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Example Client 
Deliverables
Illustrative examples of how we translate research into 
strategic direction and usable insight.



How We Move From Research to 
Strategic Direction
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A Condensed Illustration of Our Core Outputs and 
Deliverables through a Sample Project

The following pages present how insight is synthesized into 
narrative frameworks, audience models, messaging 
architecture, and creative direction.

This is not a full report — but a snapshot of how we translate 
complexity into clarity. In a live engagement, these materials are 
supported by deeper analysis, executive alignment, and 
structured activation.

If this level of rigor aligns with the questions you’re navigating, 
we would welcome a conversation.



Executive Summary Example
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This section demonstrates how research is distilled 
into clear, defensible strategic direction for 
leadership teams.

The executive summary distills complex research into clear, defensible 
direction for leadership teams. It articulates the core tension shaping 
customer behavior, defines the brand’s opportunity within that 
landscape, and outlines the strategic implications that follow.

What follows is a condensed illustration of how insight is translated into 
narrative clarity, audience prioritization, and actionable guidance — 

designed to support high-stakes positioning and growth decisions.



Context & Strategic Challenge
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The Organization & Moment
A global premium consumer brand was refining its positioning 
in a rapidly evolving category. Leadership recognized that 
shifting customer expectations were not fully explained by 
existing research.

The Strategic Inflection Point
The brand faced a pivotal choice: clarify its narrative or risk 
blending into a crowded, emotionally driven marketplace. The 
deeper drivers of high-value decisions remained unclear.

The Gap & Risk
Existing data described behaviors but not how customers 
constructed meaning — or how that shaped loyalty. Without 
that clarity, strategy risked reinforcing assumptions rather than 
building durable advantage.

How should the brand position 
itself to align with the deeper 
narratives shaping high- value 
customer decisions —  and build a 
relationship that endures beyond 
a single transaction?

Executive Summary Example



Research Design
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Participants

• N = 40 high-value category 
participants

• Representing North America, 
Europe, Middle East, and Asia

• Frequent international 
travelers with demonstrated 
category investment

• In-depth psychobiographical 
interviews

• Narrative elicitation and story-
based probing

• Exploration of identity, 
aspiration, and decision 
moments

Methodology Focus Areas

• Definitions of wellness and 
luxury within the category

• Decision triggers and 
inflection moments

• Perceptions of geography, 
culture, and experience

• Language, metaphors, and 
identity positioning

Executive Summary Example



High-value customers do not pursue 
premium experiences for indulgence 
alone — they pursue them as structured 
moments of restoration, identity 
reinforcement, and personal expansion.
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Across markets, participants described the category not simply as a 
luxury purchase, but as a deliberate investment in the self. These 
experiences function as narrative reset points — moments to restore 
balance, signal intentional living, and reconnect with personal 

aspirations. While surface motivations vary, the deeper driver is identity: 
who they are, who they are becoming, and how the brand participates in 
that story.

Executive Summary Example
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I feel that wellness is a combination of mental, 
physical, and psychological health. It is considered 
to be the basis of your stability in life. Without it, you 
will not be able to go on so you need to preserve it 
to preserve yourself.

Executive Summary Example



The Core Narrative Structure
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Across interviews, customer stories consistently organized around two intersecting 
dimensions: how they define wellness and how they define luxury.

Wellness Anchors

Participants described wellness through five 
recurring narrative anchors:

• Mental Restoration

• Physical Vitality

• Consumption & Discipline

• Spiritual Grounding

• Holistic Integration

Each reflects a different “story of the self” 
they are trying to live.

Luxury Lenses

Luxury was interpreted through five 
experiential lenses:

• Personalization

• Trust & Expertise

• Exclusivity

• Elevation of Detail

• Immersion

Luxury transformed wellness from 
maintenance into meaning.

Executive Summary Example
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Decision Triggers

Customers invest at moments of 
transition or tension:

• Periods of burnout or 
overextension

• Milestones (achievement, 
aging, life shifts)

• Desire for renewal or personal 
recalibration

These are not impulsive purchases 
— they are narrative turning 
points.

2

Signals of Credibility

Customers look for cues that align 
with their identity story:

• Evidence of personalization 
and recognition

• Visible expertise and 
trustworthiness

• Cultural or environmental 
authenticity

Luxury must reinforce who they 
believe themselves to be.

3

Loyalty Drivers

Loyalty emerges when the 
experience:

Reinforces their desired self-
image

Delivers immersive, cohesive 
meaning

Feels restorative rather than 
extractive

Retention is driven by identity 
alignment — not amenities alone.

How These Narratives Shape Decisions
Executive Summary Example



Implications for the Brand
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If customers engage this category as a narrative act of identity 
reinforcement, the brand’s role must extend beyond premium delivery.

Anchor in Identity,  Not Indulgence
The brand must position itself as a facilitator of restoration and intentional living — not merely as a luxury 
escape. Framing should emphasize personal recalibration, growth, and meaning rather than amenities or 
excess.

Compete on M eaning,  Not Features
Surface-level emotional claims and category tropes risk blending into parity. Differentiation requires a 

coherent narrative that connects experience design, messaging, and environment into a unified identity 
story.

Reinforce the Desired Self
Every touchpoint should signal personalization, credibility, and immersion. The experience must allow 
customers to see themselves reflected in the brand — and elevated by it.

Executive Summary Example



The brand must define itself not as a provider of 
premium experiences — but as a structured catalyst 
for personal restoration and identity reinforcement.

Success will depend on articulating a coherent narrative that aligns 
experience design, messaging, and environmental cues around a 
single, identity-level promise. This positioning should move 
beyond indulgence and toward intentional transformation.
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Executive Summary Example



Narrative Persona Example
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This section illustrates how we translate research 
into psychologically grounded audience 
archetypes.

Rather than describing customers through demographics alone, 
narrative personas articulate the deeper identity tensions, motivations, 
and decision patterns shaping behavior. They provide a human -centered 
lens through which positioning, messaging, and experience design can 

be aligned.

The following example demonstrates how a single, high-value segment is 

synthesized into a clear narrative profile — clarifying not only who they 
are, but what they are navigating and how the brand can meaningfully 
enter their story.



The Intentional Restorer
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Narrative Persona Example

The Intentional Restorer is accomplished and outwardly 
successful — yet increasingly aware of the cost that 
constant performance places on identity and wellbeing. 
They pursue premium experiences not as indulgence, but 
as deliberate acts of recalibration — restoring balance and 
reinforcing intentional living.

Core Tension

“I have built a life of achievement — but I don’t want 
success to come at the cost of who I am.”

Decision Drivers

• Seeks experiences that feel restorative rather than 
excessive

• Values personalization and thoughtful design

• Looks for cues that affirm credibility, intentionality, 
and personal alignment

• Engages at identity inflection points — burnout, 
transition, or milestone reflection

Loyalty Trigger

• Loyalty emerges when the brand helps them feel:

• Grounded

• Elevated

• Seen as an individual

• Reconnected to their long-term aspirations

Brand Role

The brand functions as a structured facilitator of 
restoration. It succeeds when positioned as a trusted 
partner in identity renewal — not merely as a provider of 
luxury.

Performance-driven but 
self-reflective

Seeks coherence over 
excess

Views investment as self-
alignment



Journey Map Example
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This section demonstrates how we map the 
emotional and decision inflection points shaping 
customer behavior over time.

Customer decisions unfold within a broader narrative arc — shaped by 
identity shifts, contextual pressures, and moments of heightened 
openness to change. A journey map clarifies where tension intensifies, 
where reconsideration begins, and where a brand can most credibly 

intervene.

The following example illustrates how we visualize that progression — 

identifying critical moments that influence evaluation, commitment, and 
long-term loyalty.



Customer Journey
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Journey Map Example

Recalibration
Search

Seeking structured 
renewal

Drift
Return to strain

Sustained 
Performance

Achievement without 
pause.

Identify 
Fracture

Success begins to 
feel misaligned

Immersive
Commitment

Alignment feels 
restored

Integration
Ritualized reset



Customer Journey
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Journey Map Example

Sustained 
Performance

Identity 
Fracture

Recalibration 
Search

Immersive 
Commitment

Integration 
or Drift

“I’m managing.” “Something feels 
misaligned.”

“I need to reset.” “This feels like me.” A. Integration

• Experience reinforces 
identity

• Brand becomes 
ritualized reset point

B. Drift

• Experience feels 
transactional

• Identity alignment fades

• Returns to performance 
cycle

• High achievement, high 
output

• Identity tied to 
competence and 
control

• Wellness treated as 
maintenance

• Early signs of depletion 
ignored

• Burnout, milestone 
reflection, life transition

• Awareness that success 
feels hollow

• Emotional fatigue 
outweighs achievement

• Private questioning of 
long-term trajectory

• Exploration of 
structured renewal

• Evaluates credibility, 
intentionality, 
personalization

• Rejects excess or 
superficial luxury cues

• Seeks alignment, not 
indulgence

• Engages deeply

• Values immersive 
coherence

• Responds strongly to 
thoughtful design

• Feels seen and elevated

Brand role: Invisible Brand role: Not yet 
considered

Brand role: Evaluated as 
facilitator

Brand role: Trusted partner Brand role: Either partner or 
luxury vendor



Segmentation Model Example
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This section illustrates how we identify distinct 
psychological segments to guide prioritization and 
positioning.

Effective segmentation goes beyond demographics and usage 
patterns. It clarifies the underlying motivations, identity narratives, and 
decision logics that meaningfully differentiate audiences within a 
category.

The following example demonstrates how we define distinct segments, 
articulate what sets them apart, and translate those distinctions into 

strategic implications — enabling sharper targeting, clearer positioning, 
and more confident resource allocation.



Segment Distribution
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Intentional
Restorers

(n=138)

18%

Achievement
Maximizers

(n=135)

42%

Skeptical
Traditionalist

(n=322)

23%

Escapist
Indulger

(n=174)

18%

Segmentation Model Example



I think most people 
know what they should 
do, and then it's a whole 
different story, what 
they actually do.

19

Segmentation Model Example



Intentional Restorers invest in renewal as a way to 
protect who they are becoming
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• Achievement with Awareness: Success matters — but not at the cost of identity, 
health, or long-term vitality

• Restoration as Strategy: Wellness is not indulgence; it is a deliberate recalibration to 
sustain performance and meaning

• Credibility over Flash: Responds to signals of expertise, intentional design, and 
thoughtful structure — not excess

• Moments of Transition: Invests during life inflection points — milestone birthdays, 
burnout, leadership shifts, or personal reevaluation

• Long-Term Alignment: Loyalty builds when the experience reinforces coherence 
between who they are, how they live, and what they aspire to become

Segmentation Model Example



Luxury and Wellness Attitudes and Behaviors
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0 1 2 3 4 5

Research before buy

Pay Premium

Loyal to Brands

Luxury Spa Attitudes

Intentional Restorers Other Segments Total Market

47%
I prioritize experiences 
that help me reset and 

refocus

38%
I am willing to invest in my 

long-term wellbeing

41%
Luxury should feel 

intentional, not indulgent

35%
I look for brands that align 

with my personal values

H●BC H●B

L● L

Segmentation Model Example



Strategic Implications by Segment
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Segment What Resonates What to Avoid Strategic Role

Intentional Restorer Structure, credibility Flashy indulgence Anchor positioning

Achievement Maximizer Status signaling Slowness narrative Premium tier

Escapist Indulger Sensory escape Moralizing wellness Limited edition

Skeptical Traditionalist Proven outcomes Abstract storytelling Entry conversion

Segmentation Model Example



Brand STORY Example
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This section demonstrates how research is 
synthesized into a clear articulation of the brand’s 
narrative role.

The Brand STORY framework translates audience insight into strategic 
architecture — defining the customer’s struggle, the brand’s tool, the 
business objective, the tangible reward, and the deeper emotional 
future the brand seeks to create.

The following example illustrates how this structure clarifies positioning, 
sharpens messaging, and ensures every creative and strategic decision 

reinforces a coherent and differentiated brand role.



Brand STORY Framework
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A structured articulation of the brand’s purpose, 
promise, and narrative role.

The STORY framework provides a strategic tool to 
articulate the organization's purpose, its relationship 
with customers, and its key benefits. While typically not 
shared directly with customers, it should guide all 

marketing and branding efforts to ensure that the 
organization effectively fulfills its role in the customer’s 
narrative. This framework acts as a crucial filter to 
maintain alignment with the brand's core message and 
objectives.

S What is the struggle?

T What tool or technology are you using?

O What is your objective?

R What is the reward?

Y What are you yearning for?

Brand STORY Example



Restoration 
that Sustains 
Performance
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S
High-achieving individuals feel the quiet cost of sustained success. Constant performance 
fragments attention, erodes energy, and creates a growing tension between ambition and 
wellbeing. 

T
A structured, evidence-informed wellness experience designed around intentional 
recalibration — combining personalized programming, disciplined restoration practices, and 
thoughtfully designed environments that reinforce clarity and control.

O To be the premier destination for disciplined renewal — driving preference among high-value 
customers who seek performance-sustaining restoration rather than just an indulgent escape.

R
Visitors  experience measurable restoration: renewed energy, sharper clarity, improved 
resilience, and a credible sense that their investment strengthens both wellbeing and 
performance.

Y A world where success and sustainability coexist, where ambition does not erode identity, and 
where luxury becomes a catalyst for long-term alignment, vitality, and purposeful growth.

Brand STORY Example



Messaging Architecture Example

26

This section illustrates how strategic insight is 
translated into market-facing communication 
pillars.

Messaging architecture ensures that every expression of the brand — 
from campaigns to web copy to executive communication — reinforces 
a coherent strategic position. Rather than isolated taglines, we develop 
structured messaging pillars that move audiences from awareness to 

consideration and commitment.

The following example demonstrates how research and narrative 

strategy are operationalized into persuasive communication principles 
designed to influence behavior and drive engagement.



Messaging Pillar: Restoration as a Discipline — Not an Indulgence
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High-achieving individuals are not looking for escape or excess. They are seeking structured, credible 
restoration that protects long-term performance and identity. Messaging should emphasize 
intentionality, rigor, and sustainability — distancing the brand from performative luxury and positioning it 
as a strategic investment.

Messaging Examples: 

• This isn’t escape. It’s strategic renewal.

• Designed for leaders who treat restoration as seriously as ambition.

• Luxury without intention is excess. Restoration without structure is temporary.

• Performance requires recovery. Recovery requires discipline.

• Personalized, evidence-informed, and deliberately designed for sustained vitality.

• For those who build at the highest level, restoration must operate at the same standard.

• Because endurance alone is not a strategy.

Messaging Architecture Example



Creative Brief Development Example
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This section demonstrates how strategic clarity is 
translated into actionable creative direction.

A strong creative brief aligns insight, positioning, and messaging into a 
focused mandate for creative teams. It defines the objective, clarifies 
the core tension, articulates the single-minded proposition, and 
establishes guardrails that protect the integrity of the brand’s role.

The following example illustrates how research and narrative strategy are 
distilled into a structured brief — ensuring that campaigns move beyond 

aesthetics and reinforce the deeper psychological opportunity 
identified in the work.



Campaign Creative Brief
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Business Objective: Position the brand as the leading destination for performance-oriented restoration 
among high-achieving global consumers, driving qualified inquiries.

Creative Brief Development Example

Background
The premium wellness category has 
become saturated with language 
centered on indulgence, escape, 
and excess. At the same time, high-
achieving individuals are 
increasingly aware of the physical 
and psychological cost of sustained 
performance. The brand must 
redefine luxury wellness as strategic 
recalibration rather than indulgent 
escape.

Insight
For accomplished individuals, success 
brings achievement — but also erosion. 
Energy fragments. Clarity dulls. Identity 
becomes overly defined by output.

They do not want to withdraw from 
ambition; they want a way to sustain it 
without sacrificing who they are.

If restoration strengthens long-term 
performance, it becomes a strategic 
investment rather than a luxury expense.

Desired Behavior
After seeing the campaign, the 
audience should:

• Reconsider wellness as a 
strategic necessity

• Visit the website to explore 
programs

• Initiate a private consultation 
or booking inquiry

Call to Action: Begin Your 
Recalibration.



Campaign Creative Brief
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Creative Brief Development Example

Promise

We provide structured, evidence-
informed restoration designed to 
protect long-term performance, 
clarity, and identity.

This is not indulgence. It is 
intentional renewal built for those 
who lead, build, and create at the 
highest level.

Key Messages

1. Sustainable performance requires disciplined restoration.

2. Luxury without intention is excess — restoration without structure is temporary.

3. Personalized, evidence-informed programs restore clarity, resilience, and long-
term vitality.

Brand Voice

Tone: Calm authority. Measured. Intellectually confident.

Character: Thoughtful partner, not lifestyle evangelist.

Relationship: We speak to accomplished individuals as peers — not as patients, not 
as followers.

Energy: Controlled, refined, intentional. Never frantic. Never indulgent.



From Insight to Enduring 
Direction

31

When research is structured around narrative clarity, 
it becomes a catalyst for confident decisions.

The examples in this document illustrate how we synthesize complex 
human behavior into clear strategic architecture — defining the 
customer’s struggle, clarifying the brand’s role, and translating 
insight into messaging and creative direction that can scale.

If you are navigating a strategic inflection point and would value 
disciplined, psychology-grounded direction, we would welcome a 
conversation.

Visit threadlinebranding.com/en/contact-us to or email Kristian A 
Alomá, PhD at kristian@threadlinebranding.com  to begin.

https://www.threadlinebranding.com/en/contact-us
https://www.threadlinebranding.com/en/contact-us
https://www.threadlinebranding.com/en/contact-us
https://www.threadlinebranding.com/en/contact-us
mailto:kristian@threadlinebranding.com
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Thank you
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