


Percentage of ads that used brand asset

Consumers are
exposed to thousands o [

of ads every single
day

Average likelihood of asset being high performing

Visual
Brand
Research from Ipsos found that audio assets are under-utilised — Asset
especially when you consider that audio brand assets outperform visual Audio
brand asset; on branded auentloq. Somc brand cue; in parhculqr are the Brand X 3.44
top performing brand asset, 8.53 times likely to be high performing! Asset
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We’re passionate
about audio
branding because

That's why SCA, together with Veritonic, pioneered Australia’s Audio
Logo Index: a one-of-a-kind study that measures the effectiveness and
emotional resonance of some of Australia’s biggest brands’ audio assets.

Our aim is to celebrate the brands who use audio branding powerfully
and effectively, and also provide guidance to brands who have yet to
develop their audio brand identity.
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Working together to understand what
makes great Australian audio brands
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The largest study of its kind in Australia

Finally, the Veritonic Audio Score and all component scores were calculated for each audio logo by
combining emotional response, 48-hour recall, and engagement data.
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Based on the Veritonic Audio Score which is the average score of how well the brand performs across attributes & recall
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1

Celebrate & learn

from Australian
brands who are
leading the way
globally

(\\

Use your brand
name and
melody to stand
out and be
remembered

2

<\)

Embrace your
brand’s
personality to
spark emotional
connection



Australian brands
are leading the way

While the use of audio logos isn’t as wide-spread in Australia
compared to the UK and US, Australian brands are
outperforming the US and UK averages.

This is a testament to the creativity of Australian talent and brand
managers’ ability to successfully embed audio logos into the
minds of Australian consumers.
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Average Audio
Logo Score

Average Recall
Score




globally

QSR, Retail and
Tech/Telco are top
performing sectors

The top performing brands within each of these sectors all lean
heavily into their distinctive brand personality with their audio
branding, sparking a strong emotional connection with
consumers.
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Average Audio
Logo Score
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globally

Bunnings takes out
top spot three years
running!

Bunnings had winning scores across nearly every indicator — recall, correct identification
of brand/industry and emotional attributes of trust, authenticity and familiar. They have
been using the same music since 1995 highlighting the benefits of longevity as well.

Familiarity, which influences recall, is a strong driver of a high-scoring audio brand. All
Top 10 brands on the Index are heavy spenders across audio and prioritise the use of
their audio logo across all of their advertising to achieve familiarity.

Did you know the
original composer
of the Bunnings
jingle used
Shaggy's ‘Oh
Carolina’ as
inspiration for their
jingle?

V24
w \'// VERITONIC Source: AQX. Expenditure by Media Type — audio mediums only (TV, Radio, Cinema). Fin year 2019-2022.



Our audio logo is an important
part of our Bunnings brand
codes. Its performance has
been impressive, which is
largely due to being catchy,
upbeat and attention grabbing,
which helps keep Bunnings top
of mind with consumers.

James Todd
Director of Marketing - Bunnings

Z2UNNINGS
warehouse



+30% +63%

90
+54%
remembered °
80
70
Brands using both i
brand d )
rana name an .
(o
30
melody had 63%
)
higher recall 2
By including both, every ad impact will work harder. Not only will it help your 10
brand stand out from the clutter, it will also be more easily recalled by
sticking in the consumers’ long-term memeory. 0
Melody Brand Name Both

® Without = With
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Memorability starts
with your name

Audio logos with the brand name were not only more
memorable, but also saw correct brand identification 37% points
higher than non-brand name logos.

That said — long-established brands, Woolworths and Toyota, still
made the Top 10 without their brand name. Why? Because of
their commitment to distinctive brand melodies that are now
deeply embedded in Australian culture.
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Woolworths
Tovota

Telstra
Netflix

McDonalds

A=)

Bendigo Bank

.~ Cenovis
HBO

Intel

ANZ

Officeworks
Fantastic Fumiture
HCF

Weetbix

Audi

BMW
Commonwealth Bank
HSBC

LG

Mastercard

Nissan

Freedom

Hyundai

KIA

Target

B Correctly Recognised ™ Incorrectly Recognised
P Audio logos include brand name

80%

100%



At Chemist Warehouse, we’ve
always known the value of
audio branding and its ability to
work across so many channels.
Our jingle and audio logo are
very important parts of our
brand asset suite, as they help
us stay top of mind with
consumers.

Stop Paying Too Much!!
u
J = |

WAREHOUSE

Rutene Wharekawa
Group Media & Partnerships Manager - Chemist Warehouse



Top Scoring Brands On Emotional Attributes
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Great audio branding
elicits emotions that
reflect your brand
personality

Audio has the unique ability to convey your brand’s meaning with just a few
musical notes, sparking an immediate emotional connection with consumers from
the very first ad impact. Therefore, it's no surprise that brands with distinctive
songs, full of brand personality, are the top scorers on emotional attributes.
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m Menulog

Previous Katy Perry
Audio Logo Audio Logo

Your sound can Still Audio Score ‘ ‘

evolve if familiar
elements remain Attoure ‘ ‘

Menulog decided to change up their audio logo by having internationally

renowned pop star, Katy Perry, voice the brand’s song, and it paid off! Star

power rocketed Menulog’s audio logo up the chart.

We put | , , , Recall
putits strong performance down to including their brand name,

distinctive melody, a familiar (and famous!) talent voice and the brand’s Score

commitment / investment to using this audio branding across all media.
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your campaign goes live:
* Audio logos

* Audio commercials

¢ Jingles

*  Music

* Podcasts

Veritonic and SCA have an exclusive relationship in Australia.

To access this suite of services, please contact your SCA
Account Manager.
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