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Interac(ve	  Sonic	  Iden((es	  

Sound	  Branding	  meets	  Sonic	  Interac(on	  
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Asdf	  	  

Was	  ist	  Sonic	  Branding?	  

hCp://picasaweb.google.com/lh/photo/Ip99it8P8Onmtg_xwniZDQ	  



Interac(ve	  Sonic	  Iden((es	  –	  Service	  Design	  Modul,	  VIAD	  ZHdK	  2011 	   	  Daniel	  Hug	   3	  

Asdf	  	  

Was	  ist	  Sonic	  Branding?	  

19SOUND AND VIBRATION/MARCH 2003

uct that reflects the listener’s reaction of how acceptable the
sound of that product is; the more acceptable, the better the
SQ rating. Sound Quality is the response of people, not a meter.
It is specific to the product. “A good lawn mower does not
sound like a good refrigerator.” The key word here is ‘accept-
able,’ which depends on the situation of use, expectation and
other factors.

One of those other factors is one’s attitude toward the noise
maker. The sound of my friendly neighbor mowing his lawn
and making the neighborhood nicer is acceptable, but the
equally loud sound of the motorcyclist invading my quiet sub-
urban street is not. A study of reaction to freeway noise in Los
Angeles found an inverse relation between noise level and
annoyance. Those close to the freeway expected the sound and
were benefited by lower home prices. The sound was louder,
but less bothersome. Those further away felt the noise to be an
inappropriate intrusion into their nicer neighborhoods. Their
sound was weaker, but they were more troubled by it.

The character of a sound can be favorable or unfavorable, de-
pending on our expectation and experience. For example, it is
widely accepted that modulation in mechanical sounds is un-
desirable. The sound of gearing in a golf car caused the manu-
facturer to reject drive components (Sound H).1 But modula-
tion in music is very desirable (Sound I).1 And, interestingly,
both reactions have the same cause – modulation captures our
attention. We want to hear the musical note, but we do not want
to hear the gearing mechanism.

Sound as a Marketing Opportunity
If product sound has both good and undesirable features, are

there ways to favorably present a product with regard to its
sound? There are many examples of companies doing just that.
A Harley-Davidson catalog contained a recording of its sound
(Figure 2, Sound J).1 The company applied to have the sound
trademarked, like the 3 chimes of the NBC network. Although
their application has been dropped, they maintain and many
agree that the sound identifies their product.

Lexus automobiles are known for the excellence of their in-
terior quietness (Figure 3) and both their television and print
advertising associate that quietness with sophistication (sym-
phony orchestras) and advanced technology (wind tunnels).

In the area of products for the home, examples include tele-
vision advertising by Hunter (overhead fans) that associates the
quietness of their fans with the comfort and security of the
home. Television and print advertising for Whirlpool dish-
washers claim that their dishwashers do not interfere with

Figure 1. Noise Exposure Forecast (NEF) contours for the operations of
El Paso International Airport, El Paso, TX: (a) 1970, (b) 1976.

Figure 2. Harley-Davidson advertisement.

Figure 3. Lexus advertisement.

Figure 4. Whirlpool advertisement.

Seen but not heard
The Whirlpool QUIET PARTNER™ 

or QUIET WASH™ PLUS is a 

dishwasher that doesn't interfere

with your normal family activities.

In fact, the QUIET PARTNER™ is 

30% quieter and the QUIET 

WASH™ PLUS is 15% quieter than 

previous quiet Whirlpool models.

QUIET PARTNER™ & QUIET WASH™ PLUS

Dishwashers

What makes this

dishwasher so quiet?

                     A new exlusive

SOUND-LOCK™ sound reduction

systen is precisely tuned to the

motor's frequency.  By vibrating 

"out of phase" with the motor's 

vibration, it practically eliminates 

noise caused by motor vibration.  

Nine additional "sound softeners" 

help reduce other operation noises 

and a built-in tub-to-cabinet collar 

seals the cabinet to the dishwasher
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Illustra(on:	  Bradly	  Brown,	  hCp://bradlybrown.com/?p=1240	  
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Sonic	  Logos	  -‐	  	  

Wer	  erkennt	  sie	  alle?	  

Was	  lösen	  die	  Klänge	  aus?	  Was	  drücken	  sie	  aus?	  

Was	  charakterisiert	  sie?	  

?	   ?	   ?	   ?	   ?	   ?	   ?	   ?	   ?	  
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Sonic	  Logos	  -‐	  	  

Wer	  erkennt	  sie	  alle?	  

Was	  lösen	  die	  Klänge	  aus?	  

Nokia	   Audi	   BMW	   Deutsche	  
Telekom	  

Intel	   Homer	  
Simpson	  

McDonald’s	   Mercedes	   THX	  “Deep	  
Note”	  
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Was	  ist	  Sonic	  Branding?	  

"Audio	  branding	  describes	  the	  process	  of	  brand	  development	  and	  brand	  

management	  by	  use	  of	  acous(c	  elements	  within	  the	  framework	  of	  brand	  

communica(on.	  	  

It	  is	  part	  of	  mul(-‐sensory	  brand	  communica(on	  and	  holis(c	  corporate	  

design.	  	  

Audio	  branding	  aims	  at	  building	  solidly	  a	  brand	  sound	  that	  represents	  the	  

iden(ty	  and	  values	  of	  a	  brand	  in	  a	  dis(nc(ve	  manner.	  	  

The	  audio	  logo,	  brand	  music	  or	  the	  brand	  voice	  are	  characteris(c	  elements	  

of	  audio	  branding.“	  

Quelle:	  h(p://audio-‐branding-‐academy.org	  
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Effekt	  von	  Sonic	  Branding	  

Erinnerung	  

Iden(fika(on	  

Emo(on	  

Differenzierung	  

Unabhängig	  vom	  (hin)Sehen	  
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Sonic	  Branding	  Touchpoints	  

Telefon,	  Videochat	  

Radio,	  TV	  

Kino	  

Online	  

CD-‐Rom	  

Podcasts	  

Shops	  

Desktop	  

Konferenzen,	  Seminare	  Info-‐
veranstaltungen	  

Arbeitsräume	  

Corporate	  Film,	  Adver(sement	  

Produkte	  (Sopware	  &	  Hardware)	  

Öffentliche	  Räume	  

Par(es	  

Events	  
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Sound	  Branding	  Elemente	  

Audio	  Logo	  

Jingle	  

Brand	  Song	  (op	  am	  Anfang	  einer	  Entwicklung)	  	  

Brand	  Voice	  

Funk(onsklänge	  (Sound	  Icon	  -‐>	  Earcons	  &	  Auditory	  Icons)	  

Klanghintergründe	  

Sound-‐scapes	  

Produktklang	  (physikalisch)	  
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Fallbeispiel:	  The	  Sound	  of	  Audi	  

Parodie	  auf	  hCp://www.metacafe.com/watch/5689728/audi_sound_design	  
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Die	  Bezugskreise	  von	  Brand	  Sound	  

Internal	  iden(fica(on	  with	  	  
products,	  no(cing	  presence	  of	  	  

„home“	  brand	  

Power	  Users	  

Poten(al	  Users	  
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Sound	  Branding	  für	  Interac(on	  /	  Services	  

“BRANDING”	  -‐>	  IDENTITY	  

“Auditory	  Display”	  

Prozessklang	   Sonifika(on	  Interak(onsklang	  
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Poten(ale	  von	  “Interac(ve	  Sonic	  Iden(tes”	  für	  SD	  

Erhöhung	  der	  Usability	  von	  Endgeräten	  

Ermöglichen	  anderer	  oder	  neuer	  Funk(onen	  (zB.	  durch	  Sonifika(on)	  

Kundenkontakt	  –	  “Eyes-‐free	  interac(on”	  

“Immersion”	  in	  Service,	  Wahrnehmung	  von	  “Präsenz”	  

Verbindung	  der	  Experience	  über	  Touchpoints,	  Raum	  und	  Zeit	  hinaus	  

	  -‐	  Besondere	  Stärke	  für	  raum-‐	  /	  zeitbasierte	  Vorgänge	  
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“Service	  Blueprint”	  
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“Service	  Blueprint?”	  
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System	  Map	  ….	  Func(onal	  Soundscapes	  
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Notwendige	  Voraussetzungen	  /	  Kenntnisse	  

Selbstbild	  des	  Kunden,	  Wertekatalog,	  CI	  /	  CD	  

Aussenwahrnehmung	  durch	  verschiedenen	  Zielgruppen,	  und	  der	  (noch)	  nicht-‐
Zielgruppen	  

Verständnis	  für	  zwischenmenschliche	  &	  “funk(onale”	  Verhältnisse	  zwischen	  
den	  Akteuren	  

Kenntniss	  der	  Service-‐Prozessstruktur	  und	  Touchpoints	  

Kenntniss	  der	  Struktur	  der	  einzelnen	  Prozesskomponenten	  an	  Touchpoints	  

Kenntnis	  des	  heimischen	  Soundscapes	  und	  der	  Bedeutung	  von	  Klängen	  	  	  

Spitex	  (abstrakt)	   Personal	  (versch.	  Rollen)	  	   Pa(entIn/KundIn	  

Big	  brother?	  Helpful	  friend?	   Iden(fizierung	  mit	  /	  Repräsenta(on	  
von;	  Eindringling?	  

Vertrauen?	  Wahrnehmung	  von	  S.	  
durch	  Repräsentanten?	  
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Aufgabe:	  Sonic	  iden(ty,	  „Spo^ng	  for	  Opportuni(es“	  	  

1.  Spowng	  session:	  Selbstbild,	  Gesamtbild	  und	  Wertekatalog	  

2.  Klangliche	  Kontextualisierung:	  Was	  klingt	  bereits?	  

3.  Was	  machen	  die	  Mitbewerber?	  

4.  Was	  sind	  die	  Benutzergruppen?	  

5.  Was	  sind	  die	  Touchpoints?	  

6.  Was	  sind	  mögliche	  Sound	  Branding	  Elemente?	  

7.  Audio	  Recherche	  &	  Moodboard	  erstellen	  

a)  Funk(onale,	  narra(ve,	  performa(ve	  Sounds	  

b)  Ästhe(k	  und	  S(l	  

c)  Seman(sche	  differenziale	  entwerfen	  und	  visualisieren	  und	  
Klangbeispiele	  danach	  kategorisieren	  
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Aufgabe:	  Sound	  Design	  Guidelines	  &	  Umsetzungsplan	  

Sonic	  Iden(ty	  definieren,	  muss	  auf	  alle	  Ebenen	  übersetzbar	  sein:	  

•  Brand	  score	  	  
•  Sonic	  language	  
•  Sonic	  logo	  	  
•  Sonic	  guidelines	  
	  Szenarien	  erarbeiten,	  basierend	  auf	  Feldrecherche	  /	  Projek(dee	  

	  Moodboards	  kompilieren	  und	  präsen(eren	  

	  Asset	  liste	  erstellen	  und	  Umsetzung	  planen	  

	  Mögliches	  Endresultat:	  Hängt	  von	  Eurem	  konkreten	  Prototypen	  ab.	  ZB.	  
Trailer,	  Mobile	  App,	  interak(ve	  Gegenstände/Wearables	  etc.	  

	  Wich(g	  ist	  Gesamtsicht	  /	  Sonic	  Branding	  System	  	  
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Recherchequellen	  

Allgemein:	  	  
hCp://www.markenlexikon.com/experten_akus(k.html	  
hCp://audio-‐branding-‐academy.org	  
hCp://audio-‐branding-‐academy.org/icab/	  	  

Audity	  	  
hCp://www.audity-‐agency.com	  	  

Audiorela(on:	  Lukas	  Bernays	  	  
hCp://www.audiorela(on.com	  

Corporate	  sound	  AG	  
hCp://www.corporatesound.ch	  	  

John	  Groves	  	  
hCp://www.sound-‐branding.com	  

Comevis	  

	  hCp://www.comevis.com	  	  

Thema	  mul(sensorische	  Wahrnehmung:	  Citrus-‐studie	  hCp://audio-‐branding.de/?p=2330	  


