


Using context to enhance relevance

Editorial context

Right place

Right time Consumer context



Editorial effects of radio

Listeners feel

twice as happy
when listening-to radio

Source: Radio: the Emotional Multiplier



Consumer context \
Other tasks accompany 9 out of 10 listening occasions
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Research goals

 When advertising reaches people at relevant times,

to what extent do they engage with it, commit it to
memory and recall it afterwards?

 How can these effects be amplified through
targeting and creative strategies?
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Challenges

1. Exposing people to relevant ads when engaged in
related tasks



Controlled environment: tasks & related ads

%
COOKING o HOUSEWORK
peeling carrots and/or potatoes Tesco polishing a picture frame using a Plenty
range of cleaning products
A X T XX
@ DRIVING g SHOPPING
. i . High . ) A
m ﬂ watching video of car journey éggrgiﬁs g writing a shopping list for the Samsung
from POV of driver week ahead
= I EXERCISE WORKING
sorting through emails on an iPad Costa

Q moderate cycling on an exercise Currys -
bike Coffee



Challenges

2. Measuring the implicit effects of context

3. Understanding creative impact



Capturing response

100 respondents

Fitted with SST headsets

Performed tasks with radio
playing in the background

Test/control cells




Four brain metrics tracked in real time

Engagement

Emotional
intensity




Advertising that relates to activities builds on
editorial effects & boosts them significantly

Situationally relevant ads heard in relevant and non-relevant contexts
Average levels of brain response across all six ads

Approach/
Withdraw

Memory -

Memory -
Left

Right

Engagement Emotional
Intensity

_ Test brand average heard in RELEVANT context
Source: Neuro-Insight W Test brand average heard in NON-RELEVANT context



Listeners absorb the detail of radio ads
when engaged in other tasks

Left brain memory encoding
Percentile performance of test brand ads in relation to other
radio and TV campaigns

53rd

= 50th
— 40th
T S0th

— 20th

s 10thi=—=2

Test brand average heard in
Source: Neuro-Insight NON-RELEVANT context Base: 400 TV and radio campaigns recently measured in the UK



Listener context effects turbo-charge ad
performance

Left brain memory encoding
Percentile performance of test brand ads in relation to other

radio and TV campaigns 94th

—— 90th

— 80th

The context effect
—— 70th

53rd — 60th
v
=——i50th ——— 503
— 40th — 40th
B 30th = 30th
— 20th — 20th
—— 10th —— — 10th ——
Test brand average heard in Test brand average heard in

Source: Neuro-Insight NON-RELEVANT context RELEVANT context Base: 400 TV and radio campaigns recently measured in the UK



Effects endure beyond the moment to
help build brand salience

Recall of situationally relevant ads
Averaged across all 6 ads

26.2%

19.7%

Unprompted recall Prompted recall

9.5%

Test brand average heard in RELEVANT context
m Test brand average heard in NON-RELEVANT context

Source: Neuro-Insight Q: What advertising do you remember hearing on the radio whilst the session was being run today?



Effects vary widely between brands

Variance in engagement and memory encoding
(heard during relevant task vs. non-relevant task)

76%

23% 29%

15%

Brand A Brand B Brand C Average Brand D

® Engagement
Source: Neuro-Insight -28% m Memory encoding



Ads that are creatively tailored to the
moment deliver the largest effects

Variance in engagement and memory encoding
(heard during relevant task vs. non-relevant task)

Source: Neuro-Insight

76%

_ Brand A Brand B Brand C

70%

23% 29%

Engagement +70%
Memory encoding +40%

Average

Brand D

15%

-28%

B Engagement
® Memory encoding



Mention of ‘exercise’ drives up response
in the Currys ad

Currys Apple Watch: time line of left brain memory encoding response

Memory Encoding

kR

Source: Neuro-Insight



Mention of ‘exercise’ drives up response
in the Currys ad

Currys Apple Watch: time line of left brain memory encoding response

"Exercise time - 17 minutes"
“Call that a run, Dad?"
"Look - | burnt 200 calories"
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Summary
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People feel twice as happy
when l:st@h ihg o re



Ads that relate to listener activity * -
boost radio’s editoriaQ effects significantly ‘
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Taking the findings to market
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#Tlmina' eﬂtre "
€
RADIOCENTR
?
Network — Radioeentre
Password  Tuningin
Get involved with polls and
questions at sli.do
join using #Tuningin
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campaign

LATEST » TOP BRANDS & AGENCIES > EXPERIENCES CASE

:. E Gidoon Sparier | May

'‘Relevant’ context boosts
impact of radio ads by a
quarter

Engagement rose by 23% and memaory encoding by 22% for 'stuationally relevant ads
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Audio ads relating to consumer activity are more etfective

TOMCS NEUROME TRIC RESFARCH RECALL & RECOGNITION RAD EFFEC
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The sharpest media opinion, news and analysis

Rankings
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NITED KINGDOM

research has revealed

LATEST OPINION DATA ANALYSIS NOU

Neuroscience study shows power of
contextual radio ads

Tools

BY ASCENTIAL

Radio ads that correspon

synfcantly more
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4. Ads targeted at relevant activities boost impact

STRY M

Ads targeted at relevant activities boost engagement by
23% compared to non-relevant ads, while memory
encoding increased by 22% for situationally relevant ads.

When compared against arange of recent TVand |
radio campaigns, the average memory encoding of
the test ads heard in a non-relevant context l
performed better than 53% of all other ads
measured.
But when heard in the context of relevant activities, '
they performed better than 94% of the other ads.

Adverts targeted at audiences as they carry out relevant activities can significantly
boost the impact of advertising effectiveness in engagement.

Engagement climbs by 23% compared to non-relevant ads, while memory encoding -

Topics Latest Data Awards Rankings

o Hear and now - how situational relevance can bolster radio ad

effectiveness

SUMMARY

Admap Magazine, June 2018

arber and Heather Andrew ADMAP

Reveals insights and findings from Radiocentre and Neuro-Insight's rescarch into the effects of editorial
context on radio advertising effectivness.

o Radio offers an opportunity for advertisers to target audiences outside of the living room, but there is a
comresponding question mark about the true vaiue of audiences who are potentially engaged doing other things.

¢ Astudy conducted by Radtocentre identified that people feel twice as happy when listening to radio, compared
1o when not consuming any media, an effect that extended into the ad-break, enhancing engagement with
advertising by 309%.




THAT TIME WHEN THE ANSWER WAS
STARING YOU STRAIGHT IN THE FACE

Trade press

Localised radio ads

“l use your Hear and Now research all the time, and
people around the business have said the same thing to
me - it really is a super piece of work.”

Faye McDowall, Lead Digital Strategist, DAX Worldwide



Context targeter tool

com m ut I n g Media accompanies 71% of time spent commuting

Share of Media Time

Ll Total
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Case Studies
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HEAR
AND
NOW
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How targeting people at relevant times
helps turbocharge ad effectiveness

Thank you




