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BACKGROUND 

Purpose 

A brand audit helps to uncover the sources of brand equity for both the company and 

consumer (Keller & Swaminathan, 2020). For Sonos, this evaluation is particularly important 

right now, given their recent app challenges and competitors like Apple and Bose crowding up 

the premium audio space. 

The audit will examine three key areas that matter the most: how Sonos communicates its 

message, what its visual identity conveys, and how effectively it engages with customers. The 

goal is to help Sonos fine-tune its position in the market while making sure its quality initiatives 

actually connect with real customers and provide real, tangible value (Welch, 2024). 

This kind of analysis gives us a structured way to understand how consumers think about, 

feel toward, and interact with the Sonos brand. Almost like getting a birds-eye view of the 

brand's current state, which helps inform better strategic decisions moving forward. 

 

Market Issues 

Sonos is facing three major challenges that make this analysis particularly important right 

now. Perhaps the most pressing issue is their 2024 app disaster, an update that broke the systems 

(and trust) of a large majority of users. The situation was pressing enough that Sonos had to 

extend warranties and create a Customer Advisory Board to help regain their trust (Welch, 2024). 



With a 16% drop in revenue and a projected 15% decline for the 2024 holiday season (Gallagher, 

2024), the update made a considerable impact on sales. 

Second, the competitive landscape in premium audio is ramping up, especially with 

major technology companies entering the space. While Bose basically remains the leader with 

about $3 billion in global revenue, companies like Apple are expanding further with their 

second-generation HomePod (MarketLine, 2023). Our primary research suggests that only about 

6.25% of potential customers consider Sonos their first choice for audio equipment, so the 

awareness gap remains one of the most important matters to address. 

Third, consumer preferences are rapidly shifting toward more integrated ecosystems. 

People want their audio equipment to be compatible with their smart homes. You can see this 

reflected in how Sonos updated their brand positioning from "The Home Sound System" to 

"Listen Your Way," showing that they're making an effort to move away from the niche 

audiophile segment to a more lifestyle-focused direction that appeals to a much broader audience 

(Titlow, 2024). 

 

Points of Parity and Difference 

The points of parity with the category leader Bose include embracing a premium pricing 

model, putting a strong emphasis on sound quality, maintaining solid brand recognition, and 

staying committed to engineering innovation (MarketLine, 2023). 

Sonos takes a different path in several areas, however. They've developed more than 

4,000 patents specifically focused on wireless audio and multi-room solutions, while Bose 



spreads their technical innovation across a wide variety of different audio applications 

(Sonos.com, 2024). 

The way these companies handle product evolution is also quite different. Sonos tends to 

be more dynamic and consistent in their approach, constantly updating their products with new 

features. Trueplay and Sonos Voice Control, for example, are the kind of software improvements 

that make their systems better over time. Bose on the other hand typically sticks to a more static, 

product-by-product approach (Sonos.com, 2024; Forbes, 2021). 

Some of the most striking differences however don’t lie in product at all, but their 

philosophy toward sound. While both companies care deeply about quality, Sonos puts a larger 

emphasis on the creative, partnering with Grammy-winning producers and engineers to fine-tune 

their sound reproduction, whereas Bose places their focus on the “power” of sound, ie. 

engineering and technological innovation  (Sonos.com, 2024). 

Finally, Sonos distinguishes itself through its ecosystem, building everything around the 

idea of whole-home audio solutions in which their entire lineup of products work together in 

harmony. Meanwhile, Bose tends to focus on making each individual product excellent on its 

own (MarketLine, 2023). 

 



INDUSTRY OVERVIEW & COMPETITIVE LANDSCAPE 

Industry Overview 

The audio technology industry, specifically home audio, has transformed significantly 

over the last decade. What used to be just traditional speakers has evolved into a more complex 

ecosystem of smart devices that work together. In fact, the market for audio equipment is 

substantial, with MarketLine (2023) reporting that audio equipment retail sales hit $23.0 billion, 

growing alongside household numbers and disposable income. Premium audio equipment is 

doing particularly well, growing about 10% each year as more people adopt smart speakers and 

integrated home audio setups (Global Growth Insights, 2024). 

Brand Category Leader 

Bose Corporation, founded in 1964 by MIT professor Dr. Amar Bose, has established 

itself as the dominant force in audio technology. Founded in 1964 by MIT professor Dr. Amar 

Bose, Bose has more or less been the category leader ever since. By the end of 2023, Bose 

generated around $3 billion globally and had about 6,000 employees worldwide ("Bose 

Corporation Statistics," 2024). The company maintains a diverse portfolio spanning home 

speakers car audio systems, and noise-canceling headphones, with operations across the 

Americas, Europe, Africa, the Middle East, Australia, and Asia-Pacific (MarketLine, 2023). 

Bose's market leadership comes from several factors. In the U.S., they typically hold 

about 2.9% of the Audio and Video Equipment Manufacturing Industry alone, and most 

significantly, about about 12.5% of U.S. consumers use Bose headphones ("Bose Corporation 

Statistics," 2024). Their commitment to research and development - especially with innovations 



like their noise-canceling technology - has helped maintain their premium positioning and 

technical leadership. 

Competitive Market Dynamics 

The premium audio market is going through significant changes at the moment. Valued at 

$23.0 billion, traditional audio companies are competing with big tech players for the first time 

(MarketLine, 2023). Several trends tend to be shaping this transformation: premium audio sales 

are growing quickly at nearly 10% per year, more people are adopting smart speakers, and there's 

generally a shift toward connecting everything in the home (Global Growth Insights, 2024). 

The competitive landscape encompasses both traditional audio companies like Bose, 

Samsung, Bang & Olufsen, and JBL on one side, and tech giants like Apple, Amazon, and 

Google putting competitive pressure. Three companies have more or less emerged as the main 

players: Bose leads the category, Apple is becoming a serious contender, and Sonos is playing 

the role of challenger brand. Bose typically maintains its leadership position through three 

factors: strong brand recognition, strong retail presence, and an extensive portfolio. 

Perhaps the most interesting development is how Apple has positioned itself recently. 

They are currently trying to bridge the gap between premium audio and their ecosystem. Their 

HomePod has done well, selling about 9.5 million units in 2023 (Statista, 2024). However, the 

second-generation HomePod shows their serious intentions in premium audio, getting positive 

feedback from hardcore audio enthusiasts while keeping all the Apple ecosystem benefits that 

their users love (Farrell & Butterworth, 2023), showing competition intensifying in premium 

audio.  



 

BRAND INVENTORY 

Introduction 

The Brand Inventory examines how Sonos manages its brand internally, analyzing the 

company's marketing program, product offerings, and operational strategies. This section 

provides a comprehensive view of Sonos's current market presence and strategic initiatives. 

Corporate Overview 

Sonos, Inc., established in 2002, serves as both the corporate entity and brand itself. 

Headquartered in Santa Barbara, California, the company went public in 2018 and trades on 

NASDAQ under SONO (Krill, 2020). The corporation manages operations through three main 

revenue segments: speakers (66% of revenue), system products (27%), and partner products 

(7%). In 2024, the company reinvented themselves through a major brand refresh, trying to 

appeal to more than just audio enthusiasts (Oneclub.org, 2024). 

Sonos maintains a strong commitment to innovation, as shown by 4,000 patents focused 

on making wireless audio and multi-room solutions work seamlessly (Colos, 2024). While they 

are seeing growth in their direct-to-consumer sales, they typically still rely on their retail partners 

for most of their revenue, with retail partnerships accounting for more than 85% of their revenue 

(Krill, 2020). 

Challenger Brand Marketing 

Product Line  



Sonos's product portfolio centers on three flagship offerings: 

●​ Sonos Ace - Premium headphones representing entry into personal audio 

●​ Era 300 - Spatial audio smart speaker 

●​ Arc Ultra - Premium soundbar featuring breakthrough transducer technology 

These products showcase Sonos's commitment to innovation while maintaining premium 

positioning in the market (Welch, 2024). 

Place  

Sonos operates through a multi-channel distribution strategy that is anchored by its 

flagship SoHo store in Manhattan, plus curated Experience Rooms in select best buy locations. 

The company's direct-to-consumer (DTC) revenue grew 84% in 2020, now making up 21% of 

total revenue (Dua, 2021). Manufacturing facilities in Malaysia support global distribution 

efforts (Mujezinovíc, 2024). 

Price  

Sonos maintains premium pricing positioning, with products ranging from $179 for 

entry-level speakers to $2,900 for premium offerings. This kind of pricing strategy helps them 

stand out from cheaper competitors and, more importantly, gives them the margins they need to 

keep innovating (Krill, 2020). 

Communications  

Recent brand communications developments include an entire visual identity refresh, 

introducing seasonal color palettes, updated typography, and a flexible ambigram logo. The 



brand has expanded its marketing reach through strategic channels, including Times Square 

presence, Rolling Stone magazine placements, and across Instagram and email marketing 

(Titlow, 2024). 

Secondary Brand Associations  

Sonos has developed strategic partnerships enhancing brand equity beyond audio technology. 

Key collaborations include: 

●​ SYMFONISK product line with IKEA 

●​ Sports partnership with Liverpool Football Club 

●​ Cultural alignments through Soundboard advisory panel 

●​ Partnership with Recording Academy for 2024 GRAMMY Awards (Findlay, 2024) 

Analysis of Key Brand Elements  

Sonos brand identity reflects its evolution from a pure tech company into a premium 

lifestyle brand. Their ambigram logo, meaning it can be read from multiple angles, symbolizes 

their flexibility and adaptability. 

Instead of sticking with one permanent brand color, they introduced a seasonal palette 

that includes colors like Sky, Rose, Sand, Rust, and Pine, which keeps the brand from feeling 

dated. The typography shifted from Helvetica Neue to Aktiv Grotesk, offering a more distinctive 

look while still maintaining their premium feel (Titlow, 2024). 

 



 



Figure 1. Sonos Brand Elements 

Brand Positioning Statement 

 "To affluent urban professionals aged 25-54 who value premium audio experiences and 

smart home integration, Sonos is the brand of wireless audio systems that offers superior sound 

quality through innovative, easy-to-use products that work flawlessly together across rooms. The 

reasons include patented wireless audio technology, seamless integration with streaming 

services, and professionally-tuned sound by Grammy-winning producers. The Sonos brand is 

known for pioneering multi-room wireless audio and maintaining a two-decade legacy of audio 

innovation and premium quality." 

BRAND EXPLORATORY 

Introduction 

The Brand Exploratory examines consumer perceptions, behaviors, and relationships 

with the Sonos brand. This section analyzes buyer profiles, research findings, and market 

sentiment to understand how consumers view and interact with Sonos products and services. 

Buyer Profiles 

Primary Target Market Sonos's primary target consists of affluent urban professionals 

aged 25-54 with household incomes exceeding $75,000. The largest segment within this group 

falls between ages 25-34, representing 30.32% of website traffic (Hamid, 2024).  



These customers are tech savvy, early adopters and prioritize quality and design in their 

audio and homes. Demographically, the audience skews male (57.03% of website users) and 

primarily resides in urban areas. 

 

Key characteristics of this segment include: 

●​ College-educated with digital-first shopping habits 

●​ Research-driven purchase behavior 

●​ Values innovation but remains price-conscious 

●​ Views technology as part of personal expression 

●​ Early adopter mindset with strong interest in smart home integration 

Secondary Target Market  

Sonos's more recent secondary audience comprises design-conscious lifestyle consumers 

aged late 20s to mid-30s and unlike the primary market, are evenly split between men and 

women and includes both urban and suburban residents. 

While the primary market focuses on pure technicality and specs, these consumers 

prioritize aesthetics and brand authenticity, discovering Sonos through lifestyle channels and 

design collaborations, rather than tech reviews or audio forums (brucemaudesign.com, 2024). 



Research Reports 

Primary Research Findings  

Recent consumer research revealed significant challenges for Sonos in brand awareness 

and market positioning. Most notably, 62.5% of respondents had never heard of Sonos, 

indicating a major gap in market presence. Among those familiar with the brand, only 6.25% 

considered it their first choice for audio equipment, with 12.5% ranking it second and 18.75% 

ranking it third. 

 

Figure 2. Sonos Brand Awareness Pie Chart 

 

 

 

 



 

Figure 3. Brand Preference Ranking Bar Graph 

Price perception presents another significant hurdle. Half of respondents viewed Sonos as 

"somewhat expensive," while 12.5% considered it "much more expensive." No respondents 

perceived Sonos as providing better value than competitors, suggesting the brand's premium 

positioning might limit its market reach. 

 

Figure 4. Price Perception Pie Chart 

Sound quality emerged as the primary purchase driver (56.25% of decisions), followed 

by brand reputation (37.5%). Most notably, smart home integration, which is one of the main 

selling points of Sonos, only influenced about 6.25% of buying decisions. Perhaps the most 

concerning is that 81% of potential respondents said they wouldn't choose Sonos over 

competitors like Apple or Bose, which is a significant challenge Sonos needs to address.  

 



 

Figure 5. Purchase Drivers Bar Graph 

Market Sentiment and Consumer Views  

Despite recent challenges, Sonos maintains strong customer loyalty, with 41% of 

registrations coming from repeat buyers (Forbes, 2021). However, the May 2024 app release 

significantly impacted consumer trust. Users on the Sonos community forum report basic 

functionality issues, with one noting that "changes like volume can take anywhere from instant to 

20-30 seconds" (Sonos Community Forum, 2024). 

The frustration extends beyond technical issues to broken trust. As one user expressed, 

launching an app without basic features was like "a car company deciding it'd be okay to ship 

cars without wheels 'but they'll be added later'" (Reddit r/sonos, 2024). These issues have directly 

impacted sales, with Sonos reporting a 16% drop in revenue and projecting a 15% decline for the 

holiday season (Gallagher, 2024). 



Figure 6. Sonos Mental Map 



RECOMMENDATIONS 

Based on the analysis conducted, four strategic priorities emerge that could help them better 

compete with Bose and maintain a competitive advantage against tech companies taking up more 

space in the premium audio market. 

1.​ Integrate Sonos with Culture, Authentically 

Purpose: Close the gap between Sonos's surface level aspirational lifestyle brand positioning and 

their current limited cultural relevance, particularly among female consumers and younger 

demographics. 

Rationale: There's a gap in authentic cultural connection with the demographic Sonos aims to 

attract. While a step in the right direction, their current partnerships (IKEA and Liverpool FC) 

aren’t enough to connect with the lifestyle-conscious 25-30 crowd they're trying to reach. With 

most of their visual approach still feeling tech-heavy and masculine, more inclusive campaigns 

for a larger female consumer base is necessary to bridge the awareness gap. 

Strategy: 

Lifestyle Influencer Partnerships 

●​ Collaborate with design and lifestyle influencers who embody minimalist aesthetic and 

skew towards a female demographic (e.g., content creators focused on home design, 

mindful living) 

●​ Partner with women in tech and music production to showcase audio expertise 



●​ Create a content series featuring influencers integrating Sonos into their daily routines 

and home spaces. 

Fashion & Design Collaborations 

●​ Launch co-branded collections with minimalist fashion brands popular among 25-30 

demographic (e.g., Acne Studios, Kith, Stone Island). 

●​ Collaborate with designers and create limited edition products.  

●​ Develop pop-up retail experiences in partnership with fashion retailers. 

Music Industry Integration 

●​ Partner with sound-focused artists known for sonic innovation  

●​ Collaborate with female producers and DJs breaking barriers in electronic music 

●​ Create exclusive content showcasing artists' production processes using Sonos 

Content & Experience Strategy 

●​ Create immersive retail experiences combining fashion, music, and technology 

●​ Develop social content highlighting the intersection of sound, style, and living spaces 

●​ Host curated events bringing together fashion, music, and design communities 

 

2. Making Premium Pricing Make Sense 

Purpose: Address the price sensitivity by establishing Sonos as the definitive leader in audio, 

positioning their price as an investment in unmatched sound quality. 



Rationale: While 62.5% of respondents view Sonos as expensive, their engineering and constant 

audio innovations justify their prices. In fact, 41% of customers repeat purchases, which 

validates that customers who experience the quality, see the value and become repeat customers.  

Strategy: 

“Hear the Difference” - a Campaign Proposal 

●​ Feature blind listening tests against competitors 

●​ Create demonstrations showcasing Sonos's lead in sound quality and innovation 

●​ Develop content series with notable artists and producers explaining Sonos's technical 

superiority 

Justify the Premium Positioning Effectively 

●​ Showcase the technology and the patented innovations 

●​ Highlight endorsements from professional audio engineers and the technical 

benchmarking results 

●​ Demonstrate how Sonos's sound quality transforms everyday listening experiences 

Show Investment Value  

●​ Position Sonos as an investment in quality experiences rather than just another speaker 

purchase 

●​ Develop comparison content showing audio quality in lower-priced competitors 

●​ Feature testimonials from long-term users about sustained sound quality 

 



3. Optimize the Distribution 

Balance retail partnerships with growing direct to consumer opportunities while improving the 

overall buying experience, regardless of how people shop. 

Why: While retail partners typically bring in about 85% of revenue, the direct-to-consumer 

channel tends to offer higher margins and better customer relationships (Krill, 2020). 

Strategy: 

●​ Take the Experience Room concept to other high end retailers 

●​ Reimagine the online shopping experience with interactive demos 

●​ Build out a network of certified installers for premium setups 

These recommendations work together to address the main challenges found in the brand 

audit. They build on Sonos’ strengths in product quality, innovation, and customer loyalty. If 

Sonos rolls out these initiatives in priority order, they are setting themselves to compete with 

leaders like Bose and emerging competitors from tech giants like Apple, and building a 

foundation that can support long-term growth in the premium audio space.  

 

Executive Summary 

This brand audit examines Sonos's position as a challenger brand in the $23.0 billion 

premium audio market, where traditional manufacturers increasingly compete with tech giants. 

The analysis reveals both significant strengths and critical challenges facing the company in 

2024. In the current landscape, Bose leads the category with $3 billion in global revenue, while 



the smart speaker market shows increasing competition from tech giants like Apple, Amazon, 

and Google.  

Recent app-related challenges have damaged customer trust and impacted sales, with 

revenue dropping 16% and projected to decline 15% in the holiday season. Brand awareness 

remains a major hurdle, with 62.5% of consumers having never heard of Sonos. Price sensitivity 

is significant, with 50% viewing Sonos as "somewhat expensive" and 12.5% as "much more 

expensive." While Sonos emphasizes smart home integration, only 6.25% of consumers cite this 

as a purchase driver, compared to 56.25% prioritizing sound quality. 

Based on these findings, Sonos must primarily integrate more authentically with culture, 

closing the gap between aspirational lifestyle positioning and actual cultural relevance through 

strategic partnerships and content that resonates with younger, design-conscious consumers. 

Second, the company needs to make its premium pricing make sense by better communicating 

the value proposition through demonstrations, comparisons, and education about Sonos's 

superior sound quality and engineering. Third, Sonos should optimize its distribution by 

balancing retail partnerships (currently 85% of revenue) with growing direct-to-consumer 

opportunities while improving the overall buying experience across all channels. 

These initiatives aim to leverage Sonos's core strengths in innovation and design while 

addressing key market challenges. Successfully executing these recommendations could help 

Sonos strengthen its competitive position against category leader Bose while defending against 

tech giants entering the premium audio space. 
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