
SPEAR is a strategic research consultancy



WHAT WE DO
We specialize in deep qualitative research 
designed to empower marketers with a 
foundational understanding of what motivates 
their consumer. drives their category, and shapes 
experience.  

We call it BRAND LISTENING. 

Brand listening is creative face-to-face research 
designed to provide unique access to the 
motivations that are driving behavior.





1. 
BRANDS ACT AS MYTHS, 
ENCODING VALUES & MEANING 

2.  
CONSUMERS ARE  
THE TRUE CREATORS OF BRAND 

3. 
CONSUMERS HAVE 
EXPERIENCES, NOT ANSWERS 

4. 
QUALITATIVE IS  
NOT FACE-TO-FACE QUANT 

5. 
ALL REASON IS  
IMAGINATIVE & METAPHORICAL 

6. 
SOCIAL ANIMALS SHARING 
INDIVIDUAL EXPERIENCES

THE 
PRINCIPLES 
OF BRAND 
LISTENING



We believe that brands are verbs. Our 
exploration focuses on uncovering the needs, 
wants & desires that drive behavior in a 
category. Too often qualitative pretends that it 
can explore experience outside of this network 
of meaning. 

Brand listening explores the experience as a 
system of brand, product, category, and culture.
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We believe it is self-creation that drives 
behavior and builds brands, not self-interest. 
Consumers have relationships with brands, not 
products. Product is simply the story they tell 
to themselves and others to justify the 
relationship they want to have with the brand. 

Brand Listening explores the possibilities for 
self-creation at the intersection of culture and 
category.
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We believe there are two errors at the heart of 
most conventional qualitative. The first is to ask 
consumers to solve business problems. The 
second is to ask consumers to report on their 
own behaviors.  

Brand Listening is deeply ethnographic, 
combining metaphor and observation to deliver 
foundational insights into the drivers of behavior 
and experienced, not attitudes or preference.
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We believe it is a dangerous mistake to conflate 
quantitative expectations with qualitative 
methodology. It is a fact of human nature that 
decision-making occurs beneath the level of 
consciousness, and that future behavior is 
impossible to predict. 

Brand Listening is fiercely ethnographic. It is 
unreliable and irresponsible to count preferences 
in a qualitative setting. 

4. 
QUALITATIVE IS 
NOT FACE-TO-FACE 
QUANT

THE 
PRINCIPLES 
OF BRAND 
LISTENING



We believe that there is no such thing as a 
creative consumer. All behavior are driven by 
human motivations that are deeply imaginative 
and creative. It is our responsibility as marketers 
to seek to access and understand this creativity. 

Brand Listening celebrates and honors the 
emotional, intuitive and innately creative spirit. 
We use creative, projective exercises to harness 
the power of the metaphor to gain fresh insights.

5. 
ALL REASON 
IS IMAGINATIVE 
& METAPHORICAL
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OF BRAND 
LISTENING



We believe in deeply exploring the individual 
category experience as a group. It is a fact of 
human nature that we will act differently 
depending upon the social context we are in. 
We skip personal introductions in the beginning 
of a group, to avoid the introduction of a social 
hierarchy that would influence their responses. 
And exercises are written to counter groupthink 
and to encourage individual expression. 

Brand Listening is qualitative designed the 
modern idea of the human being in mind.
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6. 
BRANDS ARE BUILT 
THROUGH 
EXPERIENCES THAT 
PROVE PURPOSE 
& IDENTITIES THAT 
REWARD ATTENTION
This model is a lens for organizing the core 
elements of brand strategy. We use this model 
to help teams develop their brand and product 
story, organizing around consumer drivers.  

BRAND 
STRATEGY 
MODEL



The activities and behaviors that 
define the core customer and ideal 
prospect that represent the present 
and future of the business.

The social, cultural, and emotional 
motivations that drive behavior and 
inspire interest in the category in the 
first place. 

The pattern of communications and 
experiences the organization creates 
for its communities that demonstrate 
its commitment to its Purpose beyond 
product.

WHAT

Brand 
Communities.

Brand  
Identity.

Brand  
Purpose.

Product 
Story. 

Brand  
Drivers.

The visual identity, body language, 
and character of the brand’s 
communications and behavior out in 
the world.A provocative statement that 

captures the cultural and emotional 
transformation the organization 
seeks to make in the individual, the 
category and the world. 

Brand  
Behavior.

The story of what the product or 
service is, what category it is 
creating and how it is distinct in 
meaningful ways. 

WHY WHO

BRAND 
STRATEGY 
MODEL



We custom design projects to combine contextual 
observations, group encounters, and biographical 
interviews.  

CONTEXTUAL OBSERVATION 
We gain first hand experience of the lived product 
experience and the personal brand relationships.  

GROUP ENCOUNTERS  
Through deep metaphor explorations we gain 
unique access to the brand relationships, 
category motivations, cultural meanings. 

BIOGRAPHICAL INTERVIEWS 
Through depth interviews conducted via webcam, 
we deepen our understanding of the personal 
brand relationships, and consumer motivations. 

OUR TOOLS ARE 
METAPHOR, 
OBSERVATION & 
INTIMACY
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