


t's a big year.

An increasing number of brands are incorporating audio into their marketing
strategies each year, and for good reason. Consumers are listening to more audio
and podcasts than ever before, and the mobile-first, intimate medium allows
advertisers to reach audiences in the right place, at the right time, and with a
resonating message.

At Veritonic, we provide brands, publishers, and agencies with the competitive,
creative testing, and campaign performance data they need to ensure that their
audio - be it podcast ads, streaming audio ads, radio ads, functional sounds,
audio logos, etc. - are both optimized and efficient.

As the consumption of audio continues to burgeon, what a brand sounds like

s becoming as important as what it looks like. This report analyzes and ranks
audio logos of the top brands in the U.S. Audio branding is just one of many kinds
of audio that are being utilized to increase reach and brand awareness in today’s
multi-faceted media landscape.

Scott Simonelli
CEO & Co-Founder, Veritonic
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Methodology

= VERITONIC

Veritonic’s annual Audio Logo Index ranks the top in-market audio logos for overall effectiveness
(the Veritonic Audio Score.) Effectiveness is measured by logo recall, creative resonance (i.e.

unigueness, trustworthiness, and innovation), and correct association to the brand
Fach logo is compared to Veritonic audio logo benchmarks developed and trained
audio and human response data. This report was compiled based on responses fro
2,800 panelists that represent the general U.S. population.

and industry.
Oy 6+ years of

M more than
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Why measure creative resonance, recall, and association to gauge eftectiveness?

Creative Resonance. Effective creative is the bedrock of a powerful audio logo. The most effective executions
elicit resonant and positive feelings towards a brand.

Recall. Memorability of a brand is paramount for winning future sales. For that reason, we measure recall 48-hours
from when the logo was first heard to confirm that your creative packed a memorable punch.

Association. Association. Your audio logo is only eftective it your brand is continuously and consistently
associated with it (and not one of your competitors). For this reason, association is an important attribute that is
factored into our measurement of audio logo success.




TOP AUDIO LOGOS

2

State Farm

Safelite

3
Liberty Mutual

o

Little Caesar’s

9 —
Red Robin

4 —

Farmers Insurance

[

Ace Hardware

10 —
Arby’s



https://www.veritonic.com/asset-viewer/dc1b68a4-cae3-48cc-aee3-bc3425e96b7e#0ccb3d15-48ba-413c-8d89-aa1d24cc4534.mp3
https://www.veritonic.com/asset-viewer/dc1b68a4-cae3-48cc-aee3-bc3425e96b7e#Farmer.mp3
https://www.veritonic.com/asset-viewer/dc1b68a4-cae3-48cc-aee3-bc3425e96b7e#69d39759373d49489786915f3134b548.mp3
https://www.veritonic.com/asset-viewer/dc1b68a4-cae3-48cc-aee3-bc3425e96b7e#327c3745-10c9-4c48-81ce-44950bbf7eee.mp4
https://www.veritonic.com/asset-viewer/dc1b68a4-cae3-48cc-aee3-bc3425e96b7e#bd6d464d-9af7-4bee-986a-a976f088b58e.mp3
https://www.veritonic.com/asset-viewer/dc1b68a4-cae3-48cc-aee3-bc3425e96b7e#7e968b3d-beed-4b58-953d-292b2acb14d0.mp3
https://www.veritonic.com/asset-viewer/dc1b68a4-cae3-48cc-aee3-bc3425e96b7e#fa68922a-bd5d-41ad-9452-279ae70ebfd2.mp3
https://www.veritonic.com/asset-viewer/dc1b68a4-cae3-48cc-aee3-bc3425e96b7e#470e0e80-b6fe-4d5d-b710-2e03a3d37265.mp3
https://www.veritonic.com/asset-viewer/dc1b68a4-cae3-48cc-aee3-bc3425e96b7e#4e333f7f-554a-4116-b2f2-f40b822a651a.mp3
https://www.veritonic.com/asset-viewer/dc1b68a4-cae3-48cc-aee3-bc3425e96b7e#dad2193a-123d-4568-8c1e-d4c423f5f45a.mp4
https://www.veritonic.com/asset-viewer/dc1b68a4-cae3-48cc-aee3-bc3425e96b7e
https://www.veritonic.com/asset-viewer/dc1b68a4-cae3-48cc-aee3-bc3425e96b7e

Inaustry
Inaex

A handful of industries were early adopters of
sonic branding, and audio logos in particular.
Forinstance, front-runners in the Entertainment
industry including HBO and NBC have been
using them since close to their inception.
About a decade later, other industries started
to take notice, including QSR (with McDonald’s
now infamous ‘Ba-da-ba-ba-ba - I'm Lovin it
audio logo). With the continuous rise of audio
consumption and the need to brand without a
screen, brands from sectors that previously had
very little interest in sonic branding are now

adding one —if not multiple—new logos per year.
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QSR/Restaurant 6  Retail
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Telecom & Tie & Technology
Entertainment
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Medical/Pharma 10

1 l Travel & | (Tie)
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New Entrants

Brands that have released new
audio logos over the last year.

Moditied Logos

Brands that have refreshed their
audio logos over the last year.

« General Motors
e Lexus

« AHA

. Colgate
 Miller Lite

e Trojan

» Grainger
. Intel
. Kay Jewelers

« McDonald’s
« Nationwide

« ABC
 Discover

« Marcus

e Linzess

» Audacy

» Hulu Originals

 Nissan

 O’Reilly Auto Parts
« POpeyes
 Wayftair

- = VERITONIC
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https://www.veritonic.com/asset-viewer/dc1b68a4-cae3-48cc-aee3-bc3425e96b7e#83ffc45e-a850-4bd8-94a0-fcb6d1ce89a6.mp4
https://www.veritonic.com/asset-viewer/dc1b68a4-cae3-48cc-aee3-bc3425e96b7e#22b64613-71e1-4bad-80a8-b58b87ffab12.mp4
https://www.veritonic.com/asset-viewer/dc1b68a4-cae3-48cc-aee3-bc3425e96b7e#6ddcf09c-c560-41a0-927a-83e9ae0660a1.mp4
https://www.veritonic.com/asset-viewer/dc1b68a4-cae3-48cc-aee3-bc3425e96b7e#17987108-8151-44f0-ae08-d503e75cb79e.mp4
https://www.veritonic.com/asset-viewer/dc1b68a4-cae3-48cc-aee3-bc3425e96b7e#cb1d5856-e3c4-4e7e-b54b-4de09e982f6d.mp3
https://www.veritonic.com/asset-viewer/dc1b68a4-cae3-48cc-aee3-bc3425e96b7e#21c38811-3a48-4c6e-bc9d-cd83afd660fc.mp4
https://www.veritonic.com/asset-viewer/dc1b68a4-cae3-48cc-aee3-bc3425e96b7e#a28b7ce0-d7ab-4612-9b1e-f5c198513b9b.mp4
https://www.veritonic.com/asset-viewer/dc1b68a4-cae3-48cc-aee3-bc3425e96b7e#15596422-b1b3-46ff-ab03-7ff2853fa49a.mp4
https://www.veritonic.com/asset-viewer/dc1b68a4-cae3-48cc-aee3-bc3425e96b7e#00792c6b-3c34-43dc-b71f-fa8bf4910a8b.mp4
https://www.veritonic.com/asset-viewer/dc1b68a4-cae3-48cc-aee3-bc3425e96b7e#34c19eba-da70-49ad-a4cd-04bb20ea8d75.mp4
https://www.veritonic.com/asset-viewer/dc1b68a4-cae3-48cc-aee3-bc3425e96b7e#ac78a2f0-8ff1-436a-afd9-3d305dcf8bbb.mp3
https://www.veritonic.com/asset-viewer/dc1b68a4-cae3-48cc-aee3-bc3425e96b7e#092a446c-3025-4196-805d-5862ba861b7d.mp4
https://www.veritonic.com/asset-viewer/dc1b68a4-cae3-48cc-aee3-bc3425e96b7e#4cb6e036-ea8a-4cd6-8cf5-7b60756fb696.mp4
https://www.veritonic.com/asset-viewer/dc1b68a4-cae3-48cc-aee3-bc3425e96b7e#5b482627-9777-473b-b3eb-9a98232c0774.mp4
https://www.veritonic.com/asset-viewer/dc1b68a4-cae3-48cc-aee3-bc3425e96b7e#037bb1c0-555b-4d5f-b361-a7db49543ff8.mp4
https://www.veritonic.com/asset-viewer/dc1b68a4-cae3-48cc-aee3-bc3425e96b7e#dceadd0c-b59f-4630-8ce6-a13975979efe.mp3
https://www.veritonic.com/asset-viewer/dc1b68a4-cae3-48cc-aee3-bc3425e96b7e#e321c921-34a1-4bdc-b249-37ac188fdc1f.mp3
https://www.veritonic.com/asset-viewer/dc1b68a4-cae3-48cc-aee3-bc3425e96b7e#eae0b12b-011d-42c0-9596-ed9c3f85690d.mp3
https://www.veritonic.com/asset-viewer/dc1b68a4-cae3-48cc-aee3-bc3425e96b7e#O_Reilly_Auto_Parts_Audio_Logo_2017.mp3
https://www.veritonic.com/asset-viewer/dc1b68a4-cae3-48cc-aee3-bc3425e96b7e#b544460f-03dd-4b17-ab2b-8204a348c4a7.mp4
https://www.veritonic.com/asset-viewer/dc1b68a4-cae3-48cc-aee3-bc3425e96b7e#e62079b5-31da-4eda-9a50-f6fc3c11a28d.mp4
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Percentage of respondents that identified the correct
brand associated with the logo (unaided)

Fach year, data from the Audio Logo Index

demonstrates that melodic audio logos and The logo contains a Thelogois
those that contain a brand mention are more brand name. melodic.
effective for brand recognition than those that

are non-melodic and do not contain the

- . .

The logo does not The logois
contain a brand name. non-melodic.

Building Brand
Recognition
with Audio

2022 Audio Logo Index by Veritonic
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In-Market Use of Brand Mention and Melody

The average audio logo does not contain a brand mention and is melodic.

Source: Percentage of logos within the 2022 Audio Logo Index

B Brand Mention B Melodic

Bl o Brand Mention Bl \on-melodic
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RESULTS BY INDUSTRY
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QSR/Restaurant

 On average, respondents recognized QSR/Restaurant logos at a higher
percentage than any other industry.

« Recall for this industry was significantly greater than the overall average
across the Index.

« |t is no wonder that recall and recognition were exceptional for the QSR/
Restaurant vertical as consumers scored the industry overall 16-points

above the Index average for positive emotional resonance.

Hear the Logos

KFC and Little Caesar’s had the highest scoring logos in QSR/Restaurants.

= VERITONIC


https://www.veritonic.com/asset-viewer/dc1b68a4-cae3-48cc-aee3-bc3425e96b7e
https://www.veritonic.com/asset-viewer/dc1b68a4-cae3-48cc-aee3-bc3425e96b7e

Creative Attributes QSR/Restaurants

Many QSR/Restaurant brands were scored highly by consumers for their emotional resonance. KFC and Popeyes elicited feelings of
trustworthiness by a slim margin above Little Caesar’s and Arby’s. Aside from Taco Bell, all QSR/Restaurant brands beat the average
score for audio logos tested this year for each creative attribute shown below.

= VERITONIC
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QSR/Restaurants
Brand and Industry Association

= VERITONIC

Red Robin had exceptional industry
association this year, while Arby’s and KFC’s
logos were highly recognizable and associated
with their brand by between 70-80%

of consumers.

m 2022 Audio Logo Index by Veritonic




Insurance Highlights

« Insurance has historically led the pack for greatest creative resonance
and brand association.

« This year, multiple Insurance brands scored towards the top of the Index
overall for their memorable and likable sonic brands. Consistency of use
is an important factor that contributes to their success.

- Many insurance brands follow our best practice to brand early and often
by including their audio logo at the beginning and end of ads, and across
channels.

= VERITONIC

Hear the Logos


https://www.veritonic.com/asset-viewer/dc1b68a4-cae3-48cc-aee3-bc3425e96b7e
https://www.veritonic.com/asset-viewer/dc1b68a4-cae3-48cc-aee3-bc3425e96b7e

== VERITONIC

“Audio has opened more opportunities for State Farm® to build relationships
with listeners, connecting with them in more authentic ways. Audio goes
beyond what other media channels do as it promotes self-discovery. It allows us

to tap into people’s passions as they dig in on podcasts and music they love.”

Alyson Griftin, Vice President, Marketing at State Farm

16



Creative Attributes m

State Farm’s consistent use of its audio logo in its ads has paid off—consumers found it most trustworthy, familiar (tied with
Liberty Mutual), likable, and innovative. State Farm’s successes do not discount that Liberty Mutual and Farmers Insurance also
ranked amongst the top logos overall (third and fourth place, respectively.)

= VERITONIC
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Insurance
Brand and Industry Association

= VERITONIC

Most insurance brands scored well for
brand and industry association, with
most logos recognized by over 50% of
consumers.

m 2022 Audio Logo Index by Veritonic




Telecommunications Highlights

o Cricket Wireless, T-Mobile, and Metro (by T-Mobile) all scored well above
average for recall.

« Most brands in Telecommunications scored similarly for industry
association, with Metro (by T-Mobile) leading the group.

« Cricket Wireless, T-Mobile, and Metro all scored similarly well in the 2021

Audio Logo Index, with T-Mobile’s brand association increasing slightly

Hear the Logos

this yearr.

« Cisco had the most notable brand recognition in the group (46%
association between the brand and its logo.)

Cricket Wireless had the highest scoring logo in Telecom.

= VERITONIC


https://www.veritonic.com/asset-viewer/dc1b68a4-cae3-48cc-aee3-bc3425e96b7e
https://www.veritonic.com/asset-viewer/dc1b68a4-cae3-48cc-aee3-bc3425e96b7e

Creative Attributes

Cricket Wireless and T-Mobile were very tamiliar to consumers, while Metro (by T-Mobile) was most trustworthy. Cricket Wireless was
ranked the most innovative and unigue sound in telecommunications.

= VERITONIC
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Telecommunications
Brand and Industry Association

= VERITONIC

For Cisco, Metro (by T-Mobile), and T-Mobile,
35-40% of consumers associated their logos
with telecommunications. The Cisco logo was
identified by 46% of consumers.

m 2022 Audio Logo Index by Veritonic




Entertainment Highlights

 Almost every Entertainment logo stood out as unique to consumers.

« The Netflix logo elicited the most feeling of trustworthiness for
consumers, followed by NBC.

« NBC and Netitlix were the most memorable logos for consumers and the
most familiar.

» Even though NBC was very familiar and memorable, unaided consumers
had trouble matching the brand with its audio logo. This was similar to
other resonant and familiar logos, such as Netflix and CBS.

» PlayStation had the highest brand association in Entertainment.

Hear the Logos

NBC and Netflix had the highest scoring logos in Entertainment.

—=VERITONIC


https://www.veritonic.com/asset-viewer/dc1b68a4-cae3-48cc-aee3-bc3425e96b7e
https://www.veritonic.com/asset-viewer/dc1b68a4-cae3-48cc-aee3-bc3425e96b7e

Creative Attributes

Entertainment brands like Netflix and NBC stood out for their familiarity, uniqueness, and innovative sound. Hulu’s Veritonic Audio
Score ranked low as a result of its low recall.

—= VERITONIC
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-ntertainment
Brand and Industry Association

Entertainment brands like Netflix and
PlayStation both had high industry
association and some of the highest brand
recognition in Entertainment.

m 2022 Audio Logo Index by Veritonic




CPG Highlights

» 82% of audio logos representing CPG brands are melodic and 41%
contain brand names.

« OQverall, the average score for the CPG sector hovered in the middle of all
other sectors for recall.

« Colgate and Trojan scored low for familiarity, but this was likely a result
of their recent entrances into market.

« Old Spice ranked first in the 2021 Audio Logo Index and dropped to

fourth this year, while TUMS and Duracell maintained their second and

third-place rankings, respectively.

Folgers had the highest scoring logo in CPG and overall.

= VERITONIC

Hear the Logos


https://www.veritonic.com/asset-viewer/dc1b68a4-cae3-48cc-aee3-bc3425e96b7e
https://www.veritonic.com/asset-viewer/dc1b68a4-cae3-48cc-aee3-bc3425e96b7e

Creative Attributes

m 2022 Audio Logo Index by Veritonic




CPG
Brand and Industry Association

CPG brands varied greatly for the percentage
of consumers that could identify their audio
logos. Consistency in market and powerful
creative are drivers of better recognition.

m 2022 Audio Logo Index by Veritonic




Medical/Pharma Highlights

 Consumer recognition of the logos in this sector are impressively high,
especially because SmileDirectClub and Linzess were new to market in
2021,

« The industry average for Medical/Pharmaceuticals was higher than the
overall average by 6 points for logos that sounded innovative.

« Overall Medical/Pharma brands had better industry association than

brand association, meaning more consumers could identify that the

0go belonged to a medical/pharmaceutical company rather than a

orand in particular. Specific brand recognition over competitors could
e an area of optimization going forward for the industry.

Skyrizi had the highest scoring logo in Medical/Pharma.

= VERITONIC


https://www.veritonic.com/asset-viewer/dc1b68a4-cae3-48cc-aee3-bc3425e96b7e
https://www.veritonic.com/asset-viewer/dc1b68a4-cae3-48cc-aee3-bc3425e96b7e

Creative Attributes Medical/Pharmaceuticals

Skyrizi had the highest overall Veritonic Audio Score and scored highest for every creative attribute below. Overall, Medical/Pharma
had a lower industry average than the overall index average.

= VERITONIC
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Medical/Pharmaceuticals
Brand and Industry Association

Linzess had the greatest association to
pharmaceuticals, while SmileDirectClub,
Abbott, and GSK all saw similarly moderate
industry association. SmileDirectClub and
Linzess had the strongest brand recognition.

m 2022 Audio Logo Index by Veritonic




Retail Highlights

» Recall of Retail audio brands spanned a wide range, from Ace Hardware with
impressively high recall, to Dollar Shave Club that was recalled at a rate that scored
67-points lower than Ace, and 36-points lower than the overall average recall score.

« Dollar Shave Club scored within range of its competitors for creative attributes, but
came short of being memorable to consumers which impacted its overall Veritonic
Audio Score.

 Kay Jewelers stood out with Ace Hardware as likable, while Kay and Ashley
Homestore both scored above the overall benchmark for eliciting feelings of
trustworthiness with consumers.

« Some Retail brands were highly recognizable and associated to their brand, while
others were not. This appears to be due to consistency of use in market and
creative resonance, since both correlate.

Hear the Logos

Ace Hardware had the highest scoring logo in Retail.

= VERITONIC


https://www.veritonic.com/asset-viewer/dc1b68a4-cae3-48cc-aee3-bc3425e96b7e
https://www.veritonic.com/asset-viewer/dc1b68a4-cae3-48cc-aee3-bc3425e96b7e

Creative Attributes m

The Ace Hardware audio logo was most resonant overall for consumers, outscoring its nearest Retail competitor by 10 points.

= VERITONIC
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Retall
Brand and Industry Association

= VERITONIC

Brand and industry association for Ace
Hardware and Ashley Homestore were
impressive, while no consumers were able
to associate Michaels, Wayfair, Traeger, and
Dollar Shave Club to their brand sound.

E 2022 Audio Logo Index by Veritonic




Automotive & Auto Parts
Highlights

« Safelite and O’Reilly Auto Parts stood out as top performers in
Automotive/Auto Parts and across the entire Index.
» Auto Parts companies use their logos more consistently in market than

automakers.
 Though consumers found General Motor’s logo unique, they did not

find the logo familiar. More consistent use in market may increase the
logo’s impact on brand memorability.

Safelite had the highest scoring logo in Auto.

= VERITONIC


https://www.veritonic.com/asset-viewer/dc1b68a4-cae3-48cc-aee3-bc3425e96b7e
https://www.veritonic.com/asset-viewer/dc1b68a4-cae3-48cc-aee3-bc3425e96b7e

= VERITONIC
Creative Attributes Automotive & Auto Parts

Auto Parts companies have historically ranked well in the Index, and this year is no exception. Safelite and O’Reilly had extremely
resonant audio brands, due to effective creative, consistency of use in market, and leveraging unigue sounds.

2022 Audio Logo Index by Veritonic
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Report Updated April 6, 2022: The Michelin audio logo included in the original release on March 24, 2022 did not reflect the logo currently in market. Therefore, the logo was removed from the Index.




Automotive & Auto Parts
Brand and Industry Association

= VERITONIC

Most Auto brands did not have significantly
high brand and industry association. Safelite,
O’Reilly Auto Parts, and AutoZone however
were all recognized by approximately 50%

of consumers.

m 2022 Audio Logo Index by Veritonic




Technology Highlights

» Intel was significantly more memorable than Sonos for consumers, and
overtook the Index average by 4 points.

« Intel and Sonos both scored relatively well for creative resonance,
although the lack of tamiliarity consumers had with the Sonos logo
and the lack of uniqueness with the Intel logo led to lower Veritonic
Audio Scores for both brands.

» About a third of consumers recognized the Intel logo and could

accurately associate the industry.

Intel had the highest scoring logo in Tech.

= VERITONIC

Hear the Logos



https://www.veritonic.com/asset-viewer/dc1b68a4-cae3-48cc-aee3-bc3425e96b7e
https://www.veritonic.com/asset-viewer/dc1b68a4-cae3-48cc-aee3-bc3425e96b7e

Creative Attributes Technology

Intel and Sonos split their creative success, with Sonos ranked as more trustworthy, likable, innovative and unique, but Intel as
more familiar. Intel still resulted in a higher Veritonic Audio Score because of its memorability.

= VERITONIC
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Technology
Brand and Industry Association

The Intel audio brand was associated to

Inte
cou
the

= VERITONIC

by 33% of consumers, while 29%
d associate the Sono logos to

brand.

m 2022 Audio Logo Index by Veritonic




Financial Highlights

» Financial creative attribute, recall, and association scores were relatively

low compared to other industry averages.
« No audio logos from the Financial sector could be identified with their
orand.

« Mastercard and American Express’s logos stood out for being likable,
while HSBC resonated with consumers as the most innovative and
unique.

 Marcus by Goldman was the most highly associated with Finance, but
came short of being associated with the brand (as did every other brand
in the Financial industry).

Hear the Logos

TD Ameritrade had the highest scoring logo in Financial.

= VERITONIC


https://www.veritonic.com/asset-viewer/dc1b68a4-cae3-48cc-aee3-bc3425e96b7e
https://www.veritonic.com/asset-viewer/dc1b68a4-cae3-48cc-aee3-bc3425e96b7e

Creative Attributes " Financial

Banking, credit card, and investment companies fell below the overall average for the creative metrics tested. None of the brands
below overtook the benchmark for eliciting feelings of trustworthiness, a metric of significant value for financial institutions.

= VERITONIC
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-inancial
Brand and Industry Association

No Financial brands had any brand recognition
associated with consumers hearing their audio
logos. Marcus by Goldman had exceptionally
high association to Finance considering it had
no association to the actual brand.

m 2022 Audio Logo Index by Veritonic




Real Estate Highlights

» Realtor.com is the only Real Estate company to have an in-market audio logo.
This leaves ample space for other brands to join the audio marketing space
within the Real Estate industry.

» Realtor.com’s logo elicited teelings of trustworthiness and was considered
quite likable to consumers.

= VERITONIC

Realtor.com was the only logo in Real Estate.

Hear the Logos

m 2022 Audio Logo Index by Veritonis



https://www.veritonic.com/asset-viewer/dc1b68a4-cae3-48cc-aee3-bc3425e96b7e
https://www.veritonic.com/asset-viewer/dc1b68a4-cae3-48cc-aee3-bc3425e96b7e

Real Estate
Brand and Industry Association

= VERITONIC

Realtor.com’s logo was not associated with
the brand by any consumers.

m 2022 Audio Logo Index by Veritonic




Business Services Highlights

» Business Services logos were not easily identified by the general

bopulation.

» Grainger’s sound was associated strongly with being trustworthy, ana
Microsoft Teams as unique.

» 20% of consumers could associate the Microsoft Teams logo with its

industry.

Hear the Logos

Grainger had the highest scoring logo in Business Services.

= VERITONIC


https://www.veritonic.com/asset-viewer/dc1b68a4-cae3-48cc-aee3-bc3425e96b7e
https://www.veritonic.com/asset-viewer/dc1b68a4-cae3-48cc-aee3-bc3425e96b7e

Creative Attributes Business Services

Microsoft Teams, Slack, and Grainger scored similarly overall, but differed in the creative attributes that made their logos resonate.
This industry is targeting business, so their overall Veritonic Audio Score may be lower than the overall average because this study

was targeted to a general population audience.

= VERITONIC
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SUSINESS Services
Brand and Industry Association

= VERITONIC

Microsoft Teams and Grainger both scored
quite low for brand association compared to
other sectors, with Slack receiving 0% brand
association. Microsoft Teams had the highest
industry association for Business Services.
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Travel H igh li ghtS Southwest was the only logo in-market.

The Travel industry has not begun to leverage the power of sonic
branding to its fullest potential quite yet, even though many are utilizing
radio, audio, and podcast ads to promote their brands. The only brand
tested and using an audio logo in-market is Southwest Airlines. This
eaves significant opportunity for other Travel brands to enter the audio
branding space.

Hear the Logos
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Travel
Brand and Industry Association

= VERITONIC

Southwest had very low brand association.
More consistent use in market could make
it stand out more in an industry with little
sonic competition.
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Increasing
the Strength
of your Audio
Creative

= VERITONIC

Consistency

Consistently leveraging your audio brand is just
as important as including your visual brand. After
analyzing the effect of in-market use of brands, we

found consistency to be one of the most influential

narameters for success in sonic branding. (Think
istening to a song, you wouldn’t be able to sing
even the most catchy of tunes after just one or two

listens!)
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Impact of Consistency

Using an audio logo consistently across marketing materials and consumer interactions with your brand strengthens
brand recall, resonance, and brand association.

Brands that consistently use their logo have 36pp* higher Veritonic Audio Scores than those that rarely or never use

their logo in market.

Brands that consistently use their logos have 88pp higher recall than those that rarely/never use their logos in market.

Brands that consistently use their logos score ]_Opp higher overall for creative resonance than those that rarely/never

use their logos in market.

"percentage point
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Think you can identity each
prand through sound?

Download our app,
Hear that Brand to find out.

#_ Available on the
o App Store

= VERITONIC
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https://apps.apple.com/in/app/hear-that-brand/id1608948845
https://apps.apple.com/in/app/hear-that-brand/id1608948845
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