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Audio lifts campaign outcomes in every market

100 100 100

UK + Ireland Europe United States

B No Audio Audio

a Source: Effie x System1 Databank | composite of 14 commercial outcomes by market, indexed to no-audio = 100 |
eﬂie audio/no-audio: UK & Ireland 109/121, Europe 81/128, US 190/633 | 2007-2023 | Audio = Radio/Podcast coded field C

IRELAND
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« Any additional channel
N « Plays especially well with others
Why Does Audio
Make this Difference?

 Customer Acquisition
* Price Insensitivity
 Brand Image

« Trust

Composite of 14 outcomes, all markets
H No Audio = Audio

a Source: Effie x System1 Databank | composite of 14 commercial outcomes, all markets, indexed to no-audio = 100 | ( : IREL AND
eme n=1,262 (380 audio, 882 no-audio) | 2007-2023 | Audio = Radio/Podcast coded field



effie

100

 Beloved lever of Ehrenberg Bass
 “Dark Lord of Penetration”
 Proven driver of growth

« Mass Marketing isn't weakness

« With audio’s broad reach & appeal

Acquisition
m Without audio With audio

Source: Effie x System1 Databank | % of campaigns achieving Customer Acquisition - Audio vs No-Audio, indexed to no- C(C IREL AND

audio = 100 | n=1,262 (380 audio, 882 no-audio) | 2007-2023 | Audio = Radio/Podcast coded field



effie
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Price insensitivity

m Without audio

With audio

My consulting journey:

* It's not about revenue

* It's all about profit

* Price drives Profit more than anything
* Marketing impacts on Price Sensitivity
* Audio is especially impactful

Source: Effie x System1 Databank | % of campaigns achieving Price Insensitivity - Audio vs No-Audio, indexed to no- C IREL AND
audio = 100 | n=1,262 (380 audio, 882 no-audio) | 2007-2023 | Audio = Radio/Podcast coded field



Audio’s Profit Lift Scales With Spend

100 100 100 100

All campaigns Small Medium Large + XL

m Without audio = With audio

Source: Effie x System1 Databank | % of campaigns achieving Profit, by media spend band - Audio vs No-Audio,
& C(C RADIOCENTRE IRELAND

eﬁe indexed to no-audio = 100 | audio/no-audio: Small 84/214, Medium 128/357, Large+XL 166/301 | 2007-2023 |
Audio = Radio/Podcast coded field



100 100  Relative differentiation

 Brand association
 Brand image
 Audio conjures imagery from the air

Differentiation Brand image
m \Without audio With audio

a Source: Effie x System1 Databank | % of campaigns achieving each outcome (differentiation, brand image) - Audio vs
eme No-Audio, indexed to no-audio = 100 | n=1,262 (380 audio, 882 no-audio) | 2007-2023 | Audio = Radio/Podcast coded ( : IRELAND

field
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Trust
m Without audio With audio

a Source: Effie x System1 Databank | % of campaigns achieving Brand Trust - Audio vs No-Audio,
eﬂie indexed to no-audio =100 | n=1,262 (380 audio, 882 no-audio) | 2007-2023 | Audio = ( : IRELAND

Radio/Podcast coded field



Top 10 Drivers of Advertising Profitability 2023

Factor Profitability
Multiplier

Brand Size

IRELAND



% campaigns achieving incremental profit

339, Emotional

Campaigns
7% Not
6% 6% :
5 4% i Emotional
Under 6 Months Over 6 Months Over 1.5 Years Over 3 Years

Campaign Duration

a Source: Effie Case Library | % of campaigns achieving incremental Profit, by campaign duration (emotional vs not C IREL AND
eme emotional) | n=1,265, ads tested with System1 Test Your Ad (200,000+ global respondents) | 2007-2023



Audio doubles profit for emotional advertising

« “Consumers don’t give a shit”

* How ads are made vs. consumed
100 « Making consumers feel to involve them
* Audio as emotion
* The Full emotional wheel

Emotional advertising
H Without audio With audio

a Source: Effie x System1 Databank | % of campaigns achieving Profit, by emotional quality tier - Audio vs No-Audio,
eme indexed to no-audio = 100 | audio/no-audio: below category 103/253, above 71/204, well above 124/297 | 2007-2023 ( : IRELAND

| Audio = Radio/Podcast coded field



Audio doubles profit for emotional advertising
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2023 | Audio = Radio/Podcast coded field

Source: Effie x System1 Databank | % of campaigns achieving Profit, by emotional quality tier - Audio vs No-Audio,

o 5 - Little .
eme indexed to no-audio = 100 | audio/no-audio: below category 103/253, above 71/204, well above 124/297 | 2007- (( ‘ £=7 | radiocentre RAB @nmmcmsmmnu E Black @Mm.MBA System|

“Consumers don’t give a shit”
How ads are made vs. consumed

Making consumers feel to involve them
Audio as emotion

The Full emotional wheel
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Emotion

Well Branded

in Marketing

KELLER

CHERNEV
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Emotion
% campaigns achieving incremental profit

45%

35%

33% Emotional
Campaigns

8%
7% 4% o G0 Not Emotional
Under 6 Months Over 6 Months Over 1.5 Years Over 3 Years

Campaign Duration

a Source: Effie Case Library | % of campaigns achieving incremental Profit, by campaign
eme duration (fluent and emotional) | n=1,265, ads tested with System] Test Your Ad (200,000+ ( : |RELAND

global respondents) | 2007-2023
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Distinct
Logo or Brand Brand Product
Symbol  Celebrity  Colors Slogan  Typeface

Fluent

Device
Shape

a Systeml's global Test Your Ad database, 500 US and European ads coded for 7 different types of distinctive assets C IREL AN D
eme used. % of ads in top 25% for Final Fluency



Audio and distinctivedgsets each roughly double

a Source: Effie x System1 Databank | % of campaigns achieving Profit, by audio x distinctiveness - Audio vs No-Audio, o ) . &
em indexed to no-audio non-distinctive = 100 | n by cohort: no-audio non-distinctive 686, no-audio distinctive 196, audio ( e l|! radiocentre RAB @"*DWBENT"E'"EMNU g e @MiniMBA System1 efﬁe
e non-distinctive 304, audio distinctive 76 | 2007-2023 | Audio = Radio/Podcast coded field :



Audio x Codification

Audio and distinctive assets each roughly double
profit, together they go furthest

264

100

No audio, Audio only Distinctive only Audio +
hon-distinctive distinctive

Source: Effie x System1 Databank | % of campaigns achieving Profit, by audio x distinctiveness - Audio vs No-Audio,
‘eme indexed to no-audio non-distinctive = 100 | n by cohort: no-audio non-distinctive 686, no-audio distinctive 196, audio ( ' : RAD | 0 c E NTRE |RELAND

non-distinctive 304, audio distinctive 76 | 2007-2023 | Audio = Radio/Podcast coded field



Brand Recall (%)

effie

1 y) 3 4 5
No. of Brand Codes in Ad

Within vertical quartiles: Top vs Bottom quartile Star Rating, with top quartile Fluency Rating. 1265 US, Europe, UK &
Ireland campaigns between 2007-2023 from the Effie Case Library (2017-2023 program years). Ads tested with
System1's Test Your Ad with 200,000+ Global Respondents.
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Emotion x Fluency x

45% Emotional
X Fluent

35% /

= /
. /
4% 6% 6%  Not Emotional

D e ————— e N Campaigns

Under 6 Months Over 6 Months Over 1.5 Years Over 3 Years

Campaign Duration

Within vertical quartiles: Top vs Bottom quartile Star Rating, with top quartile Fluency Rating. 1265 US, Europe, UK &
‘em e Ireland campaigns between 2007-2023 from the Effie Case Library (2017-2023 program years). Ads tested with ( > : RAD I 0 c E NTRE IRELAND

System1’s Test Your Ad with 200,000+ Global Respondents.



Emotion

100

No-audio average
(all campaigns)

ittle

a Source: Effie x System1 Databank | % of campaigns achieving incremental Share Gain, by audio duration and o ) 3 &
eme distinctiveness - Audio vs No-Audio, indexed to no-audio = 100 | no-audio baseline 882; audio Short <1yr 260, Long (6"‘:& I} radiocentre  RAB @““"'“”""‘“‘“W‘“ E Dk @Mi"iMBA Systeml effie

1yr+ 120, Long+Distinctive 25 (directional) | 2007-2023 | Audio = Radio/Podcast coded field




Emotion x Fluency x

177

132

100
84

No-audio average  Short audio (<1lyr) Long audio (1yr+) Long and
(all campaigns) Distinctive
‘ Source: Effie x System1 Databank | % of campaigns achieving incremental Share Gain, by audio duration and @ R AD | 0 c E NTRE |RE|_ AND

em distinctiveness - Audio vs No-Audio, indexed to no-audio = 100 | no-audio baseline 882; audio Short <1yr 260,
e Long 1yr+ 120, Long+Distinctive 25 (directional) | 2007-2023 | Audio = Radio/Podcast coded field



Making Audio Work for Your Brand
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* Better customer acquisition
 Stronger Brand Image
- Greater emotional response
* Pricing effects
* Trust

* Profit

@ IRELAND



Sample
Reverse Causality

It Still Depends on Other Stuff...
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