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Deirdre: We've had over 50,000 requests for when Sonos will make a headphone. Well, it's
finally here. And there's been a lot of questions. I'm like, what took you guys so long?
Everything has its place, right? We meticulously crafted the sound quality. | feel like every time
| listen to it, it gets better. It truly is just best in class.

Matt: To thrive in a rapidly evolving landscape, brands must move at an ever-increasing pace.
I'm Matt Britton, founder and CEO of Suzy. Join me and key industry leaders as we dive deep
into the shifting consumer trends within their industry, why it matters now, and how you can
keep up. Welcome to the Speed of Culture. Up today, we're excited to be joined by Deirdre
Findlay, the Chief Commercial Officer at Sonos, one of my favorite brands. Deirdre brings her
wealth of experience from leading marketing initiatives at giants like Google, Stitch Fix, and
Condé Nast. Deirdre, so great to see you.

Deirdre: It's great to be here, Matt. Thanks so much for having me.

Matt: Absolutely. You're taking time out of your busy schedule in New York, and we're just
talking before the podcast that you're on the road a lot, that you're running around. What's it
like to be an executive that is constantly on the go? And how have you managed to sort of
balance your time and yet still have sort of a structured approach to work?

Deirdre: Yeah, it's exhausting, but exhilarating all at the same time. And | think for me, what's
great about it is it keeps me connected to culture globally in a really impressive way. And so
just for context, | spend a lot of time in Santa Barbara, where Sonos is headquartered, which is
a lovely place to be headquartered. | also spend time in New York, and we have some folks from
the team in the New York area, and this is home for me. I'm a New Yorker, and my partner lives
in London. So a lot of time in London as well. And we do have an office there and a pretty
decent-sized team of product folks based out of London. And so for me, | just love the
opportunity to connect to culture. | love the opportunity for when I'm in London to also take
time and visit our other offices. So next week, I'm going to Amsterdam, and I'm visiting the
team in Amsterdam. So whenever I'm there, it enables me to stay connected to our global
teams in a meaningful way.

Matt: Absolutely. And just to kind of wind things back a little bit about your career. So did you
always know that you wanted to be in the world of sort of marketing and consumer products?
Was it something that in your earliest college days, you thought you had a passion for?

Deirdre: | wish | knew. You know, it's funny when | reflect on it. | think | knew, but | took the
path that | thought everyone else wanted me to take, which is finance. So | started my career.

Matt: | did the same thing. | took my LSAT, so | wanted to be a lawyer because my dad was a
lawyer, and that's what | thought was the path.

Deirdre: That's what you do, right? It's like, are you going to be a doctor, a lawyer, finance? And
so | went into finance, and I'm highly analytical and loved that side of it. But what | realized after
doing that for a few years is, that | really missed the creativity, which should have been obvious



because when | think about college, | majored in political science and economics, but largely
economics with a minor in political science. But the classes that made me think and feel were in
architecture. And so | took a lot of art history, and a ton of architecture classes. And so it wasn't
until | went to business school that | figured out what the perfect intersection was for me,
interned at Pepsi. And that summer crystallized it. I'm like, wow. | can do all the analytical work. |
can be a GM, but | can also really lean into creativity and marketing in a fun way. So that was
the beginning of my marketing journey.

Matt: It must have been an amazing experience. So many of our guests here on the podcast
kind of cut their teeth at Procter & Gamble or PepsiCo. And | think just the brand-building
mentality and discipline that those CPGs have taught you so much.

Deirdre: It was amazing. It was such a fertile training ground. And to their credit, | kind of joked
that | didn't want to spend the summer couponing. They created the perfect internship for me
where it was my assignment was to come up with the next new non-Cola carbonated
beverage. So a lot of research and development, working across the company. So really getting
to know Pepsi and all the different functions within Pepsi and culminating in this amazing
presentation to the leadership team there on my recommendation.

Matt: That's awesome. And you mentioned going to business school. And when you look back
at your experience in business school, was it worth it? Is there anything you'd recommend to
today's sort of aspiring professional?

Deirdre: | feel like it's a very personal decision. For me, 100% worth it. During my time, | went to
Dartmouth, so The Tuck School at Dartmouth was a general management program. So it
enabled me to take strategy, finance, and marketing, and figure out what | wanted to do and
what excited me. And frankly, it built the foundation for the executive that | am today, the
coursework, and that range of different disciplines. So | think it was a defining moment in my
career. But, | look at other people that I've worked with over the years, and some folks didn't
need that moment. So | think it's personal. | think because | wasn't sure exactly what | wanted
to do next, it was the perfect opportunity to explore and kind of find myself and, frankly, build
an amazing network. Frankly, that's how | ended up at Condé Nast. Roger Lynch and |, who's
the CEO of Condé Nast, both sat on the board of Dartmouth for the business school for a very
long time. And we built a relationship through those board meetings. And when he reached out
to me about the role, | was like, I've always wanted to work with you. And that was ultimately
how | ended up there. So | think the power of that Tuck network is kind of amazing.

Matt: Yeah, a lot of people say the number one thing at a business school is the network, the
people you meet.

Deirdre: Oh, yeah.

Matt: And they keep them with you. When you finally got into the real world and you started
getting real jobs, what were some of the things that you learned that maybe you weren't
prepared for that you had to kind of learn on the go? Because there's a lot that's not taught in
school that you have to then dive in and figure out. Is there anything that comes to mind?



Deirdre: And there's a lot that's not taught in business that you have to figure out. And that
was lesson number one for me. So after | graduated from Tuck, | went to Digitas, which is an
agency.

Matt: | know it very well.

Deirdre: Yeah. It was such an amazing period. Like | call it the Digitas mafia. There are so many
amazing Digitas alumni who are in really, really interesting roles. | spent 11 years there. But |
wasn't a marketer yet. | spent three months interning at Pepsi, but that did not make me a
marketer. During my time there, | realized is no one was going to tell me how to become a
marketer. | learned through exposure, but | also learned just by being super curious. And so
that's number one. | think there are a lot of times when people are expecting all of us to do the
hard work of the training. And yes, there is a responsibility that we have as leaders to bring up
that next generation of talent. But it's, | think, almost more important to be curious, to be
self-motivated, and to roll up your sleeves and figure it out. Because those are the people that |
want to lean in and help or the folks that have already done the initial stab like, this is what |
think, or here is my opinion. And now let's brainstorm and let's refine that together.

Matt: And | think it was also something to be said about spending time early in your career at
an agency. Because you're exposed to all these different brands and sectors. And you learn
what is common across all sectors and what makes each industry kind of nuanced. And it kind
of, | think, is a great training ground when you go deep into one of those sectors.

Deirdre: Absolutely. | would not be the leader | am today if | hadn't spent my first 11 years as a
marketer at Digitas. And | think that agency ground is critical to both understanding a lot of the
different industries, but also really understanding a lot of the different types of marketing that
you can do. Started with digital, did direct mail, did telemarketing, learned measurement, and
learned media. | can't think of any one place where you have that much exposure to all the
different functions within marketing more broadly, and then also an opportunity to apply that
to lots of different categories.

Matt: Yeah. And then you, in 2013, joined Google at a time when the company was starting to
establish its dominance. They had acquired YouTube, | believe, at that point. What was it like to
work at Google? What was it like to interview, get the job, and be in that type of environment?

Deirdre: It's one of my favorite places that I've ever worked. But | will say this in full
transparency, | was terrified. Like they'd been calling me for years and I'm like, oh, | don't know.
It's Google. Like, am | ready? And | went to eBay first. It was my first out of the agency world
where | kind of got my client side chops at eBay. And to Google's credit, the recruiters there
are wonderful. They just like, well, that one didn't work. You weren't interested in that. How
about this? And | eventually dared to interview. And that process was, it's intense, but it's not
nearly as difficult as | had created in my mind. You know, you have this vision of doing lots of
public math and it wasn't that. What | love about the Google process, it's a combination of your
marketing or your core skills and competency plus cultural fit. Me, because | just landed at such
a great cultural fit with Digitas, | think | fully appreciate how important culture was in your job
satisfaction. And so going through that Google process shed light for me on just how
important it is, not just the work, but are you working with the right people in the right culture
for your long-term success?



Matt: And you were at Google for five years and then decided to jump to Stitch Fix, which was
an emerging startup in 2018 as CMO. So you found yourself finally in the CMO role. Shouldn't
say finally because you got there pretty quickly. But what goes behind a decision like that to
leave Google? Because a lot of people when they work there, it's such a comfortable place and
you know that the company's not going anywhere and there's limitless outward mobility. Why
did you decide to leave?

Deirdre: Yeah, it's stable, right? And believe me, Google is a hard place to leave. But | never
being too comfortable. When | think about my journey, | spent 11 years at Digitas. | would argue
that | probably spent three more years than | should have. And so given that lesson, I've been
thoughtful about whether have | accomplished what | can accomplish here. And before
jumping, because I'm also a big believer that you don't necessarily need to jump to the next
thing. A lot of times, if you ask for what you need or what you're looking for, you can find that
within.

Matt: You can jump while staying where you are.

Deirdre: Yes, and Digitas was amazing at that. | had some great mentors who said, well, Deirdre,
why don't you go leave this account? Why don't you try this category? So the Google decision
was a tough one. But when you're in a big company like that, | was kind of a CMO within a
bigger organization. But no one saw me as that. And so the Stitch Fix opportunity was the
opportunity for me to prove to myself that | could do the CMO job outside of the safety net of
Google.

Matt: In a much smaller company with a lot less layers.

Deirdre: In a much smaller company with a lot less layers. And frankly, just a fascinating
business model, right? So before everyone was talking about Al, my whole thought process
around that decision was, gosh, they're leaning into data science to solve what | call the
paradox of choice, which is how do you use technology and machine learning to synthesize
just all of this information and help people choose. And they just happened to be solving that
problem within the fashion category. And so that was appealing to me. And then how do you
market that and sell the magic that is the end product of that experience to consumers?

Matt: Yeah. And in 2020, you joined the board at Sonos. I've always sort of been fascinated
with what the process is to join a board of established. | don't know if it was publicly traded at
that point, but soon to be.

Deirdre: It was.

Matt: Publicly traded company.

Deirdre: It was.

Matt: How does that work? How do you end up becoming a board member at a place like
Sonos? Do you reach out to them? Do they reach out to you? And what was that experience

like in terms of being on the board?

Deirdre: Well, you pick up the phone when Patrick calls.



Matt: Right.
Deirdre: So | don't know who gave him my name. And Patrick Spence is the CEO of Sonos.
Matt: Yeah.

Deirdre: But he reached out and just wanted to have an exploratory conversation. And | said
yes. And that is advice that | give to everyone. It's okay to pick up the phone. It doesn't mean
you have to say yes to the opportunity.

Matt: Exploratory about potentially joining the board.

Deirdre: Exploratory about potentially joining the board. And we just really hit it off. | was just
inspired by his passion for where he wanted to take the business. | believed in where the
company was going. | was a Sonos product user, but | was also really honest because | was in
Google hardware. Google Home was my product.

Matt: Right.

Deirdre: | was like, | am both a Google Home family as well as the Sonos family. | was really
honest during the process. And here are the pros and cons. And we had a healthy and rich
debate around that. And then culture to me was really important. So as | think about joining a
board, | don't know that | had this calculus then, but | certainly do now. | think about it much
like | think about a company. Is it a category that I'm passionate about? Because you spend so
much time at work. Same thing with boards. You spend a lot of time reading hundreds and
hundreds of [inaudible]

Matt: Mindshare, even when you're not in the boardroom.

Deirdre: Even when you're not in the boardroom. The meetings are in between the meetings.
And so it has to be a category for me that I'm passionate about. And Sonos checked that box.
Is it a company that needs my secret sauce? As | think about what I'm good at as a business
person and definitely as a marketer, for me, when | was thinking about what Sonos needed, I'm
like, wow, they are a great business, really leaning into both brand and direct response, like a full
funnel. Needing that full funnel also could benefit from the experience that | had from my
Google days. | understood the magic of hardware and software, which is a sweet spot for
Sonos as well. And then is it a culture of working with people that | respect and admire?
Because the same thing, you spend a lot of time in these board meetings. In between board
meetings, are these people that | want to spend time with and ideate within a culture that |
respect and admire? So the good news is Sonos checked all of those boxes. And | ended up
spending almost four years on the board until | decided to come in-house.

Matt: So basically, one day you got a call from Patrick, the CEO, and said, would you ever think
about possibly joining Sonos full-time? And | guess, were you surprised by that? And what
gave you the conviction to then make that leap and become the

Global Chief Commercial Officer of Sonos?

Deirdre: | wouldn't say | was surprised. You build a relationship with the CEO over time when
you're on the board, and there is mutual respect there. And when you think about where Sonos



is in its journey, there was a desire to kind of bring on a senior marketing talent to help us with
this next wave of growth, this next chapter of growth that we're in. So there was always a little
bit of, oh, | think he's dancing around this. But then | was looking to make a career change, and
Patrick knew that | was exploring opportunities, and the time just felt right. And so we had
conversations over several months, but | had a candid conversation with him about where | am
in my career and wanting a role that was beyond marketing. But when you think about what |
did at Condé Nast, | was a CMO, but | ran all of consumer revenue. So basically all
non-advertising revenue was under my purview. So | had gotten that taste of P&L ownership,
driving business growth, and having direct ownership of that. So the opportunity to have
marketing, but also have sales under my purview, and then customer experience, which | also
had at Google. | had the full funnel. And so we eventually got to a place where we arrived at
that kind of full-funnel remit, which was a lot more exciting to me than the marketing only.

Matt: | feel like it should be the future of what the CMO role is.

Deirdre: | think that is the future of the CMO role. And | look at what's happening in the
industry. So many people that | know who kind of started their career as marketers have
expanded into roles where they have either partial or total P&L ownership. They own things like
customer experience.

Matt: If not, you kind of become expendable, don't you?

Deirdre: Or you become expendable. And so my big thing is, as a marketer, you have to speak
CFO and CEO. And so the best way to do that is to have that direct ownership and
responsibility for business outcomes and tie everything that you do. Yes, we're laser-focused
and in service of the customer, but we also need to be in service of the customer with business
outcomes in mind.

Matt: A hundred percent.

Deirdre: And so this role enables us to do that.

Matt: You have shareholders [inaudible].

Deirdre: You have shareholders that we need to be accountable to.

Matt: Yeah. | mean, it's interesting because we're in a world of rising and perhaps sustainable
higher interest rates. So the cost of capital is higher. We're also in a world of dramatic
attribution really across all marketing channels.

Deirdre: Oh, yeah.

Matt: No longer can you be disconnected from that. And say, oh, we're going to make a cool
TV spot with a celebrity and run a Super Bowl ad. And if the business doesn't do well, well,
maybe the product's not good enough. Like, | think that's what makes marketers and
sometimes in tougher environments a little bit more expendable. Because when people are
cost-cutting, they're like, well, what is this person doing? How are they driving the business?
So you kind of went the other way and you're like, | want that accountability.



Deirdre: Yes. | love the accountability. And my mom has always said to me, she's like, you want
to be in the seat where you're driving business outcomes. I'm like, she's right.

Matt: And it gives you a different lens of every decision you make.
Deirdre: Yes, it does.

Matt: Because you have to think, is this going to move the needle? Is this going to drive
volume? Or are these dollars better spent somewhere else that can?

Deirdre: And | think it also, when | think about my career journey, on the agency side, you're
one step removed from that accountability. But once | went on the client side, it's like I've
managed really large budgets and really small budgets. And the level of accountability that you
have, especially when you're running smaller budgets, it's the best training ground. Because it
forces you to be scrappy. It forces you to think about every single dollar that you spend in a
way that you don't necessarily have to do when you have larger budgets. So | credit my time
with smaller budgets as just kind of really helping me hone that measurement and
accountability to the business.

Matt: We'll be right back with the speed of culture after a few words from our sponsors. So
let's talk about the business of Sonos. As | mentioned earlier before we started this interview, |
was a huge fan of Sonos, a big customer, and also an evangelist. What | found is when friends
of mine buy homes and they have sort of some smart home system in the house, they don't
know how to work. I'm like, no, you get Sonos. And it's just amazing that a lot of the world
hasn't caught up with the new way of doing things. We live on the coast. We're in tech. We sort
of understand it. But there are a lot of people even that do live on the coast that maybe are in
finance or real estate or other industries that aren't tech savvy and don't understand that
something like Sonos even exists, which shows the potential upside of the business.

Deirdre: Yeah. So thank you for your loyalty. | always love hearing these stories of people. It's
like, oh, | have Sonos in every room.

Matt: Yeah.

Deirdre: Thank you. And yes, our technology not only sounds great, but it is easy to use. And
we kind of created this market of how you take sound and move it throughout the home. That's
where we started. That was chapter one. And then as | think about the second chapter for
Sonos is when we launched our portables products. So we went from speakers and soundbars
that largely lived inside the home to now portable speakers with the move and roam, which is
the smaller side. The number of people | know who pack roam with them when they travel is
amazing. And so that was kind of like that second chapter and just showing that we have a
viable model outside of the home and you can take us with you. And then chapter three, as |
call it, is coming in June, when we will be launching our next product, which allows you to take
Sonos everywhere you go. It's our first personal product.

Matt: So tell me more. What is it?

Deirdre: It is the headphone.



Matt: Oh, wow.

Deirdre: So, we've had over 50,000 requests for when Sonos will make a headphone? Well, it's
finally here. And there's been a lot of questions. I'm like, what took you guys so long?
Everything has its place, right? We meticulously crafted the sound quality. | feel like every time
| listen to it, it gets better. It truly is just best.

Matt: It's something that travels a lot, too. I'm sure that you...
Deirdre: Travel a ton.
Matt: Yeah.

Deirdre: And not only is it brilliant sound, brilliant design, it's comfortable. So that point around
travel, that flight from London to California is 11 hours. And you want something that is going to
be comfortable for that duration. We have 30 hours of battery life, which is best in class.

Matt: It's tremendous.

Deirdre: It's tremendous. We have a feature where you can get three hours of charge in three
minutes. So it's just made for that on-the-go lifestyle. And then for those owners who already
have other Sonos products, namely our soundbar and primarily our ARC soundbar for launch,
there's a connectivity between the headphone and the soundbar. So you can do sound swipes.
So if you're at home watching a movie.

Matt: Significantly, they're sleeping and you want to just throw it. Right.
Deirdre: And your daughter's like not interested.
Matt: Right.

Deirdre: You can just do an easy sound swap to the headphones. And the sound is brilliant. The
tooling is brilliant. You're immersed in that sound.

Matt: Wow. So what goes into a decision like that? | know you had sounds a lot of groundswell
of demand from your customers. But obviously, it's a competitive market. It takes a significant
capital investment to launch a new product like this. How long did it take to give your company
conviction to launch this? And | guess what were the big drivers of it?

Deirdre: | think the biggest is the consumers were asking for it, and we knew that. We have
permission to play in this category. It is kind of crazy that we weren't here. And then we just
dedicated the resources to building what we believe is the best product from Sonos. That is
true to our ethos as a brand. Delivers all the things that you would expect from Sonos. Talked
about Brilliant Sound, which you've come to expect in all of the products that we have today.
Beautiful design. | tease the team. It's like it's our quiet luxury moment. The product is
absolutely beautiful. But | know as a consumer of headphone products, especially the over-ear,
some of them are so big and obtrusive that they take away from you as the individual. Our
product does a nice job of being low profile, really comfortable, and stunning, but it doesn't
detract from you. It adds to your essence and your persona. So | think that the team did a nice



job. Striking that balance. And then we're also known for the systemness. And so we do pay
that off, especially for our owner audience that has our soundbars already.

Matt: Yeah, | think that provides a huge lock-in. And frankly, if | want to buy a new
sound-oriented device, at least in the home. Yes. | can't go anywhere else because I'm locked
into the ecosystem and | want to be able to operate it all from one app. And | think being able
to lean into that ecosystem in the home has given you a distinct competitive advantage and a
moat. Or even when some of the bigger players tried to come in and have competitive
products. | don't think you're able to break through that ecosystem. | guess for you to be able
to take that notion of connectivity outside the home. Do you believe that that requires, | guess,
additional consumer education, so they understand how the ecosystem they built in the home
connecting Spotify and all their other apps can make life easier when they're using the
headphones or when they're using the room or the move?

Deirdre: Yeah, | guess | think about it in a couple of ways. | think about it as we've evolved as a
company. Our take on just how important that system is has evolved.

Matt: Yeah.
Deirdre: Right? It was very important at the beginning because that was the magic.
Matt: It served the company well.

Deirdre: And it served us really, really well. But we need to evolve just as the consumer needs
to evolve. And so what | love about, especially Sonos Ace, which is the headphone. What | love
about.

Matt: | love that name.

Deirdre: What | love about Sonos. Thank you. What | love about Sonos Ace is it works without
the systemness. So it is a brilliant product in and of itself.

Matt: Yeah.

Deirdre: For all of the reasons that | just said. And then the connection to the soundbar, the
way | talk about it with the team is that's the cherry on top. Like it's the added value that you
get if you happen to also have a soundbar today. But it is a magical experience whether you do
or not. And why I think that's really interesting is | think about where we're going as a company.
One of the first things that | thought about is who is our audience? And when you think about
our owner audience today, it's older, it tends to skew male and highly affluent. But Sonos really
is. If you love music, if you love podcasts, if you love watching video content.

Matt: It's for everyone.

Deirdre: Sonos is truly a products are for everyone. And so how do we think about using Sonos
Ace as a way to expand our total addressable market? So for me, that was like the big unlock as
| was thinking about marketing this product, distributing this product, right? It really impacts all
of the teams that | own.



Matt: When people don't own homes or maybe live in an apartment, they can buy that. And
then when they do buy a home, they're already in the portfolio.

Deirdre: Exactly. And with that, we introduced two new younger segments into the mix for
Sonos Ace launch. So we have a female, younger audience, affluent, professional, cares about
style, is willing to pay for products that she loves and cares about. Similarly, we have a slightly
younger male audience to our owner audience that is same general profile as the female
version, but it's bringing us younger. And for some of those guys, this might be their first Sonos
product. And so we don't want it to be something that they feel like, oh, | can only get the
benefit of it if | have other Sonos products. No, it is magical if this is your first product. But my
hope is once you realize how amazing Sonos is through our headphones, that you're going to
want to extend your relationship with us and buy the Era 300, which is the amazing Atmos
speaker that we launched last year by the soundbar to give you that amazing home theater
experience with the sound swap between the headphones and the soundbar and so on.

Matt: And what are some of your launch plans for the Ace? What do you guys have up your
sleeve? [inaudible]

Deirdre: Yeah, so we have some exciting things planned. So it's a multi-pronged strategy. You
can imagine with 16 million owners that there are a lot of people that we can talk to just within
the Sonos family. And so phase one is really about speaking to that audience. We're leaning
into CRM. We're leaning into our direct-to-consumer channels. We have a pre-order window
that is exclusive to our D2C channel.

Matt: You have all that first-party data, right?

Deirdre: We have all that first-party data. We have our communities where we know that
people have been asking for this product. So how do we lean into the community and talk
about the fact that this thing that you've been asking for for years is finally here and it is better
than you could even expect. So that's really phase one. And it leans heavily on owned assets
and our retail partner assets to drive conversions. And then as we move into phase two, this is
when we start to introduce Sonos Ace to our new audiences, both the younger male and
female audience. And as | was sharing before we started recording, I'm actually in New York
this week and we shot some video assets for this portion of the campaign that I'm super
excited about. Because one of the things that I've been talking about is reconnecting Sonos to
culture.

Matt: Yeah.

Deirdre: And leaning into music and fashion and sport in a way that we haven't done probably
in the last five years. And music feels like a no-brainer. And there's a song that | picked that | fell
in love with for our track. And the artist was actually interested in being in our film, which at
first | was terrified because I'm like, well, we've locked the concept.

Matt: Right.

Deirdre: We have this script.

Matt: You're like, we're just playing and using your music.



Deirdre: Right. We love the music. But I'm like, oh, my gosh, she is the perfect embodiment. It's
Suki Waterhouse.

Matt: Oh, wow. That's great.
Deirdre: And she is the perfect embodiment.
Matt: Yeah. Very trendy.

Deirdre: The female younger segment. And honestly, an absolute delight to work with. Having
just spent the last few days working with her and her team on this, | can't wait for you guys to
see it.

Matt: Is this the first time Sonos has worked with a celebrity in this way? Because | can't recall
seeing anything quite like this before from the brand.

Deirdre: It's not the only time we've had a celebrity. So we have in the past, Janelle Monée. So
that was probably the most recent. But we don't tend to lean in and go.

Matt: The celebrity is known for that.

Deirdre: No, we don't start with celebrity first. And | actually think the beauty of this is we were
really true to our brief and the concept for our brief. And Suki just, it worked. So | wouldn't have
said yes if it wasn't true to what we were trying to accomplish with the video asset. And also
true to who the customer segment is that we were trying to reach with this asset. So we got
lucky that it just worked. And | do think having some star power is always a nice boost. We were
in page six yesterday, which | don't think Sonos has been in page six in a while. So Glamour
featured us. So it's just exciting for us to see the pickup in some of these media outlets that we
don't normally get picked up on.

Matt: Yeah, exposure to a wider audience. Like you said, provide more entry points into the
brand.

Deirdre: Exactly.

Matt: So it's interesting because it's just a zoom-out. And it's going to be interesting to see
what happens at the launch. It sounds like a fantastic product. I'll definitely be picking one up
myself.

Deirdre: Thank you.

Matt: Is Sonos a company in a lot of ways that really many probably would think wouldn't exist
given the competitive threats that you have from big tech? So if you look at the home, let's just
put the headphone aside, you have components manufacturers that are almost in a race to the
bottom, right? And that's why a company like Vizio could come in and underprice everyone in
TVs and be effective because people don't really, yes, you can maybe with a fine eye tell the
difference between a high-end flat-screen TV and a lower-end, but who really knows the
difference between 4K and 8K? Not a lot of people. So that becomes sort of a race to the
bottom, a commodity. And on the other side, you have these large tech companies that have



some type of ecosystem, whether it's Microsoft, Xbox or Apple with their TVs or Amazon even
with their Alexa device. And then you have Sonos that really is neither, right? Because you're
not just a component. And while you do have an ecosystem, you certainly didn't have the heft
of big tech. So what was it about Sonos and what is it about Sonos that gave it the ability to
survive and now thrive in a highly competitive environment?

Deirdre: Our CEO might have a different answer than mine, but what | attribute our success to
is focus. At Google, | worked on Google Home amongst other products. There's so many things
that Google's trying to do. So many in Apple. Apple has also dabbled in the space. And yes,
they're deep pockets, but they were not as laser-focused on this category as we are. And we
are laser-focused here. And | do think that that really helps. | think we've been very clear on
who we want to be this ruthless focus on best-in-class sound. We continue to lean into the
premium nature of our products. That comes through in sound quality, but also comes through
in design. Our products are beautiful.

Matt: Software design, too. | think a lot of companies that can build hardware, and you see this
with a lot of the TV companies that try to build their own interface. They're terrible. Sonos has
done a great job of designing beautiful hardware, but also easy-to-use software.

Deirdre: Yes. And getting easier to use.
Matt: Yeah.

Deirdre: Because we know that there's an opportunity for us to continue to do better in that
space. And so we are continuing to lean in there. And as | think about where we want to go
from a storytelling perspective, and I'm trying not to do the work for my new CMO, so I'm going
to leave this up to him. But one of the areas that I've had a lot of energy around is how do you
really lean into that Sonos magic, which is the software. It's like the Sonos inside. How do we
lean into that to really sell the promise of Sonos at this macro level? And then it almost doesn't
matter which product you buy. It is you're buying the Sonos magic.

Matt: The brand promise.

Deirdre: And it is the brand promise. And that's executed either through a soundbar or a
speaker or headphones or a portable speaker or dot, dot, dot, whatever is next as we continue
to expand into new areas.

Matt: Absolutely.
Deirdre: And that, to me, is our magic relative to the other players in the space.

Matt: Yeah. It's been fantastic to see. So shifting gears as we wrap up here, just about you and
kind of your journey. Obviously, you wear a lot of different hats right now at Sonos. In order for
you to thrive and continue to thrive in your career, you have to keep your finger on the pulse of
the consumer and continue to evolve and develop yourself as a professional. Given that, how
do you spend your time on a weekly basis besides being on airplanes?

Deirdre: Yeah.



Matt: And how are you able to make sure that you feel good about the fact that you continue
to develop and grow as a professional?

Deirdre: Yeah. | love this question. Number one for me is | and the teams know this. | schedule
my workouts. It is so important for me to make sure that | have that time. And look, the reality is
| can't do it every day. But if | can get my workouts in four to five days a week, and it's usually
two to three during the week and both Saturday and Sunday.

Matt: It's personal health first. Because if you're not healthy, you can't be good for anyone.

Deirdre: But | can't. And | know this about myself. When | missed a workout, | get grumpy. So |
give to myself. And if | don't calendar it, it doesn't happen.

Matt: Yeah.

Deirdre: And | used to feel guilty about that. And | don't anymore. And | do it first thing in the
morning so that it happens. So that is number one. Number two for me is I'm a naturally curious
person. And it's so easy, especially in moments like this. I'm six months into this new job. And it
is.

Matt: It doesn't seem like it.
Deirdre: Well.[inaudible]
Matt: | guess you're on the board. | have the benefit of being on the board.

Deirdre: But, yeah, it's very headstand. We're trying to do a lot in a short period of time. And
that can be overwhelming. But making sure that | carve out time for outside inspiration. | have
an amazing network of CMOs, presidents, CEOs that I've become very close with. And whether
it's our Zoom calls. We've got a Facebook group. We will try and do dinners and lunches when
we're in the same town. And we just talk about what's happening in our respective companies
and categories. And that's definitely a source of inspiration. And then podcasts. So I'm a big
podcast listener. And so when I'm trying to stay on the pulse of what's happening in the world,
a lot of times.

Matt: Fantastic media.
Deirdre: When you're on the go, it's the perfect way. It's harder to read when I'm walking
through airports and all this stuff. But | always can have time for a podcast. And so that's been a

major way for me to stay connected.

Matt: Yeah, someone right now is probably walking through an airport listening to your great
advice and speaking them better.

Deirdre: | certainly hope so.

Matt: And you mentioned team a lot, and | know you do oversee the full funnel. And obviously,
you wouldn't be able to be successful like anyone else without a great team behind you. What



do you look for in people to bring onto your team? And what have you found to be the
hallmarks of a great employee over your career?

Deirdre: Raw talent is helpful. But honestly, | don't think the be all end all. For me, curiosity. |
love people who are naturally curious. | ask a ton of questions to the point where | do think |
drive people crazy. But | think it's really important to be curious. I'm constantly in search of
learning and what's that next thing.

Matt: Because you don't know what you don't know.

Deirdre: Because you don't know what you don't know. Even | do. People say to me, like, dude,
you just said you didn't know in a meeting. I'm like because | didn't know. And that's okay. But
I'm certainly going to leave this room and go find out, right? And so | think that's really
important. And then | do think also just being self-motivated. And some of the best people that
I've worked with are people that are not only curious, but also go in like, | don't have to tell
them what to do. They're already on to the next thing...

Matt: You don't have to beat them up because they're beating themselves up in terms of
pushing themselves.

Deirdre: They're bringing me gifts. They're like, | was thinking about this thing.
Matt: Taking initiative.

Deirdre: And like, what do you think? I'm like, oh, my gosh. This is amazing. So initiative,
curiosity, yes, raw talent is helpful. But if you have those two things, you can go really far.

Matt: Yeah, | agree 100%. | would agree with all those things. And when you look back at your
career, because it's been such an amazing career, and | can't wait to see what you continue to
do with Sonos and beyond. What do you think were some of the decisions that you made right
along the way that put you in the position that you are today?

Deirdre: Number one is | wasn't hyper-focused on up at all costs.
Matt: We hear that a lot, yeah.

Deirdre: Because | hear this, like, oh, | want to get up to this. I'm like, sometimes lateral.
Sometimes lateral is really good. Sometimes step back is really good. When | went to Google, |
had a huge team at eBay. | had seven people when | first got to Google. But it was so important
to me that this was going to enable me to check the right box to make me better in the long
run. And so | think just really being thoughtful about what you need in this moment that's
ultimately going to set you up for where you want to go. And then that last piece is critical. You
kind of have to know where you want to go.

Matt: Yeah.
Deirdre: Will you have a vision? And that might change. But I'm, like, really clear usually at every

phase. Like, okay, this is that next North Star for me. And knowing what that is enables me to
make the right decisions along the way. Being super intentional about, like, is this the right



thing for me? And then the last thing | would say is being able to call it when you've made a
mistake. | haven't made a ton of mistakes, but | have made a couple. And it's really hard to walk
away from something when you decide that it's not right for you. And it's taken me a long time
in my career to get more comfortable with just saying, you know what? This isn't meant for me.
And it's okay to walk away.

Matt: Yeah. | think that's great advice. | think so many people just try to figure out a way to
make it work. And then you're losing time and other opportunities with that.

Deirdre: And you lose yourself.

Matt: Yeah.

Deirdre: Right?

Matt: Absolutely.

Deirdre: Yeah.

Matt: So is there a mantra or saying that you like to live by?

Deirdre: It's so funny. | don't think | really have one. | mean..

Matt: When the only thing that comes to mind that pops in your head. It's the day.
Deirdre: Since the day. It's so cheesy.

Matt: There's no such thing.

Deirdre: That's the one that always comes to mind for me because I'm such a person. I'm like,
okay, what is it that | need to get done today? And how do | make the most of today?

Matt: And that goes back to being intentional, right?

Deirdre: It goes back to being intentional. And it's great to have a long-term view. But if you're
not capitalizing on every single day, it's really hard to get to that end state goal.

Matt: Absolutely. Those are the steps that you need to take along the way towards the top of
the mountain, so to speak. Well, awesome. Can't wait to see your continued descent from afar.
Thank you so much for taking time out of your busy schedule to join us today at the podcast.

Deirdre: Thank you so much, match. | really enjoyed this chat.

Matt: Absolutely, likewise. On behalf of Suzy and the Adweek team, thanks again to Deirdre
Findlay, Chief Commercial Officer of Sonos, for joining us today. Be sure to subscribe, rate, and
review The Speed to Culture podcast on your favorite podcast platform. Until next time, see
you soon, everyone. Take care. The Speed to Culture is brought to you by Suzy as part of the
Adweek Podcast Network and Acast Creator Network. You can listen and subscribe to all
Adweek's podcasts by visiting Adweek.com/podcasts. To find out more about Suzy, head to



suzy.com. And make sure to search for The Speed to Culture at Apple Podcasts, Spotify, and
Google Podcasts, or anywhere else podcasts are found. Click follow so you don't miss out on
any future episodes. On behalf of the team here at Suzy, thanks for listening.



