
How to build brands that 
drive growth and actually 
matter to people.
The Sound 2021
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You know growing your brand isn’t a  
one and done deal. It’s a continuous, 

evolving process — all about 
understanding context, your brand’s place 

in it, and motivating people to care. 

Getting the insights you need to  
achieve your brand goals shouldn’t be  
the biggest challenge on your plate… 
you’ve got enough on there as it is. 

Luckily, we can help.  
Helping clients build their brands with 
people at the center is in our DNA…

and we’re really good at it, too.
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Wherever you are in the 
process, we’ll meet you there.

Brand 
Building 

Brand Purpose 
Brand Positioning & Identity 
Brand Architecture 
Innovation

Opportunity 
Setting 

Future Mining 
Semiotics 
JTBD/Motivational Segmentation 
Segment Illumination 
Journey Mapping 
Brand Equity Evaluation

Inspiring 
Action 
Messaging and Communication 
Naming 
Internal Inspiration
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Opportunity 
Setting
When you need to understand the world your 
brand lives in today, and could in the future.

1
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Future 
Mining

Discover a 
meaningful role  
for your brand  
by widening the 
aperture and 
bringing the  
future into focus
Exposure to things outside our daily lives can 
provide insight into the future landscape of the 
category and the potential role for your brand. 

We go out into the world to collect clues as to 
what’s beyond the bleeding edge of 
mainstream to help you plan for the future. 

Trend Treks 

Trend Trekking can take us 
anywhere from the streets 
of Tokyo to sweat lodges in 
Taos. Pack your camera, 
journal, and a good pair of 
walking shoes for these 
exciting excursions that 
help us identify the cultural 
shifts impacting the future 
of your brand. 

In the virtual world, we run 
virtual Trend Treks and 
bring artifacts and stimuli to 
the table – to illuminate 
emerging trends and make 
the intangible, tangible. 

Expert Interviews 

We identify and interview 
people who have particularly 
interesting, forward-thinking 
perspectives on the future, 

including rising trends in the 
category, such as a cutting 

edge nutritionist or prominent 
video games journalist.
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Semiotics

Fuel brand 
strategy by 
identifying 
codes and 
cues
Semiotics is the exploration into why 
and how humans give meaning to the 
things they do, which helps us 
understand how a brand or idea will be 
interpreted by people within a culture. 

We identify and dimensionalize the implicit 
codes and tacit cues that people and 
competitors use within your category, as 
well as potential territories to fuel 
positioning.

Human-Generated 
Content Mining 

Using a variety of sources (from 
social media to advertising to 
competitive assets), we examine 
what companies and people are 
saying and how they’re saying it.  

This results in emotive, visual 
language and provides insight  
into the tone, imagery, colors  
and feeling to harness in 
developing a positioning. 

One tool we use for semiotics is 
Social Listening. We first create 
queries that parse through billions 
of conversations (text, image and 
video posts) to find data sets that 
work. Then, we look at these with 
an empathetic lens to find the 
stories worth listening to and 
reveal real human insights that 
are actionable for your brand.
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Segmentation 
and Illumination

Drive growth  
by identifying 
and illuminating 
the human 
stories behind 
the data
Whether you’re creating a new-to-the-world 
brand or repositioning an existing one, 
before you can define what your brand 
means to your people, you need to 
understand who your people are. 

We identify and define frameworks for 
grouping your segments, and bring them to 
life by getting deeply immersed in their world.

JTBD/Motivational 
Segmentation 

People make different choices and use 
different products depending on the 
situation they’re in. In order to fully 
understand this complexity, we look 
beyond macro factors to the emotions, 
needs and motivations experienced in 
various situational contexts. This allows 
us to discover the true role your brand 
plays in people’s lives today, and uncover 
the role(s) it could play in the future.

Segment Illumination 

We work to ensure segments become more than targets… 
as they are in fact living, breathing people your brand is 

working in service of. We deeply get to know your people 
and bring their behaviors, motivations, lifestyles and 

values to life via engaging, digestible deliverables.
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Journey 
Mapping

Drive growth  
by illuminating 
people’s most 
influential 
moments
We believe in mapping human experiences 
in a way that sparks action — uncovering 
people’s pivotal experiences and delivering 
insights that go beyond a people journey. 

We use both design thinking and brand 
strategy expertise to size the opportunity 
and bring in the layer of humanity that 
makes research sticky and impactful.

We gain a comprehensive 
understanding of people’s 
needs, motivations, 
delights, pain-points and 
behaviors — along with the 
role brands play in meeting 
their needs — at each 
touchpoint in the journey. 

The result is a map of  
how people experience 
your brand, including key 
journey phases, inflection 
points and opportunities  
for product/ service 
improvement — 
highlighting opportunities 
that add value from the 
people perspective. 
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Brand Equity 
Evaluation

Category landscape and 
your brand within it 

Before you can build (or rebuild) your 
brand, you need to deeply understand 
the dynamics of the category in which 
you live — and even how that category is 
defined. We illuminate the key attitudes, 
behaviors, and functional and emotional 
drivers that put your brand in its proper 
context and competitive set.

We immerse in the category landscape through 
the lens of your key consumers, building on your 
business knowledge, previous research, 
psychological theories and hypotheses — all in 
service of uncovering current strengths and 
future opportunities for your brand to improve its 
relationship with people and achieve meaningful 
differentiation against the competition.

Brand Equity  
Exploration 

We dive deep into how people 
perceive your brand and how 

strong their relationship is with 
you. We typically use the 

Aaker model to assess brand 
equity, but if you have a 

preferred framework, we are 
happy to to adopt it! 

Evolve your 
brand for 
tomorrow by 
understanding 
where it stands 
in people’s 
minds today
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Brand 
Building

2
When you need to define, 

evolve, or expand your brand.
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Brand Purpose

A strong Brand Purpose sits at the 
nexus of cultural, category, company 
and human truths and functions as a 
north star when defining more specific 
guidelines for communication, 
innovation, and creative development. 

Make  
meaningful 
connections  
with people  
by revealing  
your brand’s  
true reason  
for being 

Discovery 
We start off by mining 
current research, embarking 
on trend treks, conducting 
stakeholder interviews, and 
engaging with your people to 
identify these 4 C’s.

Finding Purpose 
Next, we host sprints where, 
together, we’ll leverage the 4C’s, 
identify brand purpose territories, 
and build out the strategic 
aspects of your brand (How’s, 
What’s, Tone, Voice).

Optimization and 
Refinement 
We then share the potential 
purpose territories with your 
target, so ideas can be 
challenged, further shaped, 
optimized and prioritized. It’s 
imperative that we understand the 
expectations each territory sets —
what your people expect the 
brand to do, say, be. 
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Brand Positioning & Identity

We use contextual learnings to identify whitespace 
opportunities for differentiated positioning…
whether we’re building a brand from scratch, or 
shaping the next evolution of your brand. 

Concurrently, we build the Brand Identity — our 
strategic roadmap that defines the brand story to 
be told by key business functions, including 
marketing, communications, packaging and more. 

Pinpoint Potential  
“Ways-In” 
Armed with stories, data, insights 
and more from our exploration 
phase, we come together to review 
the uncovered whitespace 
opportunities — leveraging group 
expertise and strategic evaluation 
activities to identify our lead way-in.

Brand Foundations 
Bootcamp 
Once aligned on a direction,  
we host a working session filled 
with divergent and convergent 
creative exercises designed to 
inspire and co-create the 
different elements of our brand 
positioning and identity. 

YOUR COMPANY

Optimization and 
Refinement 
Finally, we build on the 
rich input from your 
team to shape strategic 
brand frameworks that 
can be tested, shared 
and activated against 
cross-functionally.

Unlock and 
accelerate  
growth by 
carving out  
a disruptive 
position for  
your brand
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While we have recommended frameworks, 
we’re flexible and can work with what your 
organization is most comfortable with!  

Regardless of the format, we’ll bring the key 
components of the brand positioning and identity  
to life as a stand-alone, evergreen document that 
can easily pass throughout your organization.



B
ra

nd
 B

ui
ld

in
g

14The Sound

TS
 C

re
ds

Brand Architecture /  
Portfolio Management & Strategy

We help define the optimal organization of 
branding relationships for your existing portfolio, 
developing innovation plans, or if you’re building 
a new portfolio from scratch. We ensure: 

1. Reinforcement of the brand’s 
positioning & overall equity  

2. Each product offering’s reason 
for existence is clearly explained 

3. Efficiency & focus, with clarity of offerings 
for the target audience and business, 
along with guardrails for equity elasticity

1. Hands-On 
Architecture Sprint 

Following an initial exploration 
of architecture types (e.g. needs 

states, occasions, experiential, 
lifestyle, etc.), we come together 

to refine & prioritize a lead. 

2. Evaluation And Selection 
We work with you to fine-tune the 
criteria or filter to determine the 
strongest to move forward. 

3. Optimization and Refinement 
We define each pillar of our architecture with key elements 
including people insight, pillar promise, product guardrails, 
and competitive set – working together to make sure product 
offerings are properly mapped across the board.

We often use 
techniques like 
choice-based 
conjoint, max-diff and 
TURF to rigorously 
optimize products, 
portfolios and prices.

Shape an actionable 
roadmap for your  
future portfolio  
& innovation  
decisions 
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Innovation

Once we’ve uncovered who you are and  
the role your brand plays in people's lives, 
you can confidently create the next 
incremental or breakthrough innovation. 

Learn more about how we help brands  
hunt, craft, create, test, and land ideas that 
accelerate adoption and engender advocacy. 

Dig Site 
Development 
We reveal areas of 
exploration 

Dig Site/platform 
development grounded  
in brand exploration  
& foundations

Ideation +  
Co-Creation 
We create ideas that 
improve people’s lives 
• Ideation Sprints 
• Rapid Prototyping 
• Shark Tank people co-creation 
• Jobs To Be Done workshops 
• Concept Visualization

Optimization 
+ Refinement 
 We test ideas to 
refine, size, & predict 
• Rapid quant concept testing 
• BASES Concept Development 
• Pricing, packaging and sizing info

Pipeline  
Planning 
We land ideas and 
plan for ongoing 
brand growth 
• Strategic planning 
• Prioritized concepts 
• Pipeline cadence strategy 
• Concept Visualization

1 2 3 4

Turn your  
North Star  
into tangible 
products or 
services  
that deliver  
growth  

https://www.thesoundhq.com/wp-content/uploads/2021/01/Innovation-at-The-Sound-Creds.pdf
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Inspiring 
Action

3
When you need to tell people about 
your brand, and get them to care.
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Messaging and 
Communications

Some agencies “test” ideas.   
We believe in using people 
research to optimize creative 
and communications to better 
deliver on your brand strategy. 
In fact, we’ve been told The 
Sound "speaks creative agency” 
like it’s our first language. 

We’d love to tell you more about 
our approach. In fact, we 
created a whole deck about it 
that you can check out here.

Concept Development  
& Optimization 

We explore communications ideas and how 
well they are bringing your strategy to life. 
We get (way!) beyond a simple thumbs up 
or down on your ideas and dig into what it’s 
communicating, how relevant that is to 
people and, most importantly, the impact it 
has on your brand – to help you prioritize 
the ideas with the most potential!

Make 
amazing 
ads

https://www.thesoundhq.com/creative-development-research/
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Naming

Our team can support any part  
of the naming process from 
generation to evaluation whether 
coming up with a name for a 
new-to-the-world brand, product 
feature, technology and more.

1. Audit 

Understand any guardrails 
dictated by brand or 
category. 

Evaluate brand positioning/
brand identity vs. the 
competitive set. 

Define ownable space 
within the competitive set 
and existing brand portfolio.

2. Develop 

Internal and/or 
collaborative naming 

brainstorming. 

Name generation 
with consideration 

given to proven 
linguistic elements.

3. Evaluate 

Evaluate naming against 
outlined criteria. 

Run a preliminary knock 
out trademark search.

Create a 
memorable  
and meaningful 
name so you  
can truly  
stand out 
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Internal Inspiration Brand on a Page 

We’ll bring strategy to life via a  
1-page, highly visual summary, 
outlining the people tension, people 
anthem, positioning statement and 
inspiration for activation across 
marketing channels.

Activation within your organization  
is key to successful activation outside 
of it — everyone needs to be living  
and breathing your brand purpose, 
identity, and positioning. 

We are expert storytellers and 
designers who pride ourselves in 
being able to bring your brand to life 
in way that evangelizes your team.

Sizzle Film 

Whether you want a raw,  
documentary-style film to help your 
team emotionally connect with your 

target or a galvanizing anthem to bring 
your brand positioning to life, our 

talented filmmakers will give you the 
tools you need to lead and inspire. 

Socialize  
your brand 
across your 
org — and 
make a 
“sound"!

https://vimeo.com/531470243
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Additional  
Brand Strategy 
Case Studies
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Designing the Future of Cold Cereal 

A nearly 100-year-old cereal brand came to us to 
leapfrog competition and meaningfully innovate 
for their Boomer targets. We did a contextual audit 
of the 4Cs, explored semiotics, and hosted 
multiple virtual work sessions and ideations––
resulting in a clear, actionable portfolio 
architecture that brought the future into focus. 
From there, we used this foundation to shape 
innovation platforms, generating thought starter 
ideas within each––which the brand will leverage 
in the future to innovate again and again.

A Brand Purpose Across Offerings 

An online women’s clothing brand enlisted us to land 
a meaningful brand purpose and brand key that 
stretched across an exciting new offering—and 
reposition its existing rental service. We re-mined 
existing data to understand where the brand had 
been and explored peoples’ core psychographics, 
attitudes toward style, and strengths and weaknesses 
of their favorite subscription service brands. Our 
project culminated in an activation workshop, where 
we shared findings with the extended leadership team 
and finalized our foundational brand frameworks.

Revealing Breakthrough Positioning 

A social media conglomerate wanted to develop 
an umbrella positioning for their commerce 
offerings. Using social listening, we created 
mood boards to deconstruct the cues, symbols, 
and tone that emerged, providing visual, emotive 
language to harness in developing positioning 
territories. These statements were then validated 
in a survey and refined in focus groups. 
Ultimately, we landed on a distinct, powerful 
umbrella positioning along with a micro-
positioning for each app in the family. 
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Next Gen Beer Strategic Foundation 

We explored uncharted waters, building a brand  
from the ground up in the premium health & wellness 
beer space. Through a collaborative ideation  
session, we generated product ideas rooted in 
people, cultural and category learnings. All the while, 
we worked with the client team through a series of 
sprints to define the brand purpose, identity and 
positioning and the portfolio architecture that would 
house our leading product concepts. The result was 
an exciting product pipeline and a robust toolkit for 
the team to develop and launch this brand.

A Successful Brand Launch 

Our client was nearing the launch of their 
alternative plant protein and came to us to help 
develop their brand. After facilitating a brand 
purpose workshop, we conducted brand sprints to 
explore the perceptions of plant based proteins, 
and get reactions to the brand and potential 
product concepts (including some taste testing!). 
Ultimately, we provided our client with a strong 
foundation from which to ID their audience,  
shape their portfolio, and determine how to talk 
about themselves and their products.

A Modern Look at Masculinity 

Dollar Shave Club enlisted us to help  
the brand transcend razors and stand for 
something more meaningful. We conducted 
digital diaries of men’s daily routines, in-home 
ethnographies to understand what was 
stressful about being a guy today, interviews 
with experts on men’s health, and trend treks 
in NYC and Japan to explore new types of 
self-care. Our work unlocked the idea of 
Radical Acceptance, which became the crux 
for a massive overhaul for the brand.
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An Inclusive Brand 
Architecture for B2B & B2C 

A leading insulated material manufacturer 
was expanding from B2B to B2C and 
needed to create an effective, unified brand 
architecture. We developed differentiated 
territories through a Jobs-to-be-done quant 
study and optimized the prioritized territories 
in qual. We then conducted a Brand 
Architecture Bootcamp with key stakeholders 
to workshop each component before 
socializing with the wider team. 

Repositioning a Brand 
to Win Over Gen Z 

A global food powerhouse came to us to carve  
out an impactful positioning for an established  
protein snack brand with the Gen Z audience. We 
used a contextual audit, semiotics study and series of 
qual touchpoints to deeply understand Gen Z’s needs  
and motivations within the category—and reveal 
whitespace opportunity for the brand to reposition 
itself. Following a sprint filled with dynamic exercises, 
we created a foundational framework to serve as the 
blueprint for future comms, activation and innovation.

Brand Equity Audit 

A global dairy brand wanted to understand  
how to leverage their brand mission to resonate 
with people and drive sales. We conducted 
digital ethnographies to deeply understand the 
competitive landscape and perceptions of the 
brand, followed by focus groups to explore 
reactions to brand positioning and messaging. 
Ultimately, we identified points of resonance  
to further develop brand positioning and 
determined where the brand had room to  
stretch beyond their core product.
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How can we help you build 
a brand that matters to 

people and drives growth? 
Let’s talk and  

we’ll get you there.



www.thesoundhq.com

http://www.thesoundhq.com

