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More than 90 percent of brands have changed their 
messaging since mid-March … they have pivoted to 
messages around helpful information for 
consumers as well as to more emotional pleas…

AdAge, 6 April



THE FACT THAT AUDIO
IS CRITICAL IS WELL
ESTABLISHED AT THIS POINT.
NOW, OUR BUYERS JUST WANT 
TO KNOW WHAT TO DO.

Claire Fanning, VP of Ad Innovation Strategy, Pandora

“
Veritonic can quantify 
the impact of those 
new messages.

The platform was 
built to give brands 
a ‘data map’ to 
navigate audio 
marketing, especially 
now as it’s become 
so dominant.



Audio is everywhere –
streaming, podcasting, radio, 
smart speakers, out-of-home. 

The global CMO of Bacardi 
said, “We’re now thinking 
about the sound of a brand 
advert first, versus the look 
second.”

But all this opportunity 
breeds complexity.



Veritonic is the Audio Intelligence Platform.



Competitive 
Intelligence

Creative 
Measurement

Targeted 
Research

The data that inform your audio marketing. One platform.



Quantify what makes winning audio creative.
Veritonic Audio Score

Four components of analysis go 
into the Score: emotional 
attributes, recall, purchase intent 
and engagement

Both overall and component scores can be benchmarked 
in myriad ways – by industry, within a given test, against 
the entire Veritonic database and more

Veritonic Audio Score 
is a creative asset’s 
overall rating, 
incorporating over 
five years of audio 
analysis into one, 
simple metric



Machine listening and learning 
means smarter, faster insights



How are people 
responding to the new 
wave of supermarket 
audio creatives?

The “new wave” of audio creative was 
analyzed on the Veritonic platform in a 
set of ads from major U.K. 
supermarket brands. 

Messaging in the spots ranged from 
feeding those in need (Morrisons), to 
creating safer distances within stores 
(Tesco), to making “sheltering in” 
better with a great meal (M&S). 

The platform gauged how the ads 
resonated with listeners for attributes 
such as authenticity, thoughtfulness, 
relevance, and more, and how likely 
people were to purchase from those 
brands after listening.



A range of new messaging in adverts

Direct help in a time 
of need

Very clear, simple 
message

https://soundcloud.com/user-26242296-221607738/tesco-nhs
https://soundcloud.com/user-26242296-221607738/morrisons-food-banks-audio-ad


Every ad scores above the norm for grocery



Every ad scores above the norm for grocery



These “new” ads are more emotionally resonant 
than the norm for supermarkets



Messaging around helping healthcare workers 
directly are perceived as most authentic



Using COVID-19 messaging compels 
listeners to buy

While most of the new 
wave of advertising -- this 
set and otherwise -- is 
arguably more about 
branding than it is direct 
response, brands 
ultimately still need 
people to buy. So how 
compelled were listeners 
to purchase after hearing 
these ads? Very. 

Scores for purchase intent 
beat the norm by
over 18%



Brands can still be “safe” alongside serious content

The platform also analyzed 
this new wave of ads in 
context. Does hearing spots 
like this alongside news, 
podcasts and more in the 
age of corona-content 
hegemony run the risk of 
damaging a brand? 

While there’s obviously a 
sliding scale of risky 
content, the data suggests 
that avoiding advertising 
more broadly is short 
sighted.



Covid-19 specific messaging scores much 
higher than the benchmark for the grocery vertical

Mentions of NHS, social distancing & thank 
you resonate highly as Thoughtful & Trustworthy

Purchase intent is positively impacted with a 
thoughtful message

Sensitive brand advertising is a better 
approach than standard offer driven

Brands can safely advertise alongside serious 
content, when the messaging is considered

Key Findings



Key Findings

So whilst Coronavirus is having a 
huge impact personally and 

professionally, consumers are still 
receptive to well thought out, quality 

audio advertising



Leading U.K. Supermarkets Strike a 
Chord in Audio Advertising

Read our article in 
Mediatel News covering 
the full study 

New data shows it’s safe to 
advertise…and the right way to do it

Check it out  

https://mediatel.co.uk/news/2020/04/16/leading-u-k-supermarkets-strike-a-chord-in-audio-advertising/


Thank You & Stay Safe
Damian Scragg
dscragg@veritonic.com

https://www.veritonic.com

