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Understanding Active-Consumer
A Building Block for Coevolutionary Marketing Theory

October, 2002
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A new concept of consumer, active consumer who creates and communicates, was proposed by
the auther [Hamaoka(2001b)]. In this paper, results of two questionnaire surveys are reported and
characteristics of active consumer is analyzed. New concept of marketing, coevolutionary
marketing, and managerial implicantions are discussed.
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