Foresight (@ The Sound

Anticipate change, instead of reacting to it.






But, without thinking about the future,
you’re only able to imagine a narrow
slice of what is possible.

What exists today frames what we are
capable of imagining about tomorrow

Foresight leaves room for new
standards, technology and ideas that
are sure to develop over time,

allowing you see potential
risks and opportunities you
would otherwise overlook.
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Financial Crisis

Companies who focus on the short-term
in the face of ambiguity risk leaving
billions of dollars on the table.



The Benefits of Strategic Foresight

Anticipate change,
iInstead of reacting to it.

« |dentify Untapped Opportunities
%4 Find Competitive Advantage

j]% Better Evaluate Innovation Ildeas

3 Anticipate Risk & Plan Ahead
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Deliberately seek out the things
that conflict with or contradict
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Driven by deep empathy and
creative visioning, we approach
foresight by



We help brands

Scanning
The Horizon

We for signals and
trends that illuminate
future risk and opportunity

STEEP Analysis

Literature Reviews

Expert Perspectives

Fringe Ethnography & Interviews
Cultural Deep-Dives

Self-guided Ethnography

Identifying
Implications

what matters
for your brand, why you
should pay attention, and
what you should watch for

Futures Wheels
Critical Uncertainties
Delphi Panels
Theories of Change
Cross-Impact Analysis
Morphological Analysis
Quantitative Modelling

%A

Building
Scenarios

We scenarios with
rich texture that bring the
future into focus

Dig Sites & Opportunity Spaces
Optimistic/Pessimistic Views
Images of Social Change
Future Objects & Products
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Developing
Strategies

We against the
future, through present
day action

Innovation Sprints
Concept Development
Market Size Analysis
Backcasting

Strategy Wind Tunnelling
Foresight Toolkits
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We begin by
scanning for
signals and trends
that illuminate
future risk and
opportunity.

Trend Reports
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Focused Deep-Dives

Exploring the Future of Advertising
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The era of anti-ambition:
recefining the pursuit of happiness
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Next, we codify

Qualitative Impact
Analysis
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Quantitative
Impact Analysis
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Futures Wheels Critical Uncertainties
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Objects & Products Innovation
From The Future Opportunity Spaces
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Then, we create
rich scenarios that
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Scenarios for
Action & Inspiration
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Innovation Analysis of
Concepts Future Markets

Real Estate % Real Estate Investment Fund 3

Investment Fund

And finally, we
help you activate
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Innovadce Idea Concepts
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context.
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Case Studies

Fintech

Future-Driven GTM
Strategy

A social media conglomerate came us to help them define the long-
term vision and optimal go-to-market strategy for a full service
wallet concept. We started by doing a detailed competitive
assessment of the trajectory of digital wallets and fintechs, before
speaking with fintech futures experts to provide greater granularity
on potential futures. We then developed a series of brand vision
concepts and outlined scenarios for the potential use cases of
each, to understand how they could develop in the future. Our
project culminated in a executional playbook for a full service wallet
concept with core brand attributes and their connection to use
cases, change and trajectory over time.

Apparel

Provoking radical
Innovation

As a leading apparel company’s innovation lab gathered steam, the
team identified a gap in the foresight as they looked to develop the
brand’s future 10+ years out. We combed through insights,
predictions, trends and shifts, spoke to a series of experts and spent
a day with the team analyzing future themes and factors to inspire
ideas, provoke change and imagine the evolved place the brand
could occupy in years to come. The result was a robust innovation
roadmap that laid out how the brand could set itself up for success in
a world that had not yet been determined.

Real Estate

Imagining a
neighbourhood for
tomorrow

A UK property developer needed help imagining the future of a London
neighbourhood, and developing it in a way that would be distinctive both now
and in years to come. Through a combination of ethnographic fieldwork,
immersions and expert interviews with urban planners, sociologists and
anthropologists we identified a series of territories that envisioned a new kind
of neighbourhood; one grounded upon the future of the housing industry and
people’s evolving needs. The resulting strategic vision is now literally being
built - a unique new London neighbourhood that embraces the surrounding
area and is future-proofed for the progressing needs of the community.
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We would love to
partner with you!

What can we do to
make this happen?

dakermanis@thesoundhg.com


mailto:dakermanis@thesoundhq.com

THE

SOUND

Exploration. Strategy. Innovation.



