E Liw‘ng Brands signals the beginning of consumer empowerment, as Raymond
Nadeau shows the way to a much-needed renaissance in advertising creativity."
George Lois, legendary advertisi ioneer
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CONCLUSION:

To LovE Is TO BE LOVED

I would like to conclude this chapter with a case study on one celebri-
ty and cultural icon who, surprisingly, is also one of the best mar-
keters out there. Fabio. Yes, that’s right Fabio—the Ford model who
has appeared on literally thousands of romance novel covers. He is
what I would call a spontaneous celebrity and subsequently a sponta-
neous brand—one that was created by the women who loved to see
him on book covers and demanded to know more about him. As a
celebrity, he is a product of a collective dream. But that is not all. Tt
just so happens that he truly loves women and has translated that
love into an extremely successful clothing brand—not through any
kind of gimmick but through a genuine understanding and affection
for his consumers—women.

THE EVER-FABULOUS FABIO: WHAT'S NOT
TO LOVE?

Fabio has successfully parlayed his phenomenal rise to fame as a
top Ford model, gracing the covers of thousands of romance novels,
into many major advertising and marketing campaigns, as well as
into an extremely successful fashion-brand venture, an outerwear
garment line sold exclusively at Wal-Mart's Sam’s Club.

Fabio's commercial success is attributable largely to the critical role
women played in creating both the myth and the reality of the Fabio
brand. In fact, Fabio is the very personification of a consumer-creat-
ed brand. And because women created the brand themselves, they
have a vested interest in seeing their brand prosper and grow. Yes,
that's right. The Fabio brand model is indeed the wave of the future.
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