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_OUR ANNUAL INDEX OF THE WORLD’S BEST AUDIO 
BRANDS is the standard in defining how brands are 
using sound, beyond just a simple ranking of Sonic 
Logos. We analyse the entire brand ecosystem and  
how consumers are perceiving a brand through sound. 
This edition is a special one. The index has been 
expanded to 250 of the world’s leading brands to  
provide a more objective and data-centric overview  
of audio branding, ranking brands in terms of ove-
rall sonic branding strategy and use of sound and 
music across brand touchpoints. 
Why is this report more important than ever? We are 
experiencing an audio boom as can be clearly seen  
in our Best Audio Brands ranking with 75% of the top 
25 brands analysed already utilizing a sonic logo, 
and an increasing number are sharing their efforts 

across digital channels. The acceleration of sound 
and voice in digital storytelling over the past year 
has allowed more brands to see the benefit of buil-
ding a holistic sonic strategy.
This report is an incredible team and data effort. 
For the first time in the history of sonic branding 
research, amp set out to investigate the relation-
ship between sonic strategy and brand value, while 
working alongside our partners Cyanite, Veritonic, 
and Social Blade. 
Beyond the data, insights and findings, you will 
read an inspiring interview with Christian Saclier, 
VP of Design Innovation at PepsiCo surrounding so-
nic branding, flexibility in design, and its role 
in creativity.  A study in Stock vs. Custom music in 
relation to customer engagement can also be found, 

alongside a feature on NFTs and how they are shif-
ting the landscape for artists globally.
This year we created audio content for the insights 
and articles contained in the report – thank you  
to our partner Aflorithmic for the AI voice behind 
the report.
Without giving away too much, we wish you an  
inspiring read – and audio journey.

Sincerely yours, 

MICHELE ARNESE
Founder & Global CEO

ULI REESE
Partner & Global CMO

 INTRODUCTION 

    _WELCOME TO  
      THE BEST AUDIO 
  BRANDS OF 2022
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 EDITORIAL 

_THE POWER OF MUSIC IN MARKETING 
is something that is being recognised by 
more and more brands, resulting in a stark 
increase in investment and implementation 
of sonic strategies. This report presents  
a thorough and multifaceted analysis  
investigating and ranking brands in terms  
of sonic branding strategy and use of 
sound and music across brand touchpoints. 
Best Audio Brands is an index that com-
bines state of the art technologies such 
as artificial intelligence evaluation, 
with extensive desk research, comprehen-
sive market research, expert panels and  
social media monitoring to conduct a 
thorough investigation as to how brands 
are performing when it comes to sonic. 
Our use of scientifically based testing 
methodologies is made possible by tapping 

into our own internal expertise and also 
through collaboration with established 
partners that are considered experts in 
specific aspects of sonic evaluation. 
We are thrilled to announce that with  
the explosion of new sound media such  
as podcasts, smart-speakers and music  
streaming and sharing services (such as 
TikTok), Best Audio Brands has been  
expanded to capture the ever-increasing 
number of brands that are using sound 
strategically. This year’s edition of  
Best Audio Brands has jumped from 100 
to 250 of the world’s leading brands. 
This expansion not only cap-
tures a bigger picture of the 
use of sonic branding in mar-
keting, but also highlights 
the increasing number of mar-

                   _BEST AUDIO BRANDS  
                            has jumped from 100 to 250 
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keting professionals that are recognising and appreciating the value 
of developing, implementing and consistently using a sonic identity. 
Additionally, this year’s report features an exciting new tool that 
has assisted and improved testing capabilities: The amp Sonic Radar. 
This revolutionary data-driven tool identifies brand sound and ton-
ality within the digital space. Essentially, the Sonic Radar enables 
us to encapsulate a sonic “snapshot” of a brand, its competitors, and 
the sector, providing key insights on the use of sound in the digital 
space. With the integration of this tool in this year’s report, we can 
provide deeper and more comprehensive insights. 
With the expansion of the number of brands featuring, as well as the 
improvement in testing methodologies, this index provides an increa-
singly objective and data-centric overview as to how brands are using 
sound. Here at amp, we appreciate and value the importance of using 
scientific methodologies to explore the world of sonic branding, and to 
confirm certain brands are paving the way in this field, while others 
require room for improvement. Because of this data-driven approach, 
our methodologies are not influenced by our own personal bias. 

This is an exciting year for amp and for sonic branding globally,  
and we are delighted to present you with the 250 Best Audio Brands. 
We wish you an ‘ear-opening’ and insightful exploration, as you  
delve into our 2022 report. 

Sincerely yours,

BJORN THORLEIFSSON
Head of Strategy & Research, amp

ELLEN MURPHY
Strategist and Research Consultant, amp

 EDITORIAL 

                   _We appreciate and value the  
                         importance of using  SCIENTIFIC            

               METHODOLOGIES to explore the  
                     WORLD OF SONIC BRANDING. 
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_AFLORITHMIC  is a London/Barcelona-
based technology company. Its API.audio 
platform enables fully automated, sca-
lable audio production by using syn-
thetic media, voice cloning, and audio 
mastering, delivering it on any device, 
such as websites, mobile apps, or smart 
speakers. With this Audio-As-A-Service, 
anybody can create beautiful sounding 
audio, ranging from a simple text to 
adding sound design and complex audio 
engineering, without any previous ex-
perience required.The team consists of 
highly skilled specialists in machine 
learning, software development, voice 
synthesizing, AI research, audio engi-
neering, and product development.

_CYANITE is an AI company for mu-
sic analysis and recommendation. Its 
technology can categorize music by its 
mood, genre, voice, energy, and more. 
It has a strong focus on B2B use cases, 
delivering deep musical insights to mu-
sic companies, sound branding agencies 
and radio stations. Cyanite’s clients 
can then curate music catalogs with the 
help of AI, giving them the ability to 
offer state-of-the-art music search and 
recommendation experiences - all with 
the goal of making professional work 
with music easier and more data-driven.

_SOCIAL BLADE is a company that 
monitors the social media world and 
provides historical growth charts and 
ranking information about those who 
operate in it. Whether a digital na-
tive whose creations are only online, 
or a traditional brand who also has a 
digital presence, performance matters. 
Social Blade helps provide informati-
on about which profiles are doing the 
best, what their growth looks like over 
time, and ranks information to show 
where a particular profile stands in 
comparison to the entire space.

_VERITONIC is an audio effectiveness 
company. Being the first analytics 
platform built to quantify the value 
of sound, Veritonic scores and bench 
marks audio to produce fast, robust 
evidence on sonic branding elements, 
voices, music and scripts that influ-
ence audiences the most. As a result, 
the world’s leading audio platforms and 
brands can leverage the most memorab-
le, persuasive audio - everything from 
podcasts to streaming/ radio ads - to 
cultivate deeper relationships with 
customers through sound. 

 INTRODUCTION 

_OUR PARTNERS
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_CONTRIBUTORS 

_CHRISTIAN SACLIER 
Vice President of Design  
Innovation, PepsiCo

Christian Saclier is a multifaceted 
Creative Design expert, who current-
ly serves as the Vice President of 
Design Innovation at PepsiCo. His 
focus is the operationalizing of 
design innovation, leading to added 
strategic business value across Pep-
siCo’s global brands and businesses. 
With over 20 years of experience in 
multiple industries, Mr. Saclier has 
taken the stage to share his unique 
cross-functional processes at design 
and innovation conferences all over 
the globe. A respected guest lectu-
rer at highly ranked MBA and Design 
schools worldwide, Christian Saclier 
is truly a fountain of knowledge in a 
variety of future-facing industries.  

_HANNAH CAHILL 
MSc student in Music, Mind & 
Brain at Goldsmiths

Hannah Cahill is a music theorist 
and educator with a passion for 
understanding how music works. A 
classically trained musician, she 
is currently finishing an MSc in 
Music, Mind & Brain at Goldsmiths 
University, which focuses on the 
psychology and cognitive neuro-
science of music. She is currently 
researching the effects of diffe-
rent music sources in advertising 
in partnership with amp. 

_TIMO KUNZ 
Co-Founder & CEO  
of Aflorithmic

Timo is a hands-on Researcher and 
Data Scientist gone Tech Entre-
preneur with a special interest in 
personalisation, customer behavi-
our modelling, voice-synthesis and 
audio. With his company Aflorithmic, 
Timo is building the infrastructu-
re powering the next generation of 
audio products. Before that, Timo 
worked with some of Europe‘s most 
interesting start-ups and scale-ups, 
such as Catawiki and Net-A-Porter. He 
did his PhD in Operations Research, 
focused on the operationalization 
of demand models for retail revenue 
management systems.

 INTRODUCTION 

_ AUSTIN COATES 
 Data Analyst

_ AXEL STEINMANN 
 Data Analyst

_ BARBARA ESTRADA 
 Social Media Manager

_ BJÖRN THORLEIFSSON 
 Project Manager, Author,  
 Researcher, Data Analyst

_ CANDY LIN 
 Communication Designer

_ CEREN AYYILDIZ 
 Data Analyst

_ CHRIS BERGIN 
 PR Manager

_ ELLEN MURPHY 
 Author, Researcher,  
 Data Analyst

_ FELIX FUNKE 
 Author

_ KIERON O‘BRIEN 
 Video Editor

_ MICHELE ARNESE 
 Author,  
 Editor in Chief

_ MONICA REYES 
 Data Analyst

_ NORA GRES 
 Art Director

_ OSSAMA MELAKY 
 Data Analyst

_ SONJA AZAD 
 Data Analyst

_ ULRIK TIDEMANDSEN 
 Data Analyst

 _OUR AMP TEAM 
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_ABOUT  
      THIS REPORT   

The Best Audio Brands ranking aims to capture how 
a brand is performing in terms of how it uses sound 
effectively each year, while considering what it has 
done previously. To do so, we have built on methods 
of evaluation whilst leveraging a solid set of  
research tools that we are continuously improving.     

_EXTENSIVE DESK RESEARCH
Drawing on amp’s collective expertise, we analyzed brand  
content published throughout 2021. This consisted of expert 
analysis of audio assets used across digital channels,  
television, products, and customer service lines, 
among others. The analysis also considered how much 
owned, custom, licensed and stock music was used, as 
well as how established these and other Sonic Assets 
were (the “history factor”). 

 ABOUT THIS REPORT  

  _OUR APPROACH
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 ABOUT THIS REPORT  

_ARTIFICIAL INTELLIGENCE EVALUATION
Working alongside our partner, Veritonic, we measured the 
emotional impact, uniqueness, and memorability of brands’ 
audio assets. Veritonic uses machine learning and listen-
ing to help brands assess the effectiveness of their  
audio assets, drawing on real-world consumer responses  
to provide analysis on emotional response, recall and  
purchase intent. 

_SOCIAL MEDIA MONITORING AND ANALYSIS
We partnered with social media monitoring company Social 
Blade to measure brand engagement online. This included 
views, fan/brand interactions, subscriptions and number 
of followers which all affect the Best Audio Brands so-
nic pillars in different ways.    

_EXPERT PANELS
We conducted in-depth panel interviews with experts in 
the field, including amp employees, respected compo-
sers, and experienced audio researchers. These experts 
evaluated audio assets based on qualities such as brand 
fit, uniqueness, flexibility, and memorabili-
ty. Using these four elements we aim to be as 
thorough, fair, and objective as possible when 
analyzing how brands are using sound, music 
and voice each year. 

                   _10,000 DATA POINTS were gathered  
         from KEY CONSUMERS AND MARKET  
                      PROFESSIONALS to quantify both  
            brand and brand music personality. 
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This report analyzes 250 brands, on their use of sound 
and music in branding strategy across digital channels 
and multiple brand touchpoints over the past year. We 
set out to identify and define the Best Audio Brands 
of 2022. A title that is based on brand performance in 
terms of use of sound across 6 key pillars. Based on 
our experience, these 6 pillars contribute to perfor-
mance and effectiveness of a sonic branding strategy, 
covering different aspects of brand management inclu-
ding customer trust, customer belonging, customer re-
cognition, customer experience, customer engagement and 
return on investment. Various measurements contribute to 
brand performance, from consistency of sonic asset use 
and number of years such assets are being used to build 
brand equity, to uniqueness and brand fit. To measure 
brand fit, large-scale market research was carried out, 
inspired by academic methodologies (Müllensiefen, 2014). 
10,000 ratings were obtained by consumer participants 
and market experts to quantify both brand personality 
and music personality for all brands, to enable quan-
tification of comprehensive brand fit measurements. For 
data acquisition and calculation of all KPI’s, 
we leveraged extensive desk research, arti-
ficial intelligence-based evaluation, market 
research, expert panel analysis and social 
media monitoring. 

 ABOUT THIS REPORT  

   
      _METHODOLOGY
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_CUSTOMER TRUST   
Trust equals consistency and time. 
The consistent use of recognizable 
sound assets builds trust and ensures 
a connected brand experience across 

all audible touchpoints. A sonic identity contributes 
to brand equity by building strong emotional rela-
tionships with consumers, which in turn drive long-
term customer loyalty and value. 
For each brand’s Customer Trust score, we analyzed 
the consistent use of high-quality sonic assets. Re-
search was carried out into the use of owned music 
and sonic assets, looking at how long these assets 
had been used by the brand and the consistency of 
use of the assets across multiple touchpoints and 
markets.

_CUSTOMER BELONGING   
Stock music does not allow consu-
mers to bond with a brand. Unique-
ness, authenticity, and relevance, do. 

When a brand has a sonic identity including these 
three traits and uses recurring sonic assets created 
by real musicians, it’s much easier for consumers to 
connect with a brand on a deeper level and feel a 
sense of belonging with the brand community.
To assign a Customer Belonging score to each brand 
in the ranking, we evaluated the quantity of stock 
music used (which often has a negative impact), the 
uniqueness of the sonic assets used at different 
touchpoints, the overall brand fit of the sound and 
the quality of customer engagement across social 
channels.

_CUSTOMER RECOGNITION   
Consistent and unique sonic assets 
are essential if you want your brand 
to be recognized across all audible 
touchpoints. This means going beyond 

a static “sound logo”, and instead leveraging core 
sonic elements from a bespoke SOUND DNA. These core 
elements can be used across several environments to 
create a holistic and consistent sonic identity; from 
soundtracks to advertisements, product sounds to 
hold-music for customer hotlines.
Our Customer Recognition score was developed based 
on the quantity of owned music and sonic 
assets each brand possessed, the number of 
sonic assets used and the uniqueness and 
memorability of the sound used at diffe-
rent touchpoints.

                   _Various measurements contribute  
                                        to BRAND PERFORMANCE, from 
          CONSISTENCY OF SONIC ASSET USE ... 

 ABOUT THIS REPORT  
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_CUSTOMER EXPERIENCE   
To create an excellent customer expe-
rience across all audible touchpoints, 
brands must ensure they are producing 
audio assets of high quality. If the 
brand gets this right, audio can im-

pact customers on a profound emotional level, boos-
ting long-term brand equity and consideration on the 
path to purchase.
In order to assign a Customer Experience score to 
each brand in the ranking, we assessed: The consis-
tency of sonic assets used across different touchpo-
ints and markets, the flexibility of those assets to 
different use cases, the amount of custom and licen-
sed music used, and the overall quality of the sound 
and music used.

_CUSTOMER ENGAGEMENT   
This pillar considers how customers 
react to and interact with a brand. 
Strong interactions with digital media 
and the use of high-quality authentic 
music and sound that reaches the re-
levant target groups - and suits the 

current trends - are key.
Our Customer Engagement score is based on the num-
ber of video interactions and views on social media, 
the overall quality of sound and music used, and the 
quantity of stock music used (which had a negative 
impact).

_RETURN ON INVESTMENT (ROI) 
The final, sixth pillar, is return on 
investment. What does a brand gain with 
the money spent on audio assets? Can a 
shift in strategy streamline spending, 
whilst boosting brand equity?

We estimated the ROI (efficiency) of every dollar 
spent on music and sound for audio-visual content on 
digital and TV. This was then measured against our 
benchmark of a brand that owns its sonic identity and 
uses unique and reusable sound assets strategically 
across all audible touchpoints.
To create a return-on-investment ranking, we drew on 
social media monitoring, extensive desk research as 
well as our inside knowledge regarding music produc-
tion costs. 
A perfect audio brand scores highly across 
all pillars by using dedicated audio brand 
assets derived from a bespoke SONIC DNA. 

360°

 ABOUT THIS REPORT  

             ... and number of years such assets  
 are being used to build BRAND EQUITY,  
                   TO UNIQUENESS and BRAND FIT.  
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     _THE CHICKEN OR THE  
               EGG?  Exploring the  
Relationship between  
   Brand Value and Sonic
    Strategy Performance

_FOR THE FIRST TIME IN THE HISTORY OF 
SONIC BRANDING RESEARCH, we inves-
tigated the relationship between a compa-
ny’s brand value and the performance of the 
overall measured sonic strategy. We found 
a positive correlation between brand va-
lue and brands’ sonic strategy performance, 
which inspired us to dive deeper into the 
data to better understand whether a strong 
sonic strategy leads to increased brand 
value or if greater intrinsic brand value 
leads to bigger budgets for musical expen-
ditures. But before we do that, we need to 

understand why some brands are committed 
to having a sonic strategy. Anyone who has 
ever opened a marketing textbook has come 
across the “Four Ps”: price, product, promo-
tion, and placement; this model has served 
marketing well throughout the years. Most 
marketing professionals know that humans 
are not homo economicus like some econo-
mists led us to believe. Human 
beings are highly emotional and 
often irrational, as a study by 
Passikoff demonstrated. This 
study showed that only 30 percent 

_TEXT BJORN THORLEIFSSON & ELLEN MURPHY

 MAIN STORY 
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of consumers’ decisions are rational; the rest are 
entirely based on emotions (Passikoff, and Shea, 2008, 
p. 11). With customers being so emotional and increa-
singly avoiding advertisements, many marketers pointed 
out that the “Four Ps” need to evolve into the “Four 
Es,” where companies reach customers through emotion, 
experience, engagement, and exclusivity. 
The easiest way to reach customers through one of 
the “Es” is music. Music impacts us both emotional-
ly and physiologically; Music can also make us happy 
or sad, bring back specific memories, or calm and 
relax us. It can change our pulse rate, blood pres-
sure, and our breathing, ultimately affecting our 
entire being. Music thus moves and excites us faster 
and even at times more profoundly than any visual 

stimulus. Many brands throughout history have taken 
advantage of this fact - both knowingly and unkno-
wingly. The most successful instance of a company 
utilizing music to help growth can likely be seen in 
the case of McDonald’s. 
The multibillion-dollar company was not always on 
the rise. In fact, in 2002, they recorded a quarter-
ly loss of $344 million for the very first time. It 
was at this point that McDonald’s decided to kickstart 
a game-changing marketing campaign and what better 
way to access the emotions of consumers than through 
music. They released ‘I’m Lovin’ It’ as a song, initi-
ally unassociated with the brand, with Justin Timber-
lake serving as the voice and face behind it. In 2003, 
this song transformed into the jingle we know today 

in what is known as the ‘I’m Lovin’ It’ campaign. The 
campaign and jingle had a massive effect on compa-
ny growth, with McDonald’s documenting a $1.8 bil-
lion increase in worldwide sales that year alone. 
Was this a lucky coincidence? Highly unlikely. This 
significant effect on the market shows us the power 
of accessing consumer emotion through sound, which 
Mcdonald‘s did in a very clever way; first, by intro-
ducing the song into pop culture, and then generating 
an association and emotional bond between the jingle 
and the brand. This marketing decision to 
turn towards a global sonic strategy marks 
a pivotal point in the rise of the McDo-
nald’s brand and its worldwide dominance in 
the fast-food space.

 MAIN STORY 

               _30% of consumers’ decisions are rational –  
 the rest are ENTIRELY BASED ON EMOTIONS. 

Scan for audio

https://www.ampsoundbranding.com/bab-audio02
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Not every brand has the reach and marketing budget of 
McDonald’s. However, this study showcases the positive 
impact a well-thought-out sonic strategy can have on the 
growth of a brand. When we look at the Best Audio Brands 
Index Score, which measures the performance of brands’ 
global sonic strategy, it is interesting to note the 
positive correlation between brand value and index score. 

What does this tell us? It highlights the relation-
ship between how much a brand is worth and its so-
nic strategy performance. Companies that are valued 
higher generally tend to perform better within the 
ranking. To understand this relationship on a deeper 
level, we conducted the analysis across each sector, 
which opened the door to the key sectors driving 

this result: the Technology and Electronics sector. 
Within both sectors, the relationship was signifi-
cantly more substantial than that observed 
across the combined dataset, effectively 
revealing their unique commitment to so-
nic strategy, implementing audio at every 
available and ever-expanding touchpoint.

 MAIN STORY 
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Figure 1: Scatter Plot showing the relationship between Best Audio Brand Index 
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As we can see, across the Technology and Electro-
nics sectors, Best Audio Brand Index, and Brand  
Value tend to move in the same direction. Higher 
valued technology and electronics companies are 
more likely to perform better on the index than  
other sectors.
What can we draw from this information? Why do hig-
her valued tech and electronics companies tend to 
perform better in terms of sonic strategy when the 
same cannot be said for brands across various other 
sectors? This may be underpinned by the fact that 
Tech and Electronics companies truly understand the 
value and power of sound. And what’s more, this  
understanding is associated with brand value. In 
the Tech and Electronics industries, the value of  

building an emotional connection between user and  
product is heavily considered. According to  
our findings, this seems to be exploited in one of  
the most effective ways: audio. This focus on  
accessing consumer emotion through sound is  
also likely evolving and growing with the advance-
ment of technology and electronics. Brands like 
Apple, Nintendo, and PlayStation are hyperaware of 
the benefit of building an emotional connection 
through sound, ultimately allowing for total immer-
sion in the user experience, as well as creating 
opportunities for increased recognition, loyalty,  
and memorability.
These statistics led us to contemplate the directio-
nality of the relationship between brand value and 

sonic performance. However, we found ourselves spin-
ning on an infinite loop, trying to understand which 
came first, the chicken or the egg? We can assume 
that increased brand value comes with a higher mar-
keting budget in most cases. Increased investment in 
marketing may instill the creation of emotional con-
nections with the consumer through sound. However, 
the harnessing of sound may also result in expanded 
corporate success, ultimately raising brand value 
for companies. In the end, we stopped looking for an 
answer because the most crucial fact shines through: 
there is a positive association between harnessing 
music’s emotional power and company value. 
This relationship is an enlightening one, 
regardless of what direction it travels.

 MAIN STORY 

                          _IN THE TECH AND ELECTRONICS INDUSTRIES,  
  the value of building an emotional connection 
             between user and product is heavily considered. 
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 _THE 2022 RANKING:  
       Key Findings and Insights 

_17

_250 BEST  
AUDIO BRANDS

 REPORT 

BEST AUDIO BRANDS 2022 

_TEXT BJORN THORLEIFSSON & ELLEN MURPHY
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_IN THIS YEAR’S RANKING, MORE BRANDS TURN 
TOWARDS THE USE OF OWNED MUSIC, showing 
that brands are trying to integrate a holistic so-
nic strategy across brand touchpoints - 43 of the 
250 brands analyzed are using owned music in some 
of their material. A lot of brands have yet to emp-
loy this holistic strategy, but many are using sonic 
logos across digital touchpoints. 94 of the brands 
have a sonic logo, with 19 of those brands in the 
top 25. There is over 52% of sonic logo usage on 
average across digital channels by brands in the 
top 25, which is up from 39% last year. We know that 
consistency is key, and so this increase reflects a 
rise in effort from brands to drive brand recogni-
tion and memorability using short mnemonics. 
On average, brands use custom music in just over 25% 

of material, stock music in a little over 50%  
of content and licensed music in 9%. These numbers 
are relatively consistent with the previous year, 
with the only change observed for licensed music 
usage which is down from over 11% in 2021. However, 
zooming in on the top 25 brands, we see a large  
increase in average custom music usage, at 52%, 
which increased from 46% in the previous year.  
When it comes to the strategic use of sound, brands 
are certainly headed in the right direction. This 
is very promising for the field of sonic branding, 
considering that no digital advertising 
segment grew faster in 2021 than digital 
audio – which was up 57% to $4.9 billion, 
according to IAB’s Internet Advertising 
Revenue Report1. 

  _General INSIGHTS    
                    

1 https://www.iab.com/wp-content/uploads/2022/04/IAB_Internet_Advertising_Revenue_Report_Full_Year_2021.pdf  

 REPORT 
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_PLEASE FIND THE RANKING OF THE  
250 BEST AUDIO BRANDS, sorted by their  
audio brand ranking score.

AUDIO BRAND RANKING SCORE
AUDIO BRAND EFFICIENCY
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 REPORT 

  _250 BEST AUDIO BRANDS 
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                    “MUSIC IS TIMELESS, and because music is timeless, 
 IT’LL HAVE AN APPEAL FOREVER. What you’re doing  
                                                  in music is essentially creating a series of  
          frequencies that resonate with the mind and heart.“ 

~ Raja Rajamannar, Mastercard, from 101 Great Minds Vol 2
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 “In audio, you can easily describe an ELEPHANT DANCING 
 ON THE ROOFTOP, ADORNED WITH SILK RIBBONS and emitting 
 a variety of colorful light bursts. All you’re doing is leveraging 

 the power of words and voice to feed the imagination.” 
~ Dean Aragón, Shell, from 101 Great Minds Vol 3
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                      “Sound can be a bridge that’s  
                          transcending both  
 FUNCTIONALLY  AND EMOTIONALLY,  
                   which is really powerful.“ 

~ Tiana Conley, Kellog‘s, from 101 Great Minds Vol 2
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                          “In the luxury world, we talk 
                   about high value and highly emotional  
                         products, so we need to connect  
              with the consumer on that level.”  

~ Maria Gräfin Von Scheel-Plessen, Montblanc, from 101 Great Minds Vol 2
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                           _MOST EFFICIENT   
     BRANDS in the Top 25 

_LAST YEAR WE SAW AN INCREASE IN OVER-
ALL EFFICIENCY. The average efficiency does not 
change this year as it is still at 63%. With  
the current economic climate, we expect the  
efficiency to rise in the next 12 months. 
Many brands have realized that just having a  
sonic logo is not enough. Seven of the ten most 
efficient brands have a holistic sonic identi-
ty, and all of them have a sonic logo. This gives 
seven out of the ten brands the benefit of incor-
porating their identity into more audible touch-
points rather than just at the end of an ad.
This year, Nintendo and Coca-Cola are the out-
liers. Coca-Cola is an outlier with 86% use of 

custom music and next to no use of its sonic 
logo. Nintendo is the second outlier and a  
special case, as they release many trailers for 
video games. Therefore, 67% of its material is 
custom music, and 11% of it is music that is  
owned and associated with Nintendo. 
Shell is at the top with 97% use of owned music, 
the rest being videos without music. HDFC Bank 
is a close second also with 97% owned music, but 
2% is stock music. As brands embrace a 
holistic sonic identity, slowly their 
owned music library grows - it is 
the most efficient way to build brand 
equity through the use of sound.
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  _SONIC LOGO USAGE 

_94 BRANDS WITHIN THIS YEAR’S RANKING HAVE A  
SONIC LOGO.  30 of these have had one for around a 
year, with the average age of a sonic logo being 6 1/2 
years. NBC is in a league of its own, having had its 
sonic identity for 90 years, with State Farm being  
the second oldest at 51.  21 out of the top 25 brands 
have a sonic logo, and the other four have powerful 
product sounds. 
Brands that have a sonic logo use it on average in 
39.7% of their material. Interestingly, on average, the 
brands who have a new sonic logo use it less consist-
ently (in only 24% of their material) than those who 
have had it longer. By the time a sonic logo is two 
years old, the usage on average jumps to 41%. This 
indicates that it takes time to get all stakeholders 
to embrace a sonic logo and use it consistently. For 
example, State Farm, which has 51 years of experience, 
uses it in 92% of all its material. For any sonic  
logo to be successful, consistency is key, especially 

at the beginning when consumers need to hear the  
sonic logo as often as possible to make the connect-
ion between the brand and the sonic logo. Building a 
memorable sonic identity that is well known is a  
marathon, not a sprint. 
A brand can have a sonic logo and still have a bad ove-
rall sonic strategy. This becomes clear when we look at 
the most consistent brands in their sonic logo usage. 
Within the top ten most consistent users of sonic logos, 
three brands rank at 50 or lower. Michelin at number 50, 
Sony at 53, and UBS at 92. But why have these brands sco-
red so low? One of the reasons is their reliance on stock 
music. 80% of the music Michelin uses is custom music, 
and the other 20% is stock. Likewise, Sony uses 79% stock 
music, and UBS uses 83% stock music. Using 
stock music dilutes a brand‘s sonic strategy. 
In our fragmented media landscape - where we 
click skip on an ad after the first five  
seconds - having a sonic logo is not enough. 

 REPORT 
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    _Closer look at  
 THE GODFATHERS OF  
        SONIC BRANDING.  
          

_THE TOP TEN IS MISSING TWO NOTABLE BRANDS – 
INTEL AND MCDONALD‘S, two brands that have been 
championed as the best when it comes to sonic branding. 
We have been keeping a close eye on them ever since we 
started this ranking. From 2019 we saw a dramatic drop - 
Intel decreased its sonic logo usage from 95% to 49% 
and McDonald‘s from 95% to 43%. But this year, we saw a 
increase for both brands with Intel now at 59% and  
McDonald‘s at 57%. 
Perhaps someone from these companies has been reading 
our previous publications and asked some tough ques-
tions at the office. We love seeing brands 
using their assets, and even though Intel‘s 
and McDonald‘s increase is not enough to  
reach the top ten of most consistent users, 
it is a step in the right direction.

 REPORT 
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_SONIC BRANDING EXPERTS AROUND THE GLOBE 
are continually placing emphasis on the fact that it 
is no longer appropriate to consider a sonic logo 
sufficient when it comes to the implementation of 
sonic strategy. While it is obvious that we have 
come a long way since the jingle was introduced in 
the 1900s - and since the premiere of Intel’s fa-
mous sonic logo in 1994 there are many brands that 
haven’t truly appreciated the fact that development 
of a sonic identity may no longer be considered a 
trend, but a necessity. Here at amp, we believe in 
the employment of a Sonic DNA, the ultimate audible 
expression of a brand in sound. While some brands 

are catching on when it comes to the advancement 
of sonic identity, we have observed that sonic lo-
gos are often used in isolation. 38% of the brands 
in this year’s index have a sonic logo, but only 17% 
of these brands have a sonic identity, shown through 
ownable and unique branded music and sonic assets. 
Despite improvement from last year’s index, where 
14% of brands’ content featured owned music, there 
is still a long way to go. The sonic evo-
lution has pushed brands towards the uti-
lization of a holistic sonic identity, but 
some remain stuck in the unidimensional 
mindset that a sonic logo is enough.  

             _A Holistic Approach  
 to Sonic Strategy:  
                             IS THE ERA OF THE  
             SONIC LOGO OVER?           

 REPORT 
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 REPORT 

_IN THIS YEAR’S REPORT, 94% of 
brands included in the analysis are 
using a percentage of custom music 
across digital content. However, the 
number of brands that use owned music 
in digital content is only 17%. What 
does this mean? Less than a fifth of 
brands recognize the need to transform 
custom music into something that is 
unique, ownable, and fitting for the 
brand personality. Brands recognize 
the importance of adopting music that 
is unique and custom-designed for  
marketing across various brand touch-
points. But the use of music in this 
way does not fully allow a brand to 

build audio brand equity, with recog-
nition being stunted by the fact that 
music is not ownable, not recognizable  
and often used in isolation across 
single campaigns before a new musical 
approach is adopted. There is no  
red thread across custom music that 
does not contain elements of a sonic 
identity. This impacts a brand, because 
while money is being spent on custom 
music production, the brand does not 
receive the benefits that 
come with sonic strategy, 
such as memorability, re-
cognizability and enhanced 
emotional connection.

       _CAPITALIZING ON CUSTOM   
 MUSIC – embracing  
                 the transition towards 
          ownable sonic assets.           
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_STOCK MUSIC IS USED ON AVERAGE IN 53% OF 
ALL MATERIAL BY BRANDS - an increase of 3% 
from last year. This might make sense to a layman 
when you look purely at the cost of music, but 
when you consider that brands are spending money 
that could otherwise be spent on building sonic 
brand equity and engaging with customers on an 
emotional level, things look different. 
Apart from the film production companies, Shell is 
the only brand that does not use any stock music. 
150 brands use stock music in 50% or more of their 
material and 17 brands use stock music in more 

than 90% of their material. U.S. Bank, Honeywell 
and Boeing are the biggest users, using it in 96% 
of material, which is significantly higher than 
the average.  
If brands that are using such a high percentage of 
stock music were to invest instead in a holistic 
sonic identity, they would slowly build up their 
own library of music, creating cost sa-
vings. With the transformation that AI 
music is bringing to the sonic branding 
industry, such savings will only increa-
se in the years to come. 

  _STOCK MUSIC USAGE  
                                   

 REPORT  REPORT 



_30BEST AUDIO BRANDS 2022 

_ACROSS THE ENTIRE RANKING, 182 
out of the 250 brands feature licensed 
music across brand touchpoints to some 
extent. However, the average percentage 
usage across all sectors is quite low at 
12.3%. Like the previous year, there is a 
large spike in licensed music featuring 
in one sector in particular: Luxury. 

In the Luxury industry, audiovisual 
content analyzed features 31.7% licensed 
music on average, which is up 4.7% from 
last year’s ranking. This is notable, 
because with increased licensed music 
usage comes increased musical expendi-
ture. But does this increase in expen-
diture have a positive effect on sonic 
strategy? Not necessarily. Although fit-
ting licensed music that speaks to brand 
values and personality and accentuates 
message delivery can really enhance an 
advertisement and positively impact  
consumers, it is not always met with de-
sired effects. In some cases, marketers 
make the mistake of choosing artists and 
music that fits their own personal pre-
ferences, instead of placing consumers 
at the heart of the decision. 

The advertisement for the Louis Vuitton1 

Men’s Spring-Summer 2021 Campaign by 
the late Virgil Abloh is an example of 
a luxury brand using licensed music in 
a way that accentuates video footage 
and speaks to the personality of the 
brand. Featuring Yves Tumor’s ‘Gospel 
for a New Century’, the song exudes 
feelings of confidence, celebration, 
expression, and diversity. It really 
compliments the footage by giving the 
eclectic characters an air of confi-
dence and immerses the viewer in the 
‘setting’. The stylistic juxtaposition 
of the music (hip hop to ska to pop/
rock) creates dissonance and surprise. 

It is not always the case that selected 
licensed music complements the video 
footage it is paired with. All too often 
we see cases where there is little in-
teraction between audio and visual which 
ultimately reduces the impact of the 
communication. A poor interaction can be 
observed in the Chanel COCO CRUSH Fine 
Jewelry promotional Film2, in which vi-
suals are paired with Les McCann’s ‘Bur-
nin’ Coal’. This music is predictable, it 

doesn’t compliment the footage and shows 
almost complete lack of interaction bet-
ween the music and the visual direction 
- it merely fills the background. 

This year it is notable that we saw 
an increase in licensed music usage. 
But does this increase contribute to 
improved performance in the Best Au-
dio Brand Ranking? Not exactly, which 

we were not surprised by. While Gucci, 
Louis Vuitton, Prada, Cartier, Chanel 
and Hermes all fall within the top 50, 
no Luxury brand features in the top 20 
best audio performers. Louis Vuitton, 
Prada, Cartier, Chanel and  
Hermes all fall within the 
top 50, no Luxury brand fea-
tures in the top 20 best 
audio performers. 

 REPORT 

 

   _Sounds Expensive:  
       Uncovering whether  
                    high musical  
         expenditure in  
            the LUXURY SECTOR  
 IS REALLY WORTH IT. 

1 https://www.youtube.com/watch?v=L06gZhLrxvg   2 https://www.youtube.com/watch?v=mfLEI0EeZ2s
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_WITH THE INCREASE FROM 100 
BRANDS TO 250 BRANDS this year, 
we expected to see considerable 
changes in average Best Audio Brand 
Index score across industries bet-
ween years. Therefore, it was a nice 
surprise overall to see such a small 
shift between the years in scores 
across industries. This supports our 
long-held belief that on average, 
there is little difference between 
sonic strategies of brands across 
each sector. 
If we look at the average differen-
ce of BAB sector score between the 
years - (excluding the energy sector 
because last year Shell was the only 
brand within this sector) – it is 
only 4.57 points. There are six sec-
tors that see a positive change of 

5.92 points on average, while there 
are nine sectors that see an average 
negative change of -3.67 points. 
The sector that saw the highest 
positive change between years was 
Business Services, with a 12.88-point 
increase since last year. The number 
of Business Services brands within 
the ranking doubled from three to 
six this year, and out of the six 
brands Deloitte is doing most of the 
heavy lifting. On the other hand, 
the sector that saw the biggest drop 
between years was Apparel. The Ap-
parel sector now has five brands (up 
from two last year) and 
four of the brands sco-
re between 29.8 and 23.6 
- H&M sits at the bottom 
with a meager 14 points.

 REPORT 

   _INDUSTRIES   
               year over year    
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    _TOP PERFORMERS:  
                                Brand Pillars 

_WE ARE SHARING  
THE INDUSTRIES THAT 
SCORED HIGHEST across 
each of our five Sonic 
Performance Pillars. The 
pillars are key indica-
tors as to how industries 
are performing sonically 
across brand touchpoints 
and form the basis of the 
overall Best Audio Brand 
Index Score. 

  

Holds significant import-
ance when it comes to 
sonic strategy. Belonging 
is of primary importance 
as many feel more discon-
nected and isolated than 
ever. 

Provides the foundation 
for customer loyalty. 
Trust builds the notion 
in consumers that brands 
prioritize relationship 
over sales. What more 
effective way to build 
trust than through the 
highly emotive and uni-
versal medium of audio? 

 

Driven by the power of 
repetition, consistency 
and time, customer recog-
nition focuses on fami-
liarity and memorability 
of consumers with brands 
sonic identity and sonic 
logos.

Enhanced by uniqueness 
and fitting experience, 
customer experience be-
nefits from custom and 
owned music usage across 
brand touchpoints and is 
driven by tailored sonic 
experience. 

 

Meeting and surpassing 
customer expectation. 
Sound can do this in 
many ways; but all too 
often brands miss this 
opportunity. 
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_IN TODAY’S MULTIMEDIA COMMUNICATION, brands are  
slowly but surely recognizing the importance to not only 
look, but also sound right. With sound logos already 
becoming an essential part of a brand’s identity – 
some of them even reaching iconic status – sonic 
 identities are now becoming equally vital for a 
brand to communicate its values. 

    _THE POTENTIAL  
OF VOICE CLONING   
  for brands paradigm

_TEXT DR TIMO P KUNZ

    _WHY YOUR BRAND‘S SYNTHETIC VOICE  
                                             is becoming an essential part of                                

                                                                                            your communication 

 FEATURE STORY 
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But what about voice? It is clear that any speech 
performed by a voice actor automatically becomes 
part of your sonic branding and should be aligned to 
your CI. And while you can choose a voice actor that 
represents your brand, it can be a daunting task to 
assure that speech is consistently (mass) produced 
and is kept on brand across all marketing assets.

THE PROBLEM: TRADITIONAL  
AUDIO CREATION CAN NOT KEEP UP
While tools have certainly evolved, the actual re-
cording process has not fundamentally adapted to  
the challenges of our times. When producing an audio 
asset, a script still needs to be created, a voi-
ce actor will be hired and a recording studio with 
a sound engineer will be arranged to facilitatethe 

process. Once the speech has been recorded, a  
mixing engineer will get to work and after that,  
a mastering engineer will take care of the post 
production, with the final outcome being a pro- 
duced audio file that is ready to be distributed 
or broadcasted.

This process is linear and sequential and any signi-
ficant change in the creative process will require 
repeating one or several of the steps previously 
outlined. In fact, creating audio with a voice is 
slow, error prone, inflexible and limited 
by the availability (and health) of the 
actual voice actor. Ultimately, continuous-
ly producing audio at scale with a certain 
voice is operationally impossible.

      THE PROBLEM: Traditional  
                Audio Creation Cannot Keep Up. 

 FEATURE STORY 

The process for creating audio hasn’t significantly changed in  
the last 100 years

Scan for audio

https://www.ampsoundbranding.com/bab-audio01
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SO, WHAT‘S THE SOLUTION?
Enter voice cloning. Based on text-to-speech techno-
logy, it is now possible to clone a person’s voice 
by recording their speech and building an AI voice 
model. Once the model is developed, it can be used 
to turn any text into spoken words within seconds.

This revolutionizes the way audio can be produced 
as it turns the linear process into a modular one. 
You can now change the words that are being spo-
ken at any time and as often as you want, you can 
create as much content as you wish and can itera-
te without booking a new session.  Voice cloning 
enables brands to create content at a much faster 
rate in a more consistent way and even allows high 
quality audio to be created within seconds by an 
automated process. This now means the announcement 
of the daily special “To celebrate tonight’s game, 

we have chicken wings on sale for only 5.99!” in 
your local outlet can sound just as much on brand 
as your national campaign.  

HOW TO CLONE A VOICE
For a basic voice model, a voice actor will need to 
record approximately two hours of speech. Approxi-
mately 2000 phrases are then added to a base model 
of a male or female voice that consists of hundreds 
of hours of speech data. In a machine learning pro-
cess the characteristics of the voice actor will be 
‘cloned’ and the voice model is ready to be used.
The more data you provide, the more accurate and 
higher quality the voice will be. For 
a professional voice however, we still 
recommend about 10 hours of recordings, 
but there certainly is no upper limit to 
the amount of data!

      THERE IS A WIDE RANGE OF WHAT  
         SYNTHETIC VOICES CAN BE USED FOR. This  

                  depends mostly on the identity of the 
 brand and the way it communicates. 

 FEATURE STORY 

The voice cloning process starts with a person recording
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HOW BRANDS USE VOICE CLONING
There is a wide range of what synthetic voices can 
be used for. This depends mostly on the identity 
of the brand and the way it communicates. Here are 
some examples:

1. Drafting
Creating on-brand audio content, especially in 
short formats such as advertising, usually requires 
a lengthy review process. Particularly for large 
brands, this alignment can involve several agencies 
and in-house specialists because the outcome needs 
to be absolutely perfect. 

By using synthetic media production, this process 
can be sped-up significantly. Drafting audio with 
a cloned voice will only take minutes and can be 
easily adapted. This helps stakeholders to align 

faster and be more cost efficient, before moving 
into final production using the traditional audio 
creation process.

2. Audiofication of existing content 
Using voice cloning for social media content helps 
brands to enrich their media output dramatically. 
It is now possible to add voice overs to (short  
lived) Instagram stories, or create large amounts 
of (constantly changing) instructional videos for 
Youtube. The beauty of using a synthetic voice is 
that any existing written content can be used and 
can be turned into an audio experience. Just con-
sider the potential for your company’s 
internal news, your product descripti-
ons, or even functional content like  
reports or announcements in buildings 
and telephone systems.  

                VOICE CLONING WILL INCREASINGLY  
                      BE A VITAL PART OF COMPANIES’ SONIC  
 BRANDING because it unlocks promising new      

                possibilities at the fraction of the cost  
      compared to the traditional process. 

 FEATURE STORY 

AI-driven audio creation minimizes the “humans in the loop“



_37BEST AUDIO BRANDS 2022 

3. Personalization and localization
One important advantage of using a cloned voice  
is its scalability. You can create thousands of 
versions of the same content by personalizing it 
to your audiences in very little time and at a 
fraction of the cost. This can be content based  
or defined by the individual listener. 

Product descriptions, for example, can now be  
created for each customer based on the individual 
model they own, as well as their names, locations 
or climate.

4. One-on-one conversation with your brand
Conversational AI is a really hot topic among 
brands, not only because it’s fascinating but also 
because they can communicate with customers on-
brand and individually. The power of having a well-
made avatar is huge. 

For example, at Aflorithmic we recreated Albert 
Einstein’s voice and built an avatar together with 
our partner UneeQ. Anybody can talk to digital  

Einstein, asking him questions about his life, 
science or any other topic. His voice is a major 
ingredient in the experience and the fact that you 
can now have a conversation with one of the grea-
test minds in human history is just mind-blowing.

CONCLUSION
Voice cloning is a significant game changer in 
the way brands build and use their media assets. 
In conjunction with AI audio production it helps 
brands to communicate faster and cheaper with 
their customers, while being on-brand and in total 
control of the entire production process.

The technology also opens up new ways for how 
brands connect with customers on an individual  
level. Personalized audio content now becomes not 
only possible but automatable and easily accessible.
In one sentence, voice cloning will increasingly be 
a vital part of companies’ sonic branding 
because it unlocks promising new possibi-
lities at a fraction of the cost compared 
to the traditional process.

 FEATURE STORY 

Digital Einstein’s voice has been created by Aflorithmic
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MICHELE: I was looking at the findings 
from this year’s Best Audio Brands and 
thought it would be great to discuss 
brand design, technology, and sound 
with you, given your expertise.
CHRISTIAN: Very interesting. I was 
actually thinking today about the 5 
senses approach we often use in  
Design. Hearing / Sound is without 
any doubt the most under leveraged 
sense when people are working on 

Brand identity and is very often an 
afterthought. It would be very inte-
resting to conduct an experiment on 
brands with amazing brand identity, 
but limited audio capabilities, and 
see where the biggest gaps lie. What 
consumers remember about 
these brands could be mea-
sured, and we could define 
what actions can be taken 
to change their approach. 

      _Design and Sound  
Innovation: FLEXIBILITY IS
    THE KEY TO CREATIVITY    

 FEATURE STORY 

   _IN STUDIO WITH CHRISTIAN SACLIER ,   
               VP Design Innovation at PepsiCo 

_INTERVIEW MICHELE ARNESE
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Yes, this is a great point. We have 
that list! For the 2022 Best Audio 
Brands we also found a correlation 
between the brand value and the use of 
audio, and this is what we also present 
as a part of this report. Christian, I‘m 
talking to you because you are a desig-
ner, but you are also a music friend, 
and strong proponent of sonic branding, 
can you introduce that experience?
I believe that sound is the most under 

leveraged item that people think about 
when developing a brand identity. We 
see bits and pieces in different com-
panies, but sound is very rarely integ-
rated intentionally, and the process is 
never systematic. There is a lot of ef-
fort put into the visual identity, and 
the look and feel of a brand, and very 
often the same effort is not invested 
into the combination of sound design 
and brand identity.

Exactly, Christian, this is also  
coming from your perspective, as a 
designer. If you had music in your 
design process from the very begin-
ning, how do you think you could  
take advantage of this, especially  
in launching new brands?
Whenever we start the brand identity 
process, we take the steps that allow 
us to define the creative territories. 
If we start with a new brand, we are 
creating an atmosphere for the brand. 
This is why I talk about the 5 senses 
because it’s really about extracting 
how the brand sounds, looks, feels, and 
even tastes in the case of our food 
and beverages portfolio. I find that 
sound is very quickly abandoned in the 
face of establishing a visual identity, 

only to be revisited much later in  
the process as an afterthought, without 
any intentionality. For example, we  
often see playlists picked randomly by 
an agency rather than thoughtfully se-
lected audio tracks that make a power-
ful impact. What’s important is to have 
sound start with the moodboard alongside 
the visual identity at the very begin-
ning of the process. 

Another thing that came out of this 
year‘s reports, is that out of the 
250 brands we analyzed, 94 have sonic 
identities, and 65% of them rely  
solely on a sonic logo. Basically, 65% 
of the brands that have sound, are 
only utilizing it within their sonic 
logo. From a visual design perspective 
this would be like only having a  
visual logo with nothing else. How 
might you explain this from the design 
side, and what is missing there?
Yes, reducing work to just a mnemonic or 
a logo does not make sense, brand work 
must be both sound and design driven. 
Category cues are important to commu-
nicate visually, however they also need 
to be subtle, I believe it’s the same 
from a sound perspective. The issue that 
we run into with sound is that people 
are bombarded with sounds all day long, 
and it’s challenging to stand out from a 
sound perspective, even for a musician, 
let alone a brand. I was chatting with 
some of my colleagues here 
at the Design Center and they 
questioned whether a sound 
identity is as important as 
‘playing with the cool kids’ 

 FEATURE STORY 

         “I believe that SOUND   
                                 IS THE MOST UNDER  
     LEVERAGED SENSE when  
                     people are working on  
                              Brand Identity.“ 

~ Christian Saclier

Scan for audio
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as you say. We still need to convince a 
lot of people even in the design world 
that a sonic identity will add a layer 
of differentiation, so people can re-
cognize and see the consistency of the 
visual identity with the sound identity. 

I think that brands have the opportu-
nity to create unique sonic strategies 
first, then bring in the ‘cool kids’ 
to remix or play with their own de-
sign. Do you think this is the key to 
authenticity?

Yes, I think that many people don’t rea-
lize that a sound identity can be shared 
with artists. So, brands can create their 
own culture instead of just using it. This 
is something that is very new to people, 
and it’s really super cool. People are not 
aware that this is even a possibility.

Exactly. It’s all about adopting and 
taking the design and making it its 
own, this is only a good thing for the 
brand because this is coming from an 
artist who has, of course, the standing 

and the authenticity within the target 
groups. But the design needs to be  
flexible to allow for this, correct?
Exactly. Let me share an example regar-
ding one of our brands, LIFEWTR, where 
we have allowed creatives to express 
their talents within our brand identity 
guidelines. Many partnerships were made 
in order to allow artists to create their 
own visuals and their own graphics. This 
allows the LIFEWTR visual identity to 
stay the same given the shape of the 
bottle, color of the cap, the architec-

ture of the information, etc., however 
everything below the logo on the  
bottle is changing all the time. Framing 
is done to ensure people recognize the 
product; however, this showcases a remix 
in the design department while working 
within the parameters of good design. 
This could apply exactly in the same  
way when it comes to sound design. 

Visual recognition is married with 
creative flexibility, and this is 
exactly what can also be achieved with 
proper sonic identity and strategy.
Absolutely.

How are you facing web3 and the meta-
verse? Design wise, it‘s important  
to understand the line between the  
physical and the virtual world. How  
do you prepare brands for that? How do 
you work towards that in your design 
process? 
I’m on the innovation side of design 
work and am looking at  
what will be the impact 
forces that will change  
our business model in the 
coming years. I look into 

            “VISUAL RECOGNITION IS  
                  MARRIED WITH CREATIVE  
       FLEXIBILITY, and this is  
                                 exactly what can be  
            achieved with proper sonic  
               identity and strategy.“ 

~ Michele Arnese 
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who might be our future consumers  
and what will be their needs in the 
future. We have already completed  
some experiments in the Metaverse  
that have shown us that by playing 
different sounds or different visuals, 
you can even influence the perception 
of taste. What is very interesting  
with the AR/MR/VR headsets is also  
the spatial sound, because it creates  
another world of opportunity and  
some other experiences that today are  
available for us to unpack. 

In the metaverse you don‘t have taste 
in terms of a sense, but you can use 
the visual and the sound to shape that 
experience to be stronger and more  
impactful, despite being different. 
This takes us to our last thought 
regarding flexibility, it seems that 
the more detailed the design work, the 
better the end result. Do you think 
that this is something that applies 
in sound as well? Do you see parallels 
between the visual design pairing  
elements and sound as well? 
Yes, our Chief Design Officer, Mauro 
Porcini, always reminds us that from 
a brand perspective, we need to create 

experiences that are iconic and memo-
rable. I think that in music this also 
applies. Some melodies are memorable 
days, weeks, or years later, even  
after only hearing them once, and some 
are entirely forgettable. There is some 
sort of magic that happens when people 
are creating something that is iconic 
and memorable. To create this magic, an 
understanding of the details is required 
to abstract and pull out emotions. Mu-
sic is even more emotional when paired 
with branding in that it takes you to 
past experiences, memories, or whatever 
you‘ve lived in the past. It keeps on 
building your own personal story. 

Regarding this observation, do you 
think it‘s easier to imagine a  
visual while listening to the music, 
or imagine the music while looking  
at a visual?
I‘m sure if you put an image in front 
of me, I might not be able to immedia-
tely reference a specific sound or  
the music that fits that visual.  
However, if you have me listen to music, 
I would absolutely be able to tell you 
which places or memories or sentiments 
I associate with it. This actually  

reminds me of Serge Gainsbourg. He made 
a statement around music not being 
a major art, but rather a minor art, 
funny he said that, because he was a 
painter and a musician! He meant that 
music is more accessible to many be-
cause you can experience feelings even 
without any knowledge of music culture, 
while in art, this is less accessible. 
I tend to think that music has some-
thing deeper, a stronger emotional 
connection to people. In art, people 
can sometimes feel lost if they do not 

connect to it - like what is this guy 
trying to say? In music, it‘s slightly 
different, you can like it or not,  
but music always carries something  
in terms of emotion, which is why I  
believe in the end, it‘s easier to  
associate an image to music. 

Yes, I think the same. And this is a 
very good conclusion; music stirs 
something within you that 
you cannot avoid. This is the 
power of sound.

    “Music is even more  
            emotional when paired  
      with branding in that  
                 it takes you to past  
 experiences, memories… IT  
        KEEPS ON BUILDING YOUR 
    OWN PERSONAL STORY.“ 

 FEATURE STORY 

~ Christian Saclier
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_THE FIRST QUESTION TO ANSWER IS:  
What are NFTs and how do they intersect with the 
music industry? 
In Web 3.0, NFTs constitute a token class with which 
the ownership of unique objects - both physical 
and digital - can be irrevocably documented on the 
blockchain.  With the help of blockchain techno-
logy, well-known file formats such as JPG, MP3 and  
WAV can be tokenized as digital goods, which as a 
result can map characteristics of physical objects 
such as scarcity, uniqueness and proof of ownership. 
The artificial scarcity of a digital good 
increases its value with the associa-
ted unique token, which has not yet been 
technically feasible through the purely 
identical replication of files. 

 FEATURE STORY 

_TEXT FELIX FUNKE

_2022, the year 
     of the Music NFTs?
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The societal need for music NFTs deri-
ves primarily from the music industry‘s 
decades-long, almost frozen discourse 
about outdated and complex structures. 
NFTs enable musicians to establish in-
novative revenue streams without cen-
tralized intermediaries and allow their 
fans to participate directly in the 
value of the music. It also provides 
musicians with a long-term opportunity 
to profit from sales and increases 
the value of their works. With every 
change in ownership of an NFT, a kind 
of royalty is automatically distribu-
ted to its creator through dependen-
cy on the purchase price, whose share 
can be determined in the NFT creation. 
This mechanism is usually worthwhile 
in the long term and is demonstrated 
by data from a study conducted last 
year in 2021, which found only 27 per-
cent of secondary market sales were 

cheaper than primary sales. According 
to research by Water & Music, since 
June 2020 about $86 million in sales 
have already been recorded via primary 
sales of music NFTs, generated parti-
cularly by various asset classes such 
as audio/music collectibles and royal-
ty investments, which can show a pre-
existing weighting of the market. 

Let‘s look at the practice and current 
use cases. Most recently, Ryan Tedder 
(One Republic) and KYGO released the 
first song from their virtual Bored 
Ape Band „Bored Brothers“ via sound.
xyz on March 22, 2022 in the form of 
300 limited edition Music NFTs that 
sold out in minutes - a 
project that stemmed from 
both artists desire to crea-
te and curate music outside 
of their respective genres. 

                   _THE SOCIETAL NEED FOR MUSIC NFTS   
 DERIVES PRIMARILY from the music industry‘s  
                 decades-long, almost frozen discourse about                 

                           outdated and complex structures. 
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The first release is to be followed in 
short order by additional tracks and 
an animated music video featuring the 
respective Bored Apes of both creators.
This raises the following question, 
which should be tracked closely based 
on the development of recent releases: 
Have the globally known musicians Ryan 
Tedder and KYGO successfully kicked off 
a broader mainstream adaptation of  
Music NFTs with this project and its 
enormous reach? And what can we learn 
from the pioneering audiovisual project 
„Bored Brothers“ in the context of sonic 
branding? Will similar projects soon be 
a credible element of a future-oriented 
and holistic branding strategy? 

Platforms for music NFTs, such as 
sound.xyz, have experienced strong 
growth in recent months but are still 
considered niche. However, this may 
change abruptly with more releases from 
major mainstream musicians, which  
Tedder has announced will soon include 
Timbaland and Snoop Dog. We are on the 
tip of a breakthrough moment and glo-
bal brands, as „first movers,“ current-

ly have a great opportunity to seize 
the momentum in Web 3.0 around music 
NFTs. Many sonic identity formats are 
suitable for generating limited music 
NFT collectibles for customers and fans 
that open a completely new customer 
touchpoint. For example, custom tracks 
for major global campaigns such as the 
Super Bowl are conceivable, as are 
various productions of a Sonic Logo in 
cooperation with different artists. 

NFTs offer a real opportunity to dif-
ferentiate oneself from other brands as 
much as possible with Music NFTs. An-
imated artist identities - like in the 
case of the „Bored Brothers“ the Bored 
Apes – alongside the sonic assets can 
further help to extend a brand identity 
completely audio-visually into the me-
taverse, where creativity has no limits. 

Music NFTs, in line with high quality 
audiovisual productions, offer a  
unique key to the metaverse, which we 
- and every great brand in 
the world - are approaching 
step by step.

        _We are on the tip of a  
              breakthrough moment and  
        global brands, as „first  
                   movers,“ currently have  
           a GREAT OPPORTUNITY  
            TO SEIZE THE MOMENTUM IN  
 WEB 3.0 AROUND MUSIC NFTS. 
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 CONCLUSION 

_WITH OUR INCREASE IN BRANDS inclu-
ded within this year‘s Best Audio Brands 
Report, we showed the link between 
brand value and global sonic strategy 
for the very first time.  The nature of 
this relationship is currently up for 
debate; however, we will continue to ex-
plore this symbiotic association through 
our research and academic partners. 

This correlation alone is essential 
knowledge for every brand manager across 
the globe. As we shift our attention to-
wards audible content and move away from 
screens, having a sonic strategy and ho-
listic sonic identity has become a must. 
Proving to be the best way to different-
iate brands while continuing to resonate 

culturally with consumers, the power  
of sound can no longer be ignored, and  
muted brands will be left behind. 

Those looking to improve their standing 
in next year’s report can draw lessons 
from brands such as Mastercard and Shell 
and focus their efforts on developing a 
holistic sonic strategy. Future-proofing 
the Sonic Ecosystem will allow brands to 
adapt to new contexts and customer ex-
periences, many of which we cannot even 
begin to imagine today. 

We can acknowledge that not every brand 
has the budget of the likes of Mastercard 
and Shell. However, the first step in 
sonic branding is to create a strategy. 

Whether relying on stock music or a so-
nic logo, thinking about how your brand 
should sound is a requirement to keep 
your brand from sounding incongruent. 
Brands spend so much effort aligning 
their visual identity, ensuring it is 
in harmony; however, they often neglect 
their sound, resulting in a cacophony, 
thus creating a mismatch between visual 
identity and how the brand sounds. 

This year‘s Best Audio Brands ranking 
clearly demonstrates that many leading 
global brands already know the importan-
ce of conscious and strategic investment 
in sound. A well-thought-out sonic stra-
tegy is a powerful tool to keep a compe-
titive edge in the marketplace and make 

meaningful emotional connections with 
consumers. With the growing adoption of 
audio-driven platforms and better capa-
bilities to test sonic assets to de-risk 
investment, we anticipate the demand for 
sonic branding will continue to grow. 
Sonic branding is quickly moving from a 
nice-to-have asset to a must-have strate-
gy for brands. As we have mentioned be-
fore in this report, only 17% of brands 
have a flexible ownable sonic identity 
which is the  most effective way to uti-
lize sound to build sonic brand equity. 
We see huge potential for brands to have 
ownable branded sound, even if they’re 
late to the game and after rea-
ding this report we expect you 
to see the potential too. 

   _Investment in SONIC  STRATEGY  
             PROVES  KEY IN Future-proofing  
        Brand Awareness

_TEXT BJORN THORLEIFSSON
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_SONIC DNA® 
The Sonic DNA is the audible expression of  
a brand. It sits at the core of a brand’s  
Sonic Identity and is the source of all brand  
specific musical ingredients (brand melodies, 
riffs, harmonies, voice and instruments). 

_SONIC IDENTITY 
The Sonic Identity is the audible equiva- 
lent to a visual identity. It is a holistic 
brand sound ecosystem guaranteeing consis-
tency, brand recall and maximum flexibility 
across all sonic consumer touchpoints. 

_SONIC ASSETS  
Audible assets derived from the Sonic DNA, 
tailored to the needs of a specific touch- 
point or consumer experience (music tracks, 
sonic logo, UX/UI sounds, product sounds, 
voices, etc...). 

_SONIC WATERMARKING® 
Sonic Watermarking is the process that  
weaves elements of a Sonic DNA into a custom 
piece of musical content. In this way, each 
custom track created can support or empha-
size specific storytelling, whilst ensuring 
clear audible brand recognition.

_AUDIO BRAND RANKING SCORE 
This score is based on five of the six pil-
lars we defined for our Best Audio Brands 
methodology: Experience, Trust, Belonging, 
Recognition, Engagement/Satisfaction. The 
combined evaluation of these factors cons-
titutes the final score. Beyond any sonic 
brand assets, the score also takes into ac-
count product sounds and voice applications. 

_AUDIO BRAND EFFICIENCY 
The estimated Return on Investment (ROI) of 
every dollar spent on music and sound for 
audio-visual content on digital channels 
and TV. Measured against our benchmark of 
a brand that owns their Sonic Identity and 
uses unique and reusable Sound Assets stra-
tegically across all audible touchpoints. .

_OWNED MUSIC  
Made for and owned by the brand, recogni-
zable across all touchpoints including ele-
ments of the Sonic DNA. 

 
_CUSTOM MUSIC  
Piece of music exclusively composed for  
a campaign or consumer experience. 

_LICENSED MUSIC  
Licensed music which is part of the world  
repertoire (non-exclusive). 

_PUBLIC-DOMAIN LICENSED MUSIC    
Music that is not protected by copyright,  
but license is needed for the master rights. 
(non-exclusive). 

_STOCK MUSIC  
Generic piece of music pre-composed and  
pre-produced for a broad range of applicati-
ons (non-exclusive). 

_PRODUCT SOUND 
The use of sound across products and services 
to enhance or guide the user experience. 

_PRODUCT VOICE 
A voice created to truly reflect the holistic 
identity of the brand.

 _GLOSSARY 

 CONCLUSION 
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_AMP IS THE WORLD’S LEADING, FULL-SERVICE AGENCY FOR SONIC BRANDING. 
The amp team creates holistic sonic identities for global brands by combining  
unique expertise in brand strategy with decades of experience in music composition, 
production and compilation. Leveraging its award-winning Sonic DNA® process, amp 
helps brands leverage sound, music and voice to build authentic, emotional connec-
tions with audiences across all audible customer experience touchpoints. With its 
diverse portfolio of clients, including Mastercard, Mercedes-Benz, Deloitte, Pepsi-
Co, Kraft Heinz and more – amp activates 360º sonic experiences. From digital  
advertising, branded content, and user experiences for apps and software to the  
latest developments in artificial voice and immersive audio technologies, amp  
focuses on creating meaningful interactions for brands and their audiences.
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