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ABSTRACT

The objectives of this study are : to understand the prosumer in this era and to create strategies for
reaching the prosumer. The study shows the consumer don’t want to be the passive consumers , but the want
to be the active prosumer instate. They have characteristics of prosumer 4.0 such as Co-creation, Proactive,
Producer, Professional and Progressive. The strategies to reach the prosumer and build brand are setting
benefit and make it relevant to prosumer , make good for society that is good for business and brand,
interactive and co-creation and CRM to manage customer relationship, including the data and information

associated with them.
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