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THE OVERALL CONCEPT
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• Aim: to claim the hot topic „audio branding“ for AS&S and to

prove that audio branding delivers extra ad impact

• Approach: A major effectiveness study with 100 radio

commercials tested and 10,000 participants

• Communication: Presenting the exclusive results at our

AS&S Radio Breakfast Tour in November 2019

• Conveying the key term „double punch“ and the key image

of blue boxing gloves
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THE OVERALL CONCEPT
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• Conveying the key term „double punch“ and the key image

of blue boxing gloves
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THE IMPACT OF

DISTINCTIVE

BRAND ASSETS

IS UNDISPUTABLE
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…but what happens in Audio?!

➔ To get the most out of Audio, 

brands need an audio strategy, too.
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„M“



Zombies
→ Advertising is highly

effective and manipulative!

Robots
→ Advertising is useless!

Only Human
→ Advertising is effective

when useful!
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THREE MODELS OF HUMAN BEINGS & PERSUASION
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…with limitations:

i

diffuse preferences

incomplete information

limited capacities
ADVERTISING

HELPS
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The consumer is a benefit-boosting being… 
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WHY WE NEED ADVERTISING
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PRODUCTS ARE

EXCHANGEABLE

BRANDS ARE

DISCRIMINABLE

PRODUCT VS. BRAND
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Consideration Set
…for consumers to consume!

ADVERTISING MAKES IT EASY…
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Memorability

Repetition

sound logo / jingle

slogan

brand voice

brand music

brand sounds

brand mentions

Audio 

Assets

BRAND

TURNING SOUND ELEMENTS INTO AUDIO ASSETS: 

A MARATHON THAT PAYS OFF
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1. AUDIO ASSETS DRIVE AD IMPACT

Uplift of

aided ad recall in 

percentage points

Every dot represents one

of 100 commercials tested

Audio Assets Score
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2. AUDIO ASSETS CLASP THE BRAND MESSAGE
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Index

…
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EARLY BRANDING IN THE SPOT ALSO DRIVES AD IMPACT, 

ESPECIALLY WHEN COMBINED WITH AUDIO ASSETS
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First brand identification within the commercial by second

Aided Ad Recall
Index 100 = 28%
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3. AUDIO ASSETS STRENGTHEN YOUR BRAND

AND WEAKEN YOUR COMPETITOR‘S
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4. AUDIO ASSETS ARE RELEVANT FOR ALL BRANDS, 

BIG OR SMALL
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Brands with high initial awareness

level (=90%)Small brands with a top ad 

generate more ad recall

than big brands with a weak

ad

03.02.2020 Audio Assets & Brand Building

late branding

without audio assets

early branding with

audio assets

…



16

97

195

81

173

0

50

100

150

200

250

-17%

-11%

Aided ad recall on the day

of the survey

Aided ad recall one day

after the initial survey

5. AUDIO ASSETS GENERATE STRONGER AFTER-EFFECTS

03.02.2020 Audio Assets & Brand Building

late branding

without audio assets

early branding with

audio assetsIndex

…



17

6. ADDITIONAL IMPLICIT ASSOCIATION TEST SHOWS:

Audio assets and creative storytelling of the product benefit strengthen

the association of brands and requirement situations
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Top spots

perform

Ø 50% 

better!


