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Veritonic is the audio intelligence platform, empowering
marketers to understand and quantify the most effective way to
use sound. It’s the first analytics platform built specifically for
businesses to navigate the audio market easily and maximise
the massive opportunity it presents.

Powered by “Machine Listening and Learning™™, the Veritonic
platform scores and benchmarks audio assets quickly and
comprehensively, guiding brand leaders like Visa and
platforms like Pandora to make decisions that cultivate deeper
relationships with customers through sound.

Veritonic and SCA leveraged the Veritonic Audio Intelligence
Platform to collect data on 25 top audio logos 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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Summary Learnings

Global
Comparison

Several international brands
scored consistently across the
Australian, US and UK markets in
this year’s study. Intel is a big
winner in this context, coming in
/th, 6th and 3rd in Australia, the US
and the UK, respectively. Netflix’'s
sonic logo was similarly consistent
(17th, 19th and 13th across the three
markets).

Melody &
Words

Audio logos with a melody had 20%
higher memorability and brand
association than non-melodic logos.
Memorability was 15% higher on
average when brand is mentioned.
Still, a few long-established brands,
including Toyota and VB, have
created word-free logos successfully
-- they make up 4 of the 5 top-
performing sonic logos in Australia.

Generational
Impact

Age matters when it comes to the
impact of audio logos. Boost Juice
and Netflix were up to 42% more
memorable among the younger
demographic (18-39), while the sonic
brand of leading produce
manufacturer SPC was 18% more
memorable with an older
demographic (40+).
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Overall Scores

Veritonic Audio Score
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Key Learnings
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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

66 VB's iconic anthem has been at the
centre of the brand's marketing mix
since that very first TV ad back in
1968. Little did those pioneering
creatives know that it would still
have beer drinkers tapping along to
it over 50 years later. It is such an
effective shortcut to brand
recognition in media such as radio
and has firmly planted VB into
Australian pop culture.

Hugh Jellie
Associate Director — Victoria Bitter at Carlton &
United Breweries
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Key Learnings

FMCG is the
best-performing
sector

SCA == VERITONIC

Strong audio brands within fast-moving consumer
goods (FMCG) vertical made it the leading industry in
the Index, with an average Veritonic Audio Score of
81 and brands such as VB and SPC leading the pack.
The sector (known as CPG in the US) performed
equally strong on the US and UK indices. Retail was a
fast follower in Australia.

While the Insurance space constantly produces many
of the best-received sonic logos every year in the US,
driven by regional brands like Liberty Mutual, QSR is
just as consistent in the UK, with brands like
McDonalds leading the charge. The iconic QSR brand
scored equally well on the Australian Index, ranking
fourth.



Key Learnings
FMCG is the best-performing sector

The Automotive sector, for the most part, consistently produced
the lowest-performing audio logos across all three markets --
somewhat ironic in that auto brands are often perceived as
“sexy.” Most logos don'’t leverage melody or mention the brand
name, both proven best practices and drivers of high recall (see
section 4). Not one panellist who heard the sonic logos from
BMW, Audi, and Nissan could correctly identify the brand.

The one major exception for the sector is Toyota, a sonic brand
that has been running since the 1980s and does include a
melody. The logo scored 17% higher than the sector average,
and 30 points over the average brand association score for any
company in this Index. Longevity matters.
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Global

Data lessons to be learned
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Several global audio brands performed

consistently across the Australia, US and UK markets.
Toward the top of the list, Intel’s longstanding logo in
particular was a reliable high-performer everywhere.
Though it has never included the brand name, its
melodic series of four notes and sheer time in market
have kept it strong. A little further down each list,
though similarly consistent, is Netflix, coming in at
number 17, 19 and 13 across Australia, the US and the
UK, respectively.

Unfortunately for a few brands, there’s a trend amongst
the lowest-performing logos as well. Finance leaders
HSBC and Mastercard both saw their sonic brands
among the bottom of the pack across all three markets.
HSBC's performance is likely due to the fact that they
launched their new audio logo only recently, making it
less familiar.
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Wo rds & o o 0 Combining Best Practices Yields The Highest
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Aligned with findings across other markets, melody plays a tremendous role in the

power of a sonic brand. Melodic logos, defined for these purposes as containing

more than just a static tone or sound effect, were 20%-more memorable than non- ;
melodic logos. This fact likely led to their having a 20%-higher identification with ’
the right brand as well.

Winning melodic brands included VB, Bunnings and Toyota. VB’s win as the Melody Brand Mention Both

second highest-scoring brand on the Index is a testament to both strong melody
and longevity -- the beer brand has been using the same music since 1968.

m\With = Without

McDonald’s use of melody in the Australian market-version of its logo proved to be
much more effective than its US counterpart. Vocal-free in Australia and the UK,
the iconic brand landed at the top of both of those indices. In the US, a new
variation, featuring a low, “gravely” male voice singing the logo, plummeted from
the top 10 in last year’s index to the bottom five this year.




Words & Melody Matter...
Unless you’re a lionised brand

The power of including the name of the brand in the sonic logo is just as
considerable, with dramatic effects on recall. On this Index, logos that included the
brand name were 15 percent more memorable than those that did not. In the US
and UK, the tactic is used to even greater effect; logos with brand names drove 32
percent and 48 percent higher recall, respectively.

The data also proves, however, that long-established brands in Australia don’t
necessarily need to include their brand name. Toyota, VB, and McDonalds
comprised three of the top five logos on this Index.
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* Audio logos

* Audio commercials
« Jingles

* Music

* Podcasts

Veritonic and SCA have an exclusive relationship in Australia. To access
Veritonic’s suite of services, please contact your SCA Account Manager.
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