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Try This
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Source: Lorem ipsum dolor sit amet, consectetur adipiscing elit, sed do eiusmod tempor incididunt

Lorem ipsum dolor sit amet, 
consectetur adipiscing elit, 
sed do eiusmod tempor 
incididunt ut labore et dolore 
magna aliqua. Posuere urna 
nec tincidunt praesent 
semper feugiat nibh sed 
pulvinar. At auctor urna nunc 
id. Aenean et tortor at risus 
viverra adipiscing at in. At 
auctor urna.
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REMOTE/DIGITAL ADOPTION

HIGH-RISK PATIENT CARE

URGENT & REACTIVE

GREATER ANXIETY/SKEPTICISM
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L LEXICON TRIGGERS

V VISUAL STIMULI

C CULTURAL CONNECTIONS

E EXPERIENCE DRIVERS

A AUDIO CUES

Community-based 
Brand Building
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1,500
fast-growing organizations from Aldi to Peloton
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L LEXICON TRIGGERS Branded Vocabulary 

V VISUAL STIMULI Conversation Sparks

C CULTURAL CONNECTIONS Culture-Ethics

E EXPERIENCE DRIVERS Normative Behaviors

A AUDIO CUES Sonic Signatures

Community-based 
Brand Building
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Lexicon Triggers
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B R A N D E D  
V O C A B U L A R Y
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LEXICON
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LEXICON
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Try This
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Branded
Vocabulary

What terms are commonly used in your company or 
industry? How can you reframe those terms so they trigger 
an attributable association with your brand?
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Source: 

1 2LEXICON TRIGGERS AUDIO CUES

5 4 3 VISUAL STIMULIEXPERIENCE DRIVERSCULTURAL CONNECTIONS

Amplifying identifiable and unifying 
language of a community through 
branded vocabulary.
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Audio Clues
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B I R D B O X  T E S T
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AUDIO CUES
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Source: 2020 Best Audio Brands, Amp Agency
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Triad of audio triggers
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Audio can trigger behavioral 
responses—create mood, 
spread messages, and spur 
behavior.

CREATE MOOD

SPREAD MESSAGESSPUR BEHAVIOR
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Source: 

1 2LEXICON TRIGGERS AUDIO CUES

5 4 3 VISUAL STIMULIEXPERIENCE DRIVERSCULTURAL CONNECTIONS

Engineering sound heuristics 
for instant recognition through 
sonic signatures.
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Visual Stimuli
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C O N V E R S A T I O N A L  
B R A N D I N G
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VISUAL STIMULI
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Visual Spectrum
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Visual spectrum ranges from 
basic visual elements, such 
as an icon glyph that is 
static, to interactive 
elements, such as 
augmented and virtual 
reality.

STATIC RESPONSIVE
color

logo
mark

imagery

gifs

videos

avatars

AR/VR

gaming
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VISUAL STIMULI
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VISUAL STIMULI
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VISUAL STIMULI
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Source: 

1 2LEXICON TRIGGERS AUDIO CUES

5 4 3 VISUAL STIMULIEXPERIENCE DRIVERSCULTURAL CONNECTIONS

Supporting meaningful 
conversations through 
powerful glyphs. 
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Experience Drivers
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N O R M A T I V E  
B E H A V I O R
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EXPERIENCE
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Customer Expectation triad
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Brands become valuable to 
customers when they 
exceed expectations by 
demonstrating a triad of 
brand behaviors that reward, 
motivate, and support.

REWARD

MOTIVATESUPPORT
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EXPERIENCE
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Source: 

1 2LEXICON TRIGGERS AUDIO CUES

5 4 3 VISUAL STIMULIEXPERIENCE DRIVERSCULTURAL CONNECTIONS

Creating normative 
behaviors through strong 
feedback loops.
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Cultural Connections
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C U L T U R A L  
C O N N E C T I O N S

CULTURE
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Culture-ethics test
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Culture is a byproduct of 
communities, and brands 
active within culture-based 
marketing have a 
responsibility to be earnest, 
express empathy, and 
deliver empowerment.EXPRESS

EMPATHY

BE EARNEST

DELIVER EMPOWERMENT
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CULTURE
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1 2LEXICON TRIGGERS AUDIO CUES

5 4 3 VISUAL STIMULIEXPERIENCE DRIVERSCULTURAL CONNECTIONS

Empowering community leaders 
and members through ethical 
cultural commitments.

51
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Source: 

1 2LEXICON TRIGGERS AUDIO CUES

Amplifying identifiable and unifying 
language of a community through 
branded vocabulary.

Engineering sound heuristics 
for instant recognition through 
sonic signatures.

5 4 3 VISUAL STIMULIEXPERIENCE DRIVERSCULTURAL CONNECTIONS

Supporting meaningful 
conversations through 
powerful glyphs. 

Creating normative 
behaviors through strong 
feedback loops.

Empowering community leaders 
and members through ethical 
cultural commitments.
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L LEXICON TRIGGERS Branded Vocabulary 

V VISUAL STIMULI Conversation Sparks

C CULTURAL CONNECTIONS Culture-Ethics

E EXPERIENCE DRIVERS Normative Behaviors

A AUDIO CUES Sonic Signatures

Community-based 
Brand Building
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