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What big data tells us about how radio advertising helps
brands create and convert demand
and how these effects can be optimised

Tara Wilkinson
Head of Insight
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Isolating radio’s effect &
evaluating creative performance

CR Listeners Non-listeners

Brand performance Sector average



1,000+ campaigns measured since 2008

Hellyges €ZZ®»  amazon s
@J&W/ : LLOYDS BANK
(Nintendo’)
5.,,5 o
. %, x;;% LOREAL
‘;' Reckitt ?Q‘_‘“"”

Benckiser Umdlww'

v 9 @h G:,
D|AGEO M u ritish Gas
Q ASDA TESCO Microsoft

. Sainsburys ebay €on
-] HOMEBASE SONY.

pepsi



http://www.google.co.uk/url?sa=i&rct=j&q=toyota+logo+&source=images&cd=&cad=rja&docid=6m79pMlbyegWeM&tbnid=PGsAjrhVsdk0aM:&ved=0CAUQjRw&url=http://www.factts.com/toyota-logo/&ei=acpmUfyGIsWY1AXnwIHYDg&bvm=bv.45107431,d.d2k&psig=AFQjCNEeOaB1kjnq9aQ6l2wFRRVDwwgg1Q&ust=1365777382411622
http://www.google.co.uk/url?sa=i&rct=j&q=diageo+logo&source=images&cd=&cad=rja&docid=VyB0v0wu9FGa4M&tbnid=R9TrWsHiex8XcM:&ved=0CAUQjRw&url=http://www.mideasttime.com/diageo-receives-hold-rating-from-investec-dge/6168/&ei=i5V_UbDQL6Go0AXhkoHACg&bvm=bv.45645796,d.d2k&psig=AFQjCNFrVZE899xqI3f0QFOMfrQYy-kaWQ&ust=1367402245267066
http://www.google.co.uk/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&docid=CcA2GLyDSGLKOM&tbnid=VvIfE0oWQfFDBM:&ved=0CAUQjRw&url=http://www.scientiaweb.com/2013/01/14/sonys-got-a-surprise-for-you/sony-logo/&ei=yj6fUeioM8OW0AXqg4C4Bg&bvm=bv.47008514,d.d2k&psig=AFQjCNGhmTiaJ81Mb2t_ntSLFVge8xgOGw&ust=1369477193115051

The Radiogauge database: 2008 to date
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Objectives for this study

1. Provide an overview of the headline effectiveness outcomes advertisers have
achieved from radio over the last 14 years

2. Develop understanding of which creative and media campaign planning
factors are most influential in optimising results
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Methodology

1. Data cleaning and alienment
o®eo 5 5

0
:COlourte)(t 2. Data summary

X g 3. Identify influential variables



the Big Audio Dataset

DISCRETE INDIVIDUAL
CAMPAIGNS BRANDS SECTORS
1,002 463 14
RADIO PLANNING
FACTORS CREATIVE EFFECTIVENESS
7 ATTRIBUTES OUTCOMES
22 5

Total DATAPOINTS

800,598



Context to findings:
The two main roles of marketing

Long term

Creating future demand

Converting

existing

d d
eman Short term

Source: Binet & Field et al



CREATING FUTURE DEMAND
related RG metrics

Awareness _
Brand relevance Creating future demand

Brand trust

Converting

existing

demand

Long term

Short term



CREATING FUTURE DEMAND metrics
Average uplift rate CR vs. non-CR

49.4%

Advertising
Awareness

Source: Big Audio Datamine (number of cases in white) Base: all aware of brand/all respondents



CREATING FUTURE DEMAND metrics
Average uplift rate CR vs. non-CR

49.4%

Advertising Brand relevance
Awareness

Source: Big Audio Datamine (number of cases in white) Base: all aware of brand/all respondents



CREATING FUTURE DEMAND metrics
Average uplift rate CR vs. non-CR

49.4%

Advertising Brand relevance Brand trust
Awareness

Source: Big Audio Datamine (number of cases in white) Base: all aware of brand/all respondents



CONVERTING EXISTING DEMAND
related RG metrics

Long term

Creating future demand

_ _ Converting
. Brand consideration

existing
* Response
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eman Short term



CONVERTING EXISTING DEMAND metrics
Average outcomes from radio advertising

“If you were considering buying
product category today,
how likely would you be to consider brand name?”
Average uplift rate CR vs. non-CR (highly likely)

17.9%

828

Brand
GD“Sideratiﬂn Source: Big Audio Datamine

Base: all respondents (number of cases in white)



CONVERTING EXISTING DEMAND metrics
Average outcomes from radio advertising

“If you were considering buying “Have you taken any of the following actions
as a result of hearing this ad?”

% of those hearing the ad claiming to respond in this way

product category today,
how likely would you be to consider brand name?”

Average uplift rate CR vs. non-CR (highly likely) 21.0%

17.9% 18.6%

828
Brand Searched online for Accessed the
consideration Source: Big Audio Datamine details brand'’s website

Base: all respondents (number of cases in white) Base: all who recall hearing radio ad



Average uplift rate by sector

Ad awareness

Personal Finance

Retail

Personal care
Entertainment and Media
Online information services
Restaurants/food delivery
Utilities

Government, public sector & charity
Telecomms

FMCG

Travel

Business to business

Motors

Source: Big Audio Datamine

39.3%
39.5%

42.1%

42.2%

44.3%
45.9%
47.0%
51.1%
52.9%
55.6%
58.2%
64.0%
67.2%

Base: ad. awareness uplift rate (CR vs. non-CR)



What affects radio campaign performance?

FIXED FACTORS VARIABLE FACTORS




The best performing campaigns place an
emphasis on creative consistency

The top 10 creative attributes

Ad. awareness uplift rate (ads using attribute vs. those not using)

Established Creative Route
Established Sonic Brand Device
Voice actors Link To TV

Brand Character Featured
Music Link With TV

Recognisable Strapline

Recognisable Voice Actors

Recognisable Announcer

Actors Consistent Across Radio Executions

Music Consistent Across Radio Executions

Source: Big Audio Datamine

11.20%
11.20%
10.80%
9.90%
9.30%
7.90%
5.40%
4.80%
4.70%

4.60%

Base: ad. awareness uplift rate (ads using attribute vs those not using)



Campaigns that focus on building reach deliver
stronger effects

The effect of media planning factors
Ad. awareness uplift rate (top 2 vs. bottom 2 quartiles)

Total Campaign GRPs

Total campaign Reach %

Weekly Reach %

Weekly GRPs

Total Campaign OTH

Weekly OTH

Source: Big Audio Datamine Base: ad. awareness uplift rate (top 2 vs. bottom two quartiles)



Big Audio Datamine
- key headlines

1. Radio delivers significant uplifts in effectiveness outcomes

* throughout the purchase funnel,

* as lead medium/within a wider media mix
* within all sectors

* highly efficient

2. Clear guidance for advertisers to optimise audio ad effectiveness
* Develop
* Focus on building
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What big data tells us about how radio advertising helps
brands create and convert demand
and how these effects can be optimised
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