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Abstract 

Crowdsourcing can today be found in practically any industry, but the extent to which it is 
used differ widely. A report from last year, published by the crowdsourcing platform eYeka 
(eYeka 2015b), shows that the fashion industry is among the industries using crowdsourcing 
the least. Brands that are more inclined to using crowdsourcing are those working with fast 
moving consumer goods (FMCG). That includes many brands from the food & beverage 
industry such as Coca-Cola, Pepsi, Danone etc.  

This study builds on this knowledge to explore the use of crowdsourcing in the food & 
beverage industry to find out if that experience can be used in the fashion industry where it is 
not widely used today.  

To identify different approaches of crowdsourcing used in the food & beverage industry 78 
crowdsourcing campaigns from 9 brand during a two years period (2014-2015) was analysed. 
The analysis resulted in the identification of 3 main approaches: crowdsourcing as ideation, 
customer engagement and crowdsourcing for creation/production.  

More importantly this study comes to the conclusion that the way crowdsourcing is used by 
the brands in the food & beverage industry is not formed in such a way that it is exclusive to 
the industry in question. There are no immediate boundaries for the fashion industry to adopt 
the same way of working.  

If the fashion industry would like to follow the trend in food & beverage industry they should 
focus more on the creative ideation side of crowdsourcing and less on the creation, and most 
of all on marketing. However, there are also other areas they can learn from like Business 
Development.  

Key-words 

crowdsourcing, fashion industry, food & beverage industry, wisdom of crowds 
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1 Introduction  

The technological development during the recent decades has opened up new and easier ways 
of connecting people. This has in turn created an environment where openness and 
collaboration are welcomed by more and more enterprises. By tapping into the knowledge and 
creativity of crowds outside the organisation, new ideas and possibilities can be formed.  

Crowdsourcing activities can today be found in practically any industry, even though the 
extent to which it is used differs widely. The report The State of Crowdsourcing 2015 (eYeka 
2015b) from the popular crowdsourcing platform eYeka looks at the amount of 
crowdsourcing campaigns launched over time in different industries. The technology industry 
was an early adopter of crowdsourcing but has according to the report been overtaken by the 
fast-moving customer goods (FMCG) industry. This industry includes many of the larger 
brands from the food & beverage industry, like Coca-Cola who according to the report is the 
leading user of crowdsourcing. 

 

Figure 1: Evolution of crowdsourcing usage by the Best Global Brands, broken down by sector (eYeka 2015b) 

 

From the same report we see that the industry least inclined to using crowdsourcing is the 
fashion industry and this is what the paper will focus on. Since fashion is an area that engage 
people it stands to reason that this engagement, through crowdsourcing, could be used to help 
fashion companies develop. If this isn’t happening now, perhaps it is possible for the fashion 
industry to learn from industries with a wider use of crowdsourcing and in that way boost 
their innovativeness.    

The thesis starts by introducing the concept of crowdsourcing, its definition and what has 
been written about it in relation to the fashion industry. It then goes on to present a framework 
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that will be used as a basis for the analysis of crowdsourcing activity in an industry where 
crowdsourcing is widely used. The industry chosen for this purpose is the food & beverage 
industry and the study looks at 78 campaigns conducted during a two-year period (2014-
2015). The findings from this analysis is presented and discussed with focus on how the 
identified approaches could fork in a fashion company. The paper ends with suggestions on 
continued studies.  

 

1.1 Research Questions and Aim 

As stated in the introduction the aim of this thesis will be to investigate how crowdsourcing 
activities in an industry where this is widely used can be used to inform the fashion industry 
on how to work with crowdsourcing. The objective is to add to the knowledge on 
crowdsourcing by addressing an industry (fashion industry) where the subject of 
crowdsourcing has not been extensively covered and to look at to what extent the same 
approaches can be implemented in this industry. To do this the food & beverage industry will 
be used as a comparison. 

The research questions are:  

RQ1: In what way is the food & beverage industry using crowdsourcing?   

RQ2: Can an industry like the fashion industry, where crowdsourcing is not yet widely used, 
learn from this to increase crowdsourcing activities? 

 

1.2 Delimitations 

This research is not looking into other practices under the open innovation umbrella than 
crowdsourcing. In addition, it is not looking at crowdsourcing as a whole but will focus on the 
problem solving and idea generation usage of crowdsourcing. That means that it will not look 
at concepts like crowdfunding. 

The scope of this study narrows down to how crowdsourcing is used in the chosen industry. 
This is an initial study that should be seen as a first step for fashion companies to be inspired 
and learn how they could use crowdsourcing to boost their brands and get innovative ideas 
from people outside the company.  
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2 Background 
2.1 Crowdsourcing, a definition 

The diverse nature of crowdsourcing can make it difficult to grasp what it is. The definitions 
tend to change from author to author, which might not be surprising with a diverse concept 
that can be used for tasks as simple as deciding a boat name (Goodchild 2016a) or as 
complicated as helping NASA finding the best way to position solar panels on the 
international space station (NASA 2014).  

Crowdsourcing is part of the Open Innovation practice and refers to the process of harnessing 
the problem solving skills of a crowd to find solutions. The term was first coined in a Wire 
magazine article by Jeff Howe in 2006 (Howe 2006a), and an accompanying blog post the 
same year (Howe 2006b). The term has since been used in scholarly work as well as 
magazines and newspapers. The word crowdsourcing is a combination of outsourcing and 
crowd and is the outcome of a discussion and some wordplay between Howe and the editor 
Mark Robinson. In the article Howe argues that crowdsourcing is a new type of outsourcing, 
to a crowd of people instead of a selected organisation or consultant. The benefit is not only 
that the crowd can generate a lot of possible solutions, it is also that it is cost efficient since 
you only have to pay the individuals that come up with the best solutions.  

When Howe coined the term he used the following definition: 

“Simply defined, crowdsourcing represents the act of a company or institution taking a 
function once performed by employees and outsourcing it to an undefined (and 
generally large) network of people in the form of an open call. This can take the form 
of peer-production (when the job is performed collaboratively), but is also often 
undertaken by sole individuals. The crucial prerequisite is the use of the open call 
format and the large network of potential laborers.” (Howe 2006b) 

It is interesting to note that this definition talks about a network of people but doesn’t 
specifically mention the Internet, online or Web 2.0, all words that many tie to crowdsourcing. 
By using this definition crowdsourcing will have a very wide definition, even incorporating 
something as simple as a suggestion box. It is after all asking a crowd for problem-solving 
suggestions.  

Most literature starts with this definition but then instead adapts it to use something that more 
reflect the topic or point they want to make.  

An example is Saxton that describe crowdsourcing just like Howe, as a concept where 
outsourcing and a crowd meet. To this he also adds advanced Internet technologies as the way 
to manage the crowd and crowdsourcing activity, meaning that it is this that has enabled 
“companies to reach and search a tremendous number of potential workers at low cost and, as 
a result, any organization big or small can take advantage of these technologies to outsource a 
wide variety of organizational tasks to an online crowd” (Saxton, Oh & Kishore 2013, p. 4). 
Internet is, according to Saxton, not only something that has helped enabling crowdsourcing it 
is a condition for it.  
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In the article Towards an Integrated Crowdsourcing Definition (Estellés-Arolas & Gonzalez-
Ladron-de-Guevara 2012), the authors’ attempts to find a global definition of crowdsourcing 
by identifying the common nominators in all definitions used in published papers. When 
doing so they notice that companies like YouTube and Wikipedia by some authors are 
described as crowdsourcing while others clearly state that they are not. When testing their 
definition, YouTube and Wikipedia falls outside the scope partly due to the lack of a defined 
crowdsourcer and no open call for the crowd to answer.  

After reading a few definitions it is easy to believe that crowdsourcing is a floating concept 
with permeable boarders where things can enter and exit depending on the situation. This 
might be the characteristic of crowdsourcing. Therefore, making a global definition that 
incorporate everything that can be crowdsourcing in any given situation doesn’t necessarily 
make it easier to understand.  

Another approach is to go for simplicity and do as Daren Brabham, a leading author on 
crowdsourcing, and simply conclude that crowdsourcing is an "online, distributed problem-
solving and production model" (Brabham 2008, p.75).  

An overlapping phenomenon to crowdsourcing is the wisdom of crowds, which is an idea that 
the aggregated knowledge of the many is better than that of a given expert (Surowiecki 2005).   

James Surowiecki writes in the introduction to his book The Wisdom of Crowds about a 
scientist that participates in a regional livestock fair in 1906 (Surowiecki 2005). At the fair a 
competition was organised where people could guess what the weight of an ox would be after 
slaughter and win a nice price. The people participating were a mixed crowd, some butchers 
and farmers and others pure amateurs. After the competition had finished the scientist 
collected all the votes and summarised them to analyse the outcome. The scientist was 
working under the hypothesis that people in general are stupid and asking a crowd of a few 
experts mixed with amateurs would result in low quality work. But to his surprise the mean 
average of all the votes was almost spot on, 1197 pounds compared to 1198. The collective 
wisdom of the crowd was better than the best individual voter.  

A modern crowdsourcing example that takes advantage of the wisdom of crowds concept is 
Zoonivers, a platform where people sign up to help analysing pictures of galaxies. By using a 
large number of people, that all do a little bit of work each, and the human ability for pattern 
recognition a large amount of data can be analysed quicker and more accurately than would 
otherwise even be possible. With having multiple people analysing the same data they can 
also estimate the likelihood of error (Zooniverse n.d.). This is an example where human 
intelligent is needed to analyse large quantities of data that computers are not able to grasp. 

This is however only a part of crowdsourcing. The crowd in the example is looking for “the 
right answer” and are collectively, using everyone’s individual knowledge, able to come very 
close. But crowdsourcing can also be used for ideation or finding innovative ideas and in 
these cases it is not the average you are looking for but the outliers - the one thing that is so 
different that it might actually work.   

Another strength with crowdsourcing is that it gives access to individuals with other 
knowledge or experience than what the organisation normally would have access to. Bill Joy, 
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the co-founder of Sun Microsystems has expressed this in a well-known quote “No matter 
who you are, most of the smartest people work for someone else”.1 

2.2 Crowdsourcing in the fashion industry 

As mentioned in the introduction, the fashion industry is one of the industries that use 
crowdsourcing the least. The report from eYeka looked at 100 of the world’s highest valued 
brands and their crowdsourcing activities during ten years and came to the conclusion that the 
industry that is leading the crowdsourcing race is the Fast Moving Consumer Goods (FMCG). 
In 2014 this industry had the most crowdsourcing activities, followed by technology 
companies. (eYeka 2015b) 

This report also presents interesting statistics showing that the brands using crowdsourcing 
are increasingly using crowdsourcing platforms instead of websites and social media for their 
campaigns. Most interesting of all, 85% of the brands have used crowdsourcing at some point 
during the last decade.  

That crowdsourcing is not widely used in the fashion and apparel industry is in line with what 
you will find when researching scholarly papers on the subject. When doing a systematic 
search on scholarly papers discussing both crowdsourcing and fashion only five articles and 
five conference proceedings were found (Hultberg 2015). These mostly discuss the design 
aspect of fashion and how crowdsourcing either can be used to give advice on how to dress, 
case studies regarding crowdsourced design competition or how to analyse the result. When it 
comes to how to expand the business, buying experience and other areas of the fashion 
industry that doesn’t directly concern the development of the product, not much has been 
written.  

The same conclusion was found in Open Innovation and the Value of Crowds: Implications 
for the Fashion Industry where Di Benedetto (2014) state that even though open innovation 
concepts such as crowdsourcing has gained interest in the literature “most of the studies are 
industry-specific and relatively few are based in the fashion industry” (Di Benedetto 2014, 
p32). This however poses the question whether a concept such as crowdsourcing, that uses 
people’s different experience to its advantage, really need to be industry-specific.  

There is nothing indicating that crowdsourcing would not have the potential to be a diverse 
problem-solving tool for the fashion industry. A tool that can be used both to help companies 
to better understand their customers but also a tool to make customers more engaged and 
loyal to the company. We see this very clearly in the case studies of Threadless where 
customers almost have an addiction to checking the site to see if something new has happened 
(Brabham 2010). This addiction is rooted in the community that Threadless have been able to 
build up and the feeling that the participants have of being part of that company. To build 
such communities is not easy and might not suit all businesses. Many fashion companies 
however, already have devoted customers that follow the company’s news and know exactly 
what is going on and when new collections are released. The wisdom of these crowds could 
perhaps be harnessed into problem solving activities for the company, using crowdsourcing. 

                                                

1 Karim R. Lakhani, Associate Professor of Business Administration at the Harvard Business 
School, EBRI lecture “Open Innovation - How to Use the Crowd” 26 February 2016.  
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2.3 The ethics of cherry-picking 

As already mentioned crowdsourcing is sometimes seen as a cost efficient way of getting 
work done by only paying for the best solution. This cherry-picking is very different from 
having employees conducting the same work since they will get paid for the time they put into 
the work rather than the end product. (Bonuses and other incentive scheme can of course 
depend on outcome.) This sounds like a good deal for the company, but it opens up for some 
questions regarding the ethics of letting people work for free. Is it justifiable to let people 
work for free if it is their own choice and they know that it is a competition? Another issue is 
how to handle the professional workers that otherwise might have done the same work but for 
proper wages. These are important issues that will not be answered here but they are essential 
to keep in mind when considering crowdsourcing.  

In some crowdsourcing activities the person doing the job is an amateur and does this mainly 
as a hobby. But as Brabham shows in The Myth of Crowds the crowd labourer is in many 
cases self-selected professionals. The crowdsourcing company InnoCentive that work on 
crowdsourced scientific research and development, have many times received amazing 
solutions to their problems, this from crowd labourers that are referred to as amateur 
scientists or garage scientists. However, these amateurs are in fact shown to be highly 
qualified, 65% even holding PhDs (Brabham 2012). This may just be another way of earning 
money but it is a way that is less regulated and might open up for exploitation of workers and 
inventors. Winning a competition might leave you well compensate but you also just gave 
away your intellectual property rights (Brabham 2012). As Brabham writes in another of his 
articles on crowdsourcing: “Proportionately, the amount of money paid to the crowd for high 
quality labor relative to the amount that labor is worth in the market resembles a slave 
economy.” (Brabham 2008, p. 83) 

It is not all bad though; it is also a way for professionals to enter a market that is highly 
competitive. In many creative professions competitions and auditions are already part of the 
industry. Threadless, a company that crowdsource t-shirt designs, have a crowd where many 
of the labourers are working with design professionally (or are looking for the opportunity of 
doing so). For some of these designers, participating in Threadless ongoing t-shirt competition 
have given them exposure and experience leading to freelance opportunities that they 
otherwise might not have had. (Brabham 2010)  

That said, not all crowdsourcing has this cherry-picking dimension to it. In some cases, the 
labourers in a crowd does a small piece of work each that are then put together to create a 
bigger whole. Amazons Mechanical Turk is an example of a crowdsourcing service where 
companies can get access to a large temporary workforce (crowd) for solving tasks that 
requires human intelligence. Here everyone gets paid for the number of tasks they perform 
(Amazon.com n.d.). 

2.4 Theoretical framework used in this study 

To better understand the framework of crowdsourcing it can be interesting to start by looking 
at the overlapping phenomenon of wisdom of crowds. As explained earlier, this is an idea that 
describes how a group of people can come to better answers than the smartest individual. But 
for this to work Surowiecki suggests four prerequisites in his framework. Only when these 
prerequisites are fulfilled can crowds be wise. 

1) cognitive diversity (every individual in the group has some private information)  
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2) independence (a person’s opinion or decision is not influenced by the rest of the 
group) 

3) decentralization (individuals can tap into local knowledge and specialize)  
4) aggregation (structural mechanisms for translating many private opinions or decisions 

into a collective decision) (Surowiecki 2005)  

However, wisdom of crowds is not the same as crowdsourcing. Not only is crowdsourcing a 
much wider concept, the interaction between individuals in the crowd is also often different 
(Saxton et al. 2013). In Surowiecki’s framework, he suggests that it is important that the 
individuals are independent and not influenced by each other’s ideas. In crowdsourcing this is 
often not the case.  Just to mention one example, Threadless build their crowdsourcing 
campaign on the crowd’s interaction and collaboration (Brabham 2008 & 2010).  It is the 
collaboration that contributes to improving the designs, which contradicts the second rule of 
the wisdom of crowds above.  

According to Saxton et al. (2013) many ideas generating crowdsourcing initiatives actually 
only follow the diversity and decentralisation rules of the wisdom of crowds. Instead, Saxton 
et al. has developed a framework for crowdsourcing by looking at 4 dimensions of 200 
crowdsourcing organisations. The dimensions used in the analysis are: (1) the type of service 
or product being outsourced, (2) the role of community users, (3) the level of collaboration 
and (4) the type of managerial control systems employed. 

From this they are able to create nine distinct crowdsourcing models: 
1) Intermediary Model 
2) Citizen Media Production Model 
3) Collaborative Software Development Model 
4) Product Design Model 
5) Digital Goods Sales Model 
6) Peer-to-Peer Social Financing Model 
7) Consumer Report Model 
8) Knowledge Base Building Model 
9) Collaborative Science Project Model 

This framework clearly shows what crowdsourcing can be used to achieve in many different 
areas on a global level. However, it focuses on the organisations behind crowdsourcing more 
than analysing and comparing different campaigns. In this framework, all campaigns 
launched at an intermediary crowdsourcing platform will be the same type of crowdsourcing 
activity. The dimensions used for finding the different models are all important areas and the 
questions used when finding the different models could perhaps be further explored.  

Another attempt at finding a framework, or taxonomy, builds on what is described as the four 
pillars of crowdsourcing; the crowd, the crowdsourcer, the crowdsourced task and the 
crowdsourcing platform. In the article Crowdsourcing: A taxonomy and systematic mapping 
study (Hosseini, Shahri, Phalp, Taylor & Ali 2015) these are described as the four constituents 
of crowdsourcing activities.  

The crowd is the people who participate in a crowdsourcing activity. This pillar describes the 
five principal features of the crowd – diversity, unknown-ness (or anonymity), largeness, 
undefined-ness and suitability. 
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The crowdsourcer is the organisation or individual that seeks the problem-solving help from 
the crowd. Four features have been identified as describing this pillar - incentives provision, 
open call, ethicality provision and privacy provision.  

The crowdsourced task is an activity that is outsourced to a crowd. This is the pillar with the 
greatest number of different features, which goes to show the diversity of crowdsourcing 
activities. It can be anything from complex problem solving for NASA to interpret data to 
naming a boat. In this framework eight distinct features have been identified for the 
crowdsourcing task – traditional operation, outsourcing task, modularity, complexity, 
solvability, automation characteristics, user-driven and contribution type.  

The crowdsourcing platform is where the crowd and the crowdsourcer meet and the actual 
activity take place. Four features have been identified as describing the platform – crowd-
related interaction, crowdsourcer-related interaction, task-related facilities and platform-
related facilities. (Hosseini et al. 2015)  

 

Figure 2: The four pillars of crowdsourcing (Hosseini et al. 2015)  

This taxonomy is very comprehensive and would probably be valuable when doing an in-
depth case study on a specific crowdsourcing activity. The difficulty would be to categorise 
the activities’ characters when some of the features are so vague. When is a crowd big enough 
and how do we measure its suitability? Another challenge would be to identify and unravel all 
the interdependencies between different pillars and the features within.  

Since this study aims to find broad general characteristics of the crowdsourcing activities used 
in a specific industry the level of detail presented in Hosseini’s four pillars of crowdsourcing 
taxonomy is not needed. Instead it will be used as a base where only certain areas that are 
relevant to the research questions will be explored. This is explained in more detail in the 
Methodology chapter.  
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3 Methodology 

The aim of the analysis is to identify different approaches of crowdsourcing campaigns that 
are used by the selected industry. The method used is partly an empirical data collection using 
eYeka’s interactive timeline (eYeka 2014 & 2015a). Data from the interactive timeline is 
collected, interpreted and categorized in an excel sheet using questions based on Hosseini’s 
four pillars taxonomy (Hosseini et al. 2015). The data thus collected is then analysed in order 
to find similarities in approaches. The data will be a mix of qualitative and quantitative data 
where some parameters are very specific and easy to calculate (how many of the campaigns 
belong to each brand, how many in a specific business area etc.) while others are imprecise 
and need to be analysed in a more descriptive and qualitative manner.  

Looking at isolated metrics of the activities without taking into consideration their 
interdependencies to each other and to society at large, would give a very narrow picture of 
crowdsourcing. This study therefore moves more towards an interpretive paradigm than a 
positivism paradigm.  

To get a broad view of how crowdsourcing can be used, the research focused on an industry 
that is known for using crowdsourcing. To do this the first step was to identify a suitable 
industry, from this industry highly valued brands were selected and information on their use 
of crowdsourcing was gathered. This was followed by an analysis where the crowdsourcing 
features of the campaigns from the different brands were analysed using Hosseini’s four 
pillars taxonomy. From this, three general categories emerged of crowdsourcing approaches.  

3.1 Selection of Industry and Brands 

3.1.1 Industry   

If brands in the fashion industry are to learn and be inspired by how they can use 
crowdsourcing, one way could be to look at other brands in the same industry. However, as 
shown in the literature review crowdsourcing is not widespread in the fashion & apparel 
industry. Some good examples to learn from might exist, but this study suggests that it would 
be better to learn from an industry where crowdsourcing is more widely used. 

In the report from eYeka the industry with the most number of crowdsourcing activities is the 
fast-moving consumer goods industry (FMCG) (eYeka 2015b). Part of this industry consists 
of what is otherwise known as the food & beverage industry (e.g. high volume, low shelf life 
pre-packed sodas and processed foods).  

There are many differences between the food & beverage industry and the fashion industry 
but there are also similarities that could make it possible to learn from each other. The most 
important reason why this could work well for comparison is that, just like the fashion 
industry, the food & beverage industry is a low-tech, high-volume consumer goods business. 
The products often have short lifecycles and are subject to changing trends. This makes it a 
more suitable match than for example the telecom industry, which also uses a lot of 
crowdsourcing but where much focus is on technical solutions with longer lifecycle.  



 14 

3.1.2 Brands 

To decide which brands from the food & beverage industry to focus on, two rankings were 
used; Best Global Brands from Interbrand and The World's Most Valuable Brands from 
Forbs. (Ranking the Brands 2016a & 2016b) 

The top ten brands from the food & beverage industry on both rankings where identified and 
compared. With the result that nine of brands were top ten on both list. These were the brands 
that were selected for this study.  

1) Budweiser 
2) Coca-Cola 
3) Danone 

4) Kellogg’s 
5) McDonald’s 
6) Nescafé 

7) Nestlé 
8) Pepsi 
9) Starbucks 

3.2 Data collection 

Data about what crowdsourcing activities the selected brands have participated in has been 
gathered from an interactive crowdsourcing timeline (eYeka 2014 & 2015a). This timeline 
lists crowdsourcing campaigns year by year, together with a short description. According to 
eYeka who is the sponsor behind the timeline, it contains all crowdsourcing contests launched 
by the world’s 100 most valuable brands (as listed in Interbrand’s Best Global Brands 
ranking). (eYeka 2015b)  

This interactive timeline is a crowdsourcing database in a double meaning. It not only lists 
crowdsourcing activities; it also builds on crowdsourcing practice. Anyone and everyone is 
invited to add campaigns to the timeline to make it as comprehensive as possible (Roth 2012). 
There is no way of knowing if this has actually made it exhaustive or not, and no guarantees 
can be made that important campaigns are not left out of the study. Even so, this is the closest 
to a comprehensive list of crowdsourcing campaigns found and a good source for the 
information needed. All data in this study will therefore be secondary data from this source or 
webpages linked to in the database. A list of all campaigns included in this study can be found 
in the Appendix.  

To gather data on the chosen campaigns, Hosseini’s four pillars taxonomy was used as a base 
for developing questions that could be answered with information from the interactive 
timeline. The questions focus on areas that are important for the research question and where 
information was readily available in the timeline. To know that the questions could be used 
for data gathering a first set of questions were formulated and tested on a few campaigns. 
From this initial analysis more questions were developed, resulting in the final set of 
questions. 

Following are the questions that were used in the final analysis and how they relate to the 
features of the four pillars of crowdsourcing. The features lacking questions are those not 
relating to the research question or where information was not accessible in the interactive 
timeline.  
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The crowd: 
Diversity In most of the cases information about the actual composition of the 

crowd will not be available. Therefore this will only be addressed from 
the crowdsourcer perspective (see open call) 

Unknown-ness (or 
anonymity) 

- Is the crowdsourcer known? 
- Does the crowd have some type of community or are they individuals 
without connections?  

Largeness -- 
Undefined-ness - Is the crowd self-selected or chosen? (Group of experts or open call?) 
Suitability - Is professional knowledge needed to solve the task? 
 
The crowdsourcer:  
Incentives provision - What is the main incentive given to the crowd; financial, social or 

entertainment? 
Open call - Does the crowdsourcer put restrictions on who can participate? 

(Group of experts or open call?) 
Ethicality provision -- 
Privacy provision -- 
Other - Who is the crowdsourcer? (The company & brand) 
 

The Crowdsourcing task: 
Traditional 
operation 

-- 

Outsourcing task -- 
Modularity -- 
Complexity - Does the task have a simple or complex quality to it?  
Solvability --  
Automation 
characteristics 

-- 

User-driven - Type of user driven activity: problem solving, innovation (ideas, 
designs) or co-creation? 

Contribution type - Level of collaboration (or type of contribution): does the task need 
collaborative or individual contributions? 

Other - What business area does the activity belong to? 
 

The crowdsourcing platform 
Crowd-related 
interaction 

-- 

Crowdsourcer-
related interaction 

-- 

Task-related 
facilities 

- How is the winner selected? Company jury, crowd voting or 
combination?) 

Platform-related 
facilities 

- What type of platform is used? Company webpage, intermediary 
platform or social media platform? 
- Is the platform (and thus crowd) specialised in a specific 
business/knowledge area?  
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4 Findings & Analysis 
4.1 The crowd 

Of the 78 crowdsourcing campaigns analysed in this study only one crowd was 
not self-selected, meaning that the crowdsourcer chose who could participate. 
This was a pilot project were the crowdsourcer chose a few members from a 
crowdsourcing platform that could participate. There was also one campaign 
where no indication could be found as to whether or not the crowd was self-

selected or not. In all other campaigns the participants chose to participate in the activity and 
were not selected by anyone else.  

In all cases the crowdsourcer was known to the crowd but whether or not the participants 
were known to each other is harder to answer. In the data collection the question “Does the 
crowd have some type of community or are they individuals without connections?” were used 
to try to answer this. Most platforms seem to have some type of function that enables 
participants of a certain campaign to interact in a type of community. Unfortunately, there 
was not enough information to know if this was the case in the individual campaigns studied. 
The situation was the same for campaigns using social medial and company webpages; there 
was not enough information to know if communities or feedback forums were used, since the 
webpage was removed once the campaign was over.  

When looking at the level of professional knowledge needed to solve the task (a question that 
relates both to the suitability of the crowd and the complexity of the task) the data suggest that 
more than half of the campaigns require some level of professional know-how. In some cases, 
like Budweiser’s Twist of Summer Refreshment campaign, the crowdsourcer wants a video 
that can be broadcasted on TV. This means that the result of the crowdsourcing activity 
should be a TV commercial that can be aired without further work. To do this a crowd with 
professional skills would be needed. However, a large number of campaigns require no 
specific knowledge. An interest in the topic or brand seems to be enough. These campaigns 
mainly ask for inspiration, ideation or the crowd’s personal experiences and stories.  

4.2 The crowdsourcer 

In the majority of campaigns, the main incentive that the crowdsourcer offers 
the crowd is financial, mostly the chance of winning money but also tickets, 
trips and hotel stays. In the cases where social incentive has been identified as 
the main incentive, the campaigns are of a character where the aspect of peer or 
public recognition is worth more than a possible financial gain. These are 

approximately 1/8 of the campaigns in the study. An example of such campaign is Coca-
Colas ahh commercial. Fans (the crowd) were asked to share short videos on social media 
showing “what does ‘AHH’ feel like to you?” and have the chance of having their short video 
being a part of the Coca-Cola TV commercial. Another example is Starbucks white cup 
design contest where the winning design was printed on a limited edition cup. The incentive is 
to get the chance to show your idea to the public. Cups and gift certificates were the only 
other prize the winner received.  
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From the data in this study it has not been possible to determine what the actual incentive is 
from the crowd’s perspective only what the crowd has been offered.  

When Brabham studied the motivation behind the Threadless crowd he found that the 
community was the main reason people participated. Even though the financial aspect of 
winning design competitions also was very important. However, when comparing with 
research done on iStockphoto, another crowdsourcing community, the community was not 
important at all. Instead people saw the possibility to make money as the main incentive to 
participate. Thus, what motivates people to participate in crowdsourcing differs depending on 
the situation (Braham 2010). Since many of the campaigns require professional filmmaking 
expertise it is likely that the financial aspect is important, just like for the crowd at 
iStockphoto.  

In the Threadless community a lot of the engagement seems to come from the love for the 
brand and being a part of the company’s production process. When looking at some of the 
winners of a few campaigns in this study they participate in campaigns for many different 
brands. This indicates that it is the activity of solving the type of problems presented on that 
platform that is of interest more than an interest in the brand itself. The participants might feel 
to be part of the crowd at the platform but they are not working for a specific brand the way 
the Threadless’ crowd does. This shows a task-oriented love of problem solving.  

In ¼ of the campaigns the incentive offered to the crowd could not be determined, and in no 
campaigns entertainment was found to be the main incentive. 

When going through the data for the campaigns it was clear that not many restrictions were 
put on who could participate. Many campaigns were open for anyone to enter, as long as they 
signed up on the platform used for the campaign. This was usually free and required no proof 
of proficiency. This open call set-up could be an indicator that the crowd is a diverse amateur 
crowd in contrast to a select expert panel. But as Brabham writes in The Myth of Amateur 
Crowds (Brabham 2012) this might not be the case at all. Instead he argues that people 
participating in crowdsourcing activities are often professionals. Taking this into account, as 
well as looking at the fact that many of the tasks are quite complex, and that the platforms are 
specialised at certain crowdsourcing activity, it more likely that the crowd has a low level of 
diversity and high specialization (at least in those cases where an intermediary platform was 
used).  

However, in some cases the crowdsourcer had restrictions on who can enter. The reasons for 
these restrictions were mainly due to it being part of a marketing campaign that was only 
running in specific regions. In addition, Danone also has two campaigns where they only 
turned to Indian students for participation (commercial for Indian market) and Coca-Cola has 
the pilot project mentioned in relation to the crowd not being self-selected. Apart from these, 
no other restrictions on who can enter any of the campaigns in this study have been found.  

Ethicality and privacy provision has not been part of this study but it can be mentioned that 
most crowdsourcing activities has a clause that stipulate that if you win, the crowdsourcer has 
full right to your work and you will lose the intellectual property rights to that which you 
submitted.   

When looking at who the crowdsourcers are, this study finds that during the recent 2 years 
(2014 and 2015) the brand that has had most crowdsourcing activities is Nestlé. Coca-Cola, 
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which eYeka found to be the brand with most crowdsourcing activities the recent decade, is a 
close second (eYeka 2015b).  

Brand name Nr of campaigns 
Nestlé 18 
The Coca-Cola company  16 
Nescafé 11 
Budweiser 11 
Danone 6 
Kellogg's 6 
McDonald's 5 
Pepsi 4 
Starbucks 1 

Table 1: Crowdsourcing activities during the last two years divided by company. 

4.3 The crowdsourced task 

The findings show a clear indication that what the food & beverage industry use 
crowdsourcing for, is marketing. Product development (including packaging 
design) as well as some sustainability activities are also crowdsourced but to a 
lesser degree. Marketing is the area where crowdsourcing is mostly used and an 
interesting fact is that in almost half of the campaigns the crowd is asked for 

video contributions.  

In most cases the aim for the crowdsourcer is to get inspiration, perhaps as part of the 
company’s ideation process. In some cases though, it is also a question of producing 
marketing material such as videos or posters, or engaging customers. 

Another way of looking at this is to try to understand the crowdsourcer’s motive, is it simply 
to outsource part of the production process of marketing material (in the form of ideas or 
actual production) or is it to reach and involve customers in the campaign? When it comes to 
social media contributions it is often a case of engaging the customer. In those cases, the 
crowdsourcing task is part of the end product rather than the process of getting there.  

The most complex tasks are those where the crowd is asked to create TV commercials. These 
have many related parts that all need to work for the project to be successful (scriptwriting, 
casting, shooting, editing etc.). The simplest tasks are those where the crowd is asked to give 
their opinion or share their experience. An example where the campaign has both simple and 
complex elements are when McDonald’s asked for stories of “what McDonald’s mean to you 
and your family”. This is a rather simple task where the ideas are written down and submitted, 
but in the later phase, filmmakers on the crowdsourcing platform were tasked to create videos 
based on the winning stories. This makes for a more complex task both in execution and the 
special knowledge needed (filmmaking).  

Individual contribution is by far the most common form of contribution in the campaigns. 
Even though feedback and comments can be shared between the participants it doesn’t seem 
to be enough to be called collaboration. There is no teamwork or pooling of resources. The 
closest to collaboration found in the campaigns is on the platform Tongal. The example from 
McDonald’s described above is from this platform. Here we see some level of collaboration 
in creation the final product; someone from the crowd has the idea but someone else take this 
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idea and translate it into a TV commercial. But in each step there is an individual contribution 
and winner.  

When it comes to the type of user-driven activity the four pillars taxonomy from Hosseini et 
al. (2015) divide it into co-creation, problem solving or innovation. I would like to use 
another word for describing the innovation dimension since very few of the crowdsourcing 
activities, at least in this study, end up in, or even search for, truly innovative ideas. Instead it 
is more about ideation and helping the crowdsourcer come up with new ideas, or get insight 
into what customers think. 

The campaigns in this study are mostly of this ideation type where the crowd is asked to come 
up with ideas or create designs. A few campaigns (11) are co-creation where the crowd is part 
of the production process and help create the end product. In all these cases except one, the 
end product is some type of marketing video. Either a professional video that can be used for 
TV commercial or short clips shared on social media, as part of a marketing campaign. There 
are also 24 cases where it is unclear if the activity is only used for ideas (innovation/ideation) 
or if it is also a question of possible co-creation. In no cases were the crowdsourcing 
campaigns focused on problem solving.  

4.4 The crowdsourcing platform  

According to the report The State of Crowdsourcing 2015 (eYeka 2015b), the 
use of company webpages and social media has declined during the recent years 
relative to the use of intermediary crowdsourcing platforms. In the report they 
come to the conclusion that it’s three times more likely that a crowdsourcer use 
intermediary platforms than company webpages and social media. Not 

surprisingly a similar conclusion can be drawn looking at campaigns from brands in the food 
& beverage industry the last two years. Only 1/5 of the campaigns used social media or 
company webpages as their platform.  

The intermediary platforms that are used for the campaigns in this study are for the most part 
specialised in marketing. This fits well with the fact that most of the tasks also relate to 
marketing. The two platforms that are used the most, eYeka and Tongal, represents 64% of 
the campaigns.  

In a majority of the crowdsourcing campaigns in this study, the winners were decided by a 
jury (or panel). The platforms helped screen the suggestions and provided information to the 
jury that made the final decision. The crowd was able to comment and in some cases vote for 
a winner, but it was always the jury that made the decision. In at least one case the public 
could vote and decide on the finalist but the jury then decided the final winners.  

Using an intermediary platform makes it easier for the jury, which often consist of people 
from the crowdsourcer. The platform can help screen the submissions so that the 
crowdsourcer’s jury only get to see the serious and best suggestions.  

Using a jury instead of only relying on the crowd’s vote can be a good idea to protect against 
the crowd’s sense of humour. A current example where the crowdsourcer was probably happy 
to have a jury make the final decision was the naming of a British polar research boat. The 
crowd’s favourite by far was Boaty McBoatface but the jury decided to go for the more 
serious suggestion RRS Sir David Attenborough. However, to appease the crowd the name 
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Boaty McBoatface was not ignored completely, instead it will be used on one of the ships 
robotic vehicles (Goodchild 2016b). (The public has reacted by starting a petition to have Sir 
David Attenborough change his name to Boaty McBoatface, in the name of democracy 
(Jackson 2016).) 

4.5 Three crowdsourcing approaches 

The second research question was if the fashion industry could learn from the crowdsourcing 
activities in the food & beverage industry. To do this the aim was to try to classify the 
campaigns into different crowdsourcing approaches. This has proven to be hard since the 
approaches rely so heavily on the platform they use and the form of the campaign. Many of 
the intermediary platforms have their own strict workflow and a specific type of tasks that 
they work with. This also contributes to the majority of campaigns being so similar, making it 
harder to classify them. However, three general groups emerge from the dataset.  

The first is the crowdsourcing as ideation group. These are the campaigns where the 
crowdsourcer asks for inspirational ideas and designs. It doesn’t necessarily need to be 
marketing, even though this has been found to be the most common, it can also be about 
sustainability issues or even brand image.  

The second group is the customer engagement group. These are the campaigns that aim at 
activating the market to be part of the campaign itself. An example is when Budweiser, during 
the 2014 FIFA World Cup in Brazil, encouraged fans to create videos of their best football 
cheers and sharing it on Twitter using the hashtag #KingOfCheers.  

The third group is the crowdsourcing for creation/production. This group has a lot of similar 
features as the crowdsourcing as ideation group with the important difference in the purpose 
and end product. In this group crowdsourcing works more like traditional outsourcing and the 
aim is that the crowd will deliver content. For example, a marketing poster ready to be printed 
or a TV commercial that is ready to be aired. However, it is not necessary that the crowd 
creates the whole finished product but they produce something that can be used and not only 
an idea for a product.  

 

Main feature: The crowd The crowdsourcer The task The platform 

Crowdsourcing as 
ideation  

Self-selected, some 
level of proficiency 
needed  

Financial incentive, 
not many 
restrictions on who 
can participate 

Marketing ideas 
often in, or for, 
video format.  

Intermediary 
platform 

Customer 
engagement  

Self-selected, no 
previous knowledge 
needed 

Social incentive to a 
larger degree and 
often restrictions 
due to campaign in 
specific market 

Marketing, anything 
from personal 
stories to creative 
video content 

Social media  

Crowdsourcing for 
creation/production 

Self-selected, some 
level of proficiency 
needed  

Financial incentive, 
not many 
restrictions on who 
can participate 

Marketing material, 
mostly video. Also 
some cases of 
packaging design. 

Intermediary 
platform 

 Table 2: The three approaches main features with respect to Hosseini’s four pillars of crowdsourcing.  
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5 Discussion 

As we can see from the findings and analysis above, the crowd used in the crowdsourcing 
campaigns in this study generally have the characteristics of individual workers rather than a 
collective. We also see that the crowdsourcer is seeking marketing solutions rather than 
product development or problem solving, and the tasks that are crowdsourced are of such 
nature that they trigger people’s interest in the task rather than being loyal to a brand. All this 
usually facilitated by professional intermediary platforms.  

Perhaps the most important finding is that so many of the crowdsourcing activities are 
focused on ideation and marketing. Of the three groups identified in the study 54% of the 
campaigns belong to the crowdsourcing as ideation group. Customer engagement and 
crowdsourcing for creation/production have equal shares of the remaining 46%. Marketing 
campaign make up more than 70% of the crowdsourcing tasks.  

These crowdsourcing approaches are in no way industry-specific which means that there are 
no immediate boundaries for the fashion industry to adopt the same way of working. 
Crowdsourcing can thus be one way for fashion industry to understand its customers and get 
inspiration from them. This is an interesting finding when put in context of what Di Benedetto 
wrote about most of the studies on crowdsourcing being industry-specific (Di Benedetto 
2014, p32). This would indicate that the industry context is not always an important 
parameter.   

As we’ve seen above, in order for the fashion industry to learn from the trend in the food & 
beverage industry they might focus more on the creative ideation side of crowdsourcing and 
less on the creation, and most of all on marketing. The question is perhaps rather if marketing 
ideas is what the fashion industry needs ideation help with or not, than if the same approach 
can be used. A lot of the companies in this study want humoristic or informative marketing, 
not really something that the fashion industry is known for. Nestlé often asks for ideas on how 
to deliver nutritional information to parents and Budweiser for fun inspiring videos showing 
new products or packaging features.  

Perhaps, some of the more interesting campaigns for the fashion industry to be inspired by are 
those leaning more towards business development. McDonald’s for example, had a campaign 
in November 2014 where they asked the crowd at eYeka to come up with ideas to improve 
the experience at McDonalds and make it more personal. Any ideas were welcomed, big or 
small, simple improvements or innovative changes, as long as it didn’t change the core of the 
business. This is a great way to not only learn what improvements to make, but also to 
identify problems that customers experience.  Variations on this theme are endless, and can be 
adapted to better suite the fashion brands need. One example could be how to improve the 
online shopping experience, something that with the right solution could have a direct impact 
on sales. 

Another example is when Danone in 2015 asked for feedback on their new company 
Manifesto. A great way to get direct feedback on how the company and its values are 
perceived by the public and at the same time reach out with information regarding their new 
mission and how they will live up to it.  
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Another area that possibly would match the fashion industry is the customer engagement. 
Activating consumers in social media crowdsourcing where they perhaps could share styling 
suggestions as part of special design campaign. This could be a way of increasing the buzz 
about a certain event or collection. For a multinational brand it could also be a way of 
learning about different markets.  

The global fashion company H&M recently used crowdsourcing for a sustainability campaign 
that aimed at finding better ways of recycling textile (eYeka 2015a). Sustainability is 
probably a good way to start, as it is a topic that engages people and connects the whole 
world. A global company like H&M can through crowdsourcing reach a diverse crowd and 
perhaps in this way help good ideas that can lead to a better environment (locally or globally) 
come to life.  

This is a big campaign and an ambitious goal. What we see in the food & beverage industry, 
on the other hand, is that they use it for many small tasks and with a clear purpose for the 
brand. The big, ambitious campaigns are also there but it is the many smaller campaigns that 
make the use of crowdsourcing different from the fashion industry. Whether it is about 
generating ideas, engaging customers or actually creating something the tasks are tangible and 
concrete.  

For fashion industry to succeed with crowdsourcing, the company first has to thoroughly look 
at the organisation and identify the areas where innovation and inspiration is needed. This 
should be an area where people can contribute without needing inside information about the 
company and its processes, or where such information can in an easy way, be given to the 
crowd. A key to succeed is after all to have a clear focus on what the crowdsourcing is aiming 
at, so that the crowd knows what is expected of them (Rosen 2011). If the conclusion is that 
marketing is an area that would benefit from outside inspiration, looking at the food & 
beverage industry and the brands in this study is a great way to start.  

The next step is to decide on what kind of crowd one is aiming at, and here the platform plays 
an important part. If the objective is to engage customers, the use of social media or a 
company webpage can be the best solution. If the objective on the other hand is creation or 
ideation, an intermediary platform seems to be the way to go. The benefit with the 
intermediary platform is also that they will help screening the suggestions, which means less 
work for the crowdsourcer.  

Another thing to consider is the incentive. Consideration should be taken regarding what the 
motivation of the crowd is and thus what a reasonable compensation would be. If the 
compensation do not match the amount of work needed to solve the task chances are that the 
crowd will not provide solutions matching the expectation (Rosen 2011). Some form of 
financial incentive is often expected but, especially for customer engagement activities, the 
public recognition seems to be motivation enough. 

Crowdsourcing can thus not only be regarded as merely a game or hobby for the crowds. 
Except generating ideas for the company, it’s also generating visibility and establishing a 
relation between crowd and company. As seen this can be used both from the customer’s 
viewpoint where being part of a creative act generates a feeling of being part of the brand, or 
from the brands where they can come closer to the customer by bringing ideas from the crowd 
into the company.  
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6 Conclusions 

The aim of this study was to add to the knowledge on crowdsourcing by investigating how the 
food & beverage industry use it and to what extent this experience can translate to another 
industry context, namely the fashion industry. To do this, three key approaches have been 
identified from the data gathered from eYeka’s timeline. Nevertheless, it was also concluded 
that even though these three approaches could be identified, and the industry launches many 
crowdsourcing campaigns per year, the campaigns are fairly uniform.  

The classification of these three approaches build on the taxonomy by Hosseini et al. (2015) 
and contribute to the theory by framing a starting point for future research. This thesis also 
contributes to practice and policy by showing that crowdsourcing activities, even though often 
written about in an industry specific context, are not necessarily industry bound. The limit 
when it comes to what another industry can learn is in the limited range of areas where it is 
used, rather than in how it is used.  The characteristics of the activities found in this study are 
not specific to the food & beverage industry.  

As mentioned in the beginning of this study, the area of crowdsourcing in the fashion industry 
is not widely explored. This can therefore be viewed as a first step towards closing that 
research gap by showing that the use of crowdsourcing isn’t industry specific and there are 
therefore many areas to explore. Should a fashion brand be interested in expanding their 
business with crowdsourcing they must first identify in what business area they want to use it. 
After that it will not be difficult to find good examples to learn from. The food & beverage 
industry can be one such place where inspiration can be found. 

For further studies it would be interesting to look more deeply into the different brands and 
their motivation behind working with crowdsourcing. Can it be that crowdsourcing is better at 
pinpointing what customers are looking for, or is it simply a question of money? In the report 
The State of Crowdsourcing 2015 from eYeka (2015b), Coca-Cola describes how a 
crowdsourced marketing campaign exceeded their normal campaigns in both in cost saving 
and adoption of the marketing material. Which indicates that it possibly is a bit of both.  

It would also be interesting to put the wisdom of crowds to the test by letting a crowd of 
customers guess the next season’s bestsellers. If this worked it could be used as a tool to 
better predict quantities for coming seasons. This would be an interesting study for the future 
but not something I’ve seen in any of the campaigns in this study.  

6.1 Limitations 

The limitation of this study is mainly related to the restrictions in eYeka’s timeline. By only 
using data that is accessible in the timeline, the amount of data that can be analysed is limited. 
This limitation was necessary since the volume of data would have been too great and the 
difficulties finding it to time-consuming for the given the time frame. This relates to both the 
number of campaigns and the information provided about these campaigns. Given the 
credibility and reach, eYeka gives however a very good base. 
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Appendix 

Start date Campaign Brand Platform Category  
Jan 15, 2014 Better start to the day Kellogg's eYeka ideation 
Jan 15, 2014 Rice krispies treatmaking contest Kellogg's pintrest, homepage engagement 
Jan 17, 2014 LAUNCH THE COOL TWIST Budweiser Zoopa ideation 
Feb 7, 2014 My McDonald's  McDonald's Tongal ideation 

Feb 10, 2014 Poster design contest Danone Innovative Ideators creation 
Feb 10, 2014 Film making contest Danone Innovative Ideators creation 
Feb 14, 2014 Rolo, Cannes Lions Video Contest 2014 Nestlé MoFilm creation 
Feb 14, 2014 cool twist Budweiser Tongal creation 
Feb 17, 2014 #LiveForNow Pepsi social media engagement 
Feb 18, 2014 Moment of happiness Coca-Cola TalentHouse engagement 
Feb 23, 2014 ___ is Hard, Ritas are Easy Budweiser Tongal ideation 
Feb 25, 2014 Bud Light Rita Mixology Budweiser Tongal ideation 
Feb 25, 2014 Chinese New Year Gift Nescafé eYeka creation 
Feb 28, 2014 up for whatever (pilot) Budweiser Tongal ideation 
Mar 6, 2014 Bud Light Cinco De Ritas Budweiser Tongal ideation 

Mar 14, 2014 Bud Light Ritas Unexpected Fun Budweiser Tongal ideation 
Mar 17, 2014 This is AHH Coca-Cola homepage engagement 

Mar 31, 2014 RECYCLE CHALLENGE Coca-Cola openIDEO ideation 
April 9, 2014 #KingOfCheers Budweiser social media engagement 

April 10, 2014 
Positive conscious choice, Cannes Lions 
Video Contest 2014 Coca-Cola MoFilm ideation 

April 14, 2014 life with gusto Nescafé homepage engagement 
April 15, 2014 good lifers Nestlé eYeka ideation 
April 22, 2014 white cup contest Starbucks social media engagement 
May 19, 2014 My Burger McDonald's homepage engagement 
May 20, 2014 Myths Coca-Cola eYeka ideation 
May 31, 2014 African safari video contest Coca-Cola MoFilm creation 
July 25, 2014 Better together Nescafé Tongal ideation 
Aug 2, 2014 fresh start Nescafé eYeka ideation 

Aug 29, 2014 lifesavers Nestlé eYeka creation 
Sept 2, 2014 vending machine Coca-Cola mindsumo ideation 
Sept 8, 2014 next generation water bottles Nestlé mindsumo creation 
Oct 13, 2014 papa John limited edition pizza  Pepsi Tongal creation 
Oct 17, 2014 twist of summer refreshment  Budweiser Tongal creation 
Nov 7, 2014 My McDonald's  McDonald's eYeka ideation 
Nov 7, 2014 pepsi and marco's pizza Pepsi Tongal ideation 
Nov 7, 2014 cappuccino blogger content Nescafé social media engagement 

Nov 10, 2014 nescafé start Nescafé eYeka ideation 
Nov 10, 2014 open oppertunity Coca-Cola Coca-Cola Open UP engagement 
Nov 17, 2014 Happy breakfast Kellogg's eYeka ideation 
Nov 18, 2014 Milkybar Nestlé eYeka ideation 
Nov 24, 2014 Coca-cola china video Coca-Cola eYeka ideation 

Dec 3, 2014 Nestlé breakfast Nestlé eYeka creation 
Dec 3, 2014 cans inspire contest Nescafé social media engagement 

Dec 12, 2014 Nido, video Nestlé eYeka creation 
Dec 16, 2014 Nido, poster Nestlé eYeka creation 
Dec 22, 2014 crunch cerials Nestlé eYeka creation 

Jan 5, 2015 CAFÉ VIỆT Nescafé eYeka ideation 
Jan 16, 2015 KITKAT Nestlé eYeka ideation 
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Jan 26, 2015 Maggi’s “Home cooked meal” contest Nestlé eYeka engagement 
Jan 29, 2015 pitch festival Pepsi Tongal ideation 
Feb 10, 2015 Lovin McDonald's ABFF website engagement 
Feb 10, 2015 marvel's avengers age of ultron Kellogg's Tongal ideation 
Feb 16, 2015 2015 bud light whatever USA Budweiser social media engagement 
Feb 23, 2015 Big Mac & Chicken Mc Nuggets McDonald's eYeka ideation 
Feb 27, 2015 crunch cerials Nestlé eYeka ideation 
Mar 5, 2015 cannes lions 2015 Coca-Cola MoFilm creation 

April 7, 2015 Bud & Burgers Budweiser budweiser.com engagement 
April 10, 2015 New Product Kellogg's eYeka ideation 
April 13, 2015 open ideas Coca-Cola Coca-Cola Open UP engagement 
May 25, 2015 Red Cup Machine Nescafé eYeka ideation 

June 4, 2015 manifesto project Danone Tongal ideation 
June 9, 2015 Make a lifelong impact Nestlé eYeka ideation 
July 7, 2015 Recipes Kellogg's Tongal ideation 

July 30, 2015 lion cerials- Hack our ads Nestlé eYeka ideation 
Aug 27, 2015 Liebst du es süss? Nestlé Atizo engagement 
Sept 10, 2015 Nescafé's gold blend KOKUFUKAME Nescafé eYeka ideation 
Sept 28, 2015 Kit-kat Japanese creativity Nestlé eYeka ideation 

Nov 2, 2015 Limited edition Nestlé Atizo engagement 
Nov 20, 2015 oikos crunch Danone Tongal ideation 
Nov 27, 2015 FROZEN SPARKLING BEVERAGE Coca-Cola eYeka ideation 

Dec 4, 2015 light & fit greek crunch TUC Danone Tongal ideation 
Dec 4, 2015 Frozen Coke Coca-Cola eYeka ideation 
Dec 7, 2015 Packaging for teens Coca-Cola eYeka creation 

Dec 11, 2015 express yourself Coca-Cola eYeka creation 
Dec 21, 2015 Freeze comm Coca-Cola eYeka ideation 
Dec 22, 2015 Polo Nestlé MoFilm ideation 
Dec 29, 2015 mornig start Nescafé eYeka creation 
Dec 31, 2015 Better beverage moments Danone eYeka ideation 

 


