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Melody Brand Name Both

Without With



0% 20% 40% 60% 80% 100%

Bunnings

Myer

AAMI

Menulog (Katy Perry)

Chemist Warehouse

Menulog

BCF

Harvey Norman

SPC

Woolworths

Toyota

Bob-Jane T-Mart

Bridgestone

Doors Plus

O'Brien

Schmackos

Boost Juice

Telstra

Netflix

McDonalds

Morning Fresh

Domayne

VB

Bendigo Bank

Cenovis

HBO

Intel

ANZ

Officeworks

Fantastic Furniture

HCF

Weetbix

Audi

BMW

Commonwealth Bank

HSBC

LG

Mastercard

Nissan

Freedom

Hyundai

KIA

Target

Correctly Recognised Incorrectly Recognised
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