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How the brain
builds brands

Using neuroscience to understand the importance of a
mult|d|men5|onal approach to advertising
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¢“The brain knows more than it
admits to consciousness”’

Professor Peter Walla
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Consumers aren’t aware of what drive,

purchase intent or brand relationships
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Self Reported Responses Towards Radio Ad

Familiarity

H Radio Ad #1

B Radio Ad #2

Positivity Towards Brand

H Radio Ad #3
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Neuroscience provides more '
granular insights

Neural Responses Towards Radio Ads
0,7
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NEUROSCIENCE
PROVIDES “
ACTIONABLE
INSIGHTS
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Radio, Television, &
Social Media

Different mediums serve different purposes
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What we see, changes what

we hear
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little black boys
and black girls

as sisters

and
brothers.

(Applause)
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will be able to

join hands with
little white boys
and white girls
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Q/\/Tv & radio drive attention differently

oduct or brand
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O/:r/aditional channels tend to be better at

building connections than social media

GENERAL
ATTENTION
O
+21%
AUDIO
ATTENTION
O
+12%
MEMORY
ENCODING

+11%

Source: CRA: The Power of Sonic Branding, ARN Neurolab October 2022



Different mediums drive different outcomes

X

Ad Format

Radio Ad

Podcasting Ad

Television Ad

Engagement General Attention Motivation & Attitude

The level of interest & The attention that | Are people motivated to Encourage people to

relevance derived people are allocating engage or withdraw from

from the content to the content your content
129 133 96
95 90 105
98 84 105

Source: IAB: ADVERTISING EFFECTIVENESS & BRAND BUILDING

Memory-Encoding Auditory Attention Arousal

The attention that Making people

store your content to people are allocated feel excited by

memory

106

88

98

to the audio message the content
109 84
73 99
88 104
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CREATING
STRONG
CAMPAIGNS
{Ae]V]] {3
MULTIPLE
CHANNELS
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Audio is ‘always on’

The brain is always processing audio messages,
even if the consumer is unaware
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Audio builds &
reinforces brand
connections
outside consumer
awareness
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Audio forces the consumer to attend
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Passive listening also drives familiarity of
brand logos

X
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AUDIO DOES NOT
HAVE TO BE
CONSCIOUSLY
PERCEIVED TO
CHANGE
BEHAVIOUR
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Keys to building the
strongest brand
connections

The creative changes consumer behaviour
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Leverage your creative

Source: Hamish & Andy Youtube Channel - The Ed Sheeran $2 Peep Show Experiment | Hamish & Andy
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Be present
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Be consistent

Top 5 effective creative features

Consistent creative

o)
idea =

Consistent sonic

Music link with TV 44%

Voice actor link

with TV =

Consistent voice
actor
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Leverage
the right
voice

Using the right voice

can increase ad

Enhance your creative

Conversational

Ad Length

Select the right

context

performance. While
some categories are
more gender-aligned,
for neutral categories,
and with all factors
being equal, a female
voice can yield 15% more
activity than a male
voice

Don't be afraid to
change ad format.
When used well, the
brain likes two voices.
Ads which contain two
voices can be up to 20%
more effective than ads
with 1, 3, or 4 voices.

Source: ARN Neurolab A Sound Connection

Talent can increase
attitude, encoding,
retrieval, and
engagement by up to
10%

15 & 30 second ads are
equally effective. Good
Content is good content
regardless of duration

Tailoring your ads to the
right environment
increases attitude by
145% regardless of

medium
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BE PRESENT &

BE CONSISTENT
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USE MULTIPLE
CHANNELS

Different channels will
allow for different
consumer/brand

connections

CONCLUSION

AUDIO IS
ALWAYS ON

Audio changes
behaviour even when
the consumer is
unaware

BE PRESENT &
BE CONSISTENT

Regardless of what your
brand is, or how well-
established you are, you
must remain present
and consistent
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Thank you
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