTV 
(media brand). 

In an effort to help out other co-creators during covid-19 
crisis, we have also launched LeanLab pro-bono 
programme. Find out more here to apply.

You can also get in touch with our LeanLab practice lead
Ville Osterlund to discuss more.

Ville Österlund
Managing Partner, LeanLab
Digitalist Group
ville.osterlund@digitalistgroup.com
Mobile: +358 40 513 8001

https://www.leanlab.co/case-studies-2
https://www.leanlab.co/blog-posts/blog-post-covid-19-crisis-apply-to-our-pro-bono-leanlab-programme-to-keep-your-customer-co-creation-flame-on

