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Overview 

Brand Hijack (n): a consumer takeover in which consumers 
commandeer a brand from the marketing professionals and 
then drive its evolution. 

A brand hijack can be orchestrated by a company, in 
which they let their early consumers shape the brand, 
only stepping back in once it has reached critical mass. 
This book discusses several examples of brands which 
exploded after being hijacked by its users. It also 
describes specific methods by which companies can 
find the correct early market to hijack their brand. 
Business leaders must let go of the idea that the brand 
belongs to them. Instead, they should recognize the 
modern cultural shifts towards small digital tribes 
centered around brands. Marketers can capitalize on 
these tribes to maximi e their brand s potential  

Chapter 1. Marketing Without Marketing 

Behind each successful business that seemingly pops 
up overnight is a complex orchestration of activities 
that individually may appear inconsequential. 
Branding is the most critical element of success, and a 
company must find a compelling connection between 
the product and a target audience. In modern times, 
though, mainstream brand enthusiasts are now 
objecting to the typically loud and obvious style of 
marketing This is where brand hijacks come into
play, in which marketing managers intentionally 
relinquish control over their brands to their consumers. 
This hijacking allows consumers to endorse it to others 
and establish true customer loyalty. When a brand 
offers up a clear vision that people identify with, 
consumers become walking billboards for companies. 

Chapter 2. Public Property: 
The Serendipitous Hijack 

A serendipitous hijack occurs when consumers seize 
control of a brand s ideology and persona It is often
instigated by subculture fanatics and is unanticipated 

by a marketing department. For example, Napster was 
an accidental revolution that took off like wildfire after 
being hijacked by its users. The reasons include: 

x Instead of being marketing driven, the platform was 
the market. It provided a blank canvas for users. 

x It offered an incentive to participate  the larger the 
community, the more music was available. 

x It fostered a sense of belonging. 
x Management got out of the way and allowed the 

product to evolve under community leadership. 

Chapter 3. The Marketer’s Guide 
To The Serendipitous Hijack 

Fueling the momentum of a community-driven brand 
requires walking a fine line between safeguarding the 
integrity of the brand s original soul and maintaining
its grassroots legitimacy by letting it flourish. 

x Don’t be afraid of your consumers. Your most 
passionate users will provide you with critical 
insights on how to evolve your brand. 

x Don’t panic about a bit of controversy. Do not fear 
things tainting your brand s image Instead of
trying to squelch controversy, treat it with 
transparency, reality, and humor. 

x Adapt your marketing.  Become a cultural 
anthropologist and figure out why you got 
hijacked.  Trace the origin & evolution of the hijack. 
Understand what the brand does for its users. 

x Establish a code of conduct. Stay true to the 
original persona of your brand and educate your
organi ation about your hijacked brand s DNA  

x Resist the temptation to do “marketing.” Keep the 
brand neutral, a metaphorical blank canvas. Stick 
with the spirit of the hijack: Grassroots. Real. Anti-
hype. Transparent yet enigmatic. A bit imperfect. 

x Know when to go mainstream. Respect the values 
that consumers have created, but eventually take 
back control of the message intentionally. 


