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The final Audistry by Dolby brand was the result of extensive consumer research and focus
group testing. At every step of the process, from the initial concept stage, through the
development of the brand and finally to the choice of the identity, we tested and validated
our decisions with comprehensive market research.

This paper summarizes the main insights we drew from this research.

Identifying the need

Unlike many products that are created simply
because the technology exists, Audistry by
Dolby was specifically designed in response
to the market place.

It is clear that we are at the beginning of a
new age in connected, digital entertainment.
People are rapidly changing the ways they
experience audio entertainment — be it music,
movies or games. The need for increasing
connectivity, mobility and convenience has
created a demand for a whole new approach
to digital audio.

These new demands require fresh thinking
and an innovative approach to both new and
traditional consumer products. Audistry, the
technology and the company, was created
specifically to cater to this emerging market.

Market research made it clear that there was a
demand for a high-quality audio enhancement
product that would dramatically improve the
listener’s experience. Feedback from leading
consumer electronics manufacturers and end-
users confirmed that such a product would be
an important market differentiator for certain
types of devices.

On the basis of this research, Dolby decided
there was an opportunity to create a new,
innovative ingredient product and promote
it as a consumer brand. From our years of
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experience in selling technology to consumer
markets, it was clear that people would expect
this product to demonstrate Dolby’s superior
performance and engineering excellence. It
was also clear that, as a true ingredient brand,
it would have to complement and enhance (not
compete with) our customers’ corporate and
product brands.

Creating the Brand

Audistry Inc engaged in a thorough research
process to determine how compelling the
brand was, and see whether it resonated well
with consumers. Two rounds of quantitative
market research and 12 focus groups in the
US and Japan provided a deep insight into
consumer needs, aspirations, perceptions
and behaviors.

Live demonstrations to focus groups provided
a wide range of direct, unqualified comments
on how Audistry improves the entertainment
experience with music and movies. By bringing
this feedback into the development process,
we used the voice of the customer to shape
the development of Audistry by Dolby at

every stage.

Among other things, the research tested the
appropriateness of the brand name, the
appeal of the visual identity, the value of the
Dolby endorsement and the difference heard
in “before and after” listening tests.
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Audistry: A Distinctive Name
Over 10,000 brand names were considered
and after several rounds of discussions and a

process of elimination, 5 potential options were

put to the test in two different markets. The
research company Insight Express conducted
1,200 online interviews over a month with
consumers in the US and Japan.

The research participants were asked to react
to each of the names, rank them against

a set of defined brand attributes and recall
spontaneous associations.

Audistry instantly communicated audio with
46% of all respondents citing either audio or
sound as the rst thing they associated with

the name.

Other associations such as artistry, mystery,
history and industry provided depth and
dimension to the name.

The brand scored highly on attributes such
as artistic, exciting, youthful and popular,
which reinforced its appropriateness for a
technology that focuses on making music
and movies sound better.

Audistry was well received and well
understood by both English and non-
English speakers.

Source: Dolby Laboratories Consumer Market Research,
Insight Express, September 2004

Dolby Laboratories, Inc., 100 Potrero Avenue, San Francisco, CA 94103-4813 USA T + 1 415-558-0200 F + 1 415-863-1373 www.audistry.com

The sound shell logo:

An Evocative Symbol

The sound shell logo simultaneously captures
the power of human perception and the
technology s ability to personalize sound.
It reinforces the fact that Audistry is as much
about how people perceive sound - hear it,
feel it and sense it — as it is about the
technology that creates it.

We began with hundreds of creative designs,
progressively narrowing the field to two
options. Initial research suggested that the
logo had to be simple, convey depth of
sound (perception), communicate emotion
(without taking away the brand s technical
character) and provide adequate weight
to the Dolby name.

In the final stage of the research, involving
400 people, the sound shell logo was

a clear winner. The respondents warmed
overwhelmingly to the symbol, its unique
character and its ability to communicate
instantly high-quality sound.

Predictably, most respondents saw the Audistry
logo as a shell. Many also saw a human

ear, a musical note, a horn or a revolving

disc. Whatever their perception, there was a
universally strong emotional connection with
the brand and association with enjoyment of
entertainment experiences.

Source: Dolby Laboratories Consumer Market Research,
Insight Express, January 2005

Statements

Agree %

The logo tells me that a product with
Audistry by Dolby will sound great 45

Given two otherwise equal choices,
| prefer to buy the one with the
Audistry by Dolby logo 40

The logo gives me the impression
that Audistry by Dolby will be a high
quality product 53

| am comfortable putting a product

with the Audistry by Dolby logo

in my living room 63
The logo communicates the concept

of Personal Enjoyment of Sound a7

Source: Dolby Laboratories Consumer Market Research,

Insight Express, November 2004
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Audistry by Dolby:
Promise and delivery
The Audistry by Dolby Brand Promise:

For people who love sound, Audistry
by Dolby brings an exceptional
listening experience that is personal
and enjoyable.

Audistry by Dolby delivers better sound
to anyone, anywhere, anytime and is
backed by a name that people know
and trust.

The focus group research also provided useful
insight into:

drivers that influenced purchase
of consumer electronics devices

the way people responded to a demo
of Audistry’s performance

the kind of messaging that would be most
appropriate for communicating the benefits
of Audistry.
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Among other things, the research found that:

For primary televisions (i.e. the main living
room TV) most serious electronics buyers
have their systems hooked up to an A/V
Receiver, but many audio enthusiasts,
especially women, don’t always bother
to do this so integrated audio can still
be important.

| like to have good sound coming out
of the TV without having to rely on all
this other stuff, (u.s. consumer).

Predictably, audio is even more
important for secondary televisions

and for portable devices where separate
audio components are less likely

to reside.

Consumers think that the sound quality
is the same for all TV products. Most
are accustomed to poor quality speakers
and their expectations are very low.

The sound quality should be terri ¢
too but you cannot expect that from
built in speakers, (Japanese consumer).

The Audistry by Dolby live demonstration
generated instant interest and glowing reviews
in all groups. Some typical responses from
consumers in the US and Japan included:

What a huge difference, | can t believe
what | was missing.

Once you hear it, you won t want
to go back.

When | think of the demo and the
difference | felt, it was really all about
premium sound quality.

This brings out things you couldn t
hear before...more instruments | haven t
heard before.

... | could really hear the difference
with the music; with the music you can
feel the realism.

Source: Dolby Laboratories Consumer Market Research,
Doxus, November 2004

Words such as better , deeper , layer ,
richer , wider , fuller , crisper and
more spatial were used to describe the

Audistry by Dolby listening experience.

These findings only reinforce the potential
product differentiation that Audistry by Dolby
offers consumer electronics manufacturers
and marketers in the marketplace.
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