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Radio boosts effectiveness

Average # of very large business effects

Invest 11% of your media
plan into radio and
DOUEBLE your very large
business effects.

ALl ACA Campaigns All positive ESOV campaigns Positive ESOV 11% on radio

Source: Mark Ritson & Rob Brittain for CRA, ACA Effectiveness Databank 2018-2023. © System1 Group PLC 3
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Radio grows brand

Average # of very large business effects

Include radio to gain
13% MORE very large
brand effects. .

AllACA Campaigns All positive ESOV  Positive ESOV using  Positive ESOV not
campaigns radio using radio

System1 (@
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Source: Mark Ritson & Rob Brittain for CRA, ACA Effectiveness Databank 2018-2023. © System1 Group PLC
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Radio boosts campaign effects

= Positive ESOV using Radio (%)
60
m Positive ESOV not using Radio (%)

50

40

Include radio to boost

AWARENESS & &

CAMPAIGN EFFECTS. 2 I I
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o

0
Building mental  Building basic brand Improving product Creating distinctive
availability awareness knowledge imagery or set of
associations
SyStemI 6 ?m,ﬁm:d.l Source: Mark Ritson & Rob Brittain for CRA, ACA Effectiveness Databank 2018-2023. © System1 Group PLC

Create with Confidence



Why Radio works harder

Signal strength | STRONG

All adults, total signal strength

8voo

innaencers

Cinema

Active attention | HIGH
Print

Radio

YT skip
Podcast Yr-30Cmv
Social in-feed YT non-skis 20 Size of Bubble = Weekly Reach

All data vs UK All adult audience

CPM<£5
CPM £5-£10

@® cPM£10-£20

@ crPMe20+

Create with Confidence

Commercial
SyStemI «o P Source: Everyday People, Signalling Success 2, UK Data, Essencemediacom © System1 Group PLC



Let’s use creativity to double radio’s double effectiveness...

Drivers of ROI

Commercial
SySteml <‘° o Source: The drivers of profitability, 2023, Paul Dyson Accelero. © System1 Group PLC 7
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Listen
Up!

Emotion’s Defining Role in Audio
Advertising Effectiveness

11/l

1% radiocenti®
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FaceTrace Emotional Response

Contempt
Disgust
@ Anger
@ Fear
@ sadness
@ Neutral
. Happiness

Surprise

.

ooooo

!
HH FluencyTrace Erand Recognition
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Using emotion to measure creative quality

Quantity & Intensity of Emotions

Contempt
\ ,\@ @Surprise

| f

)‘ A
Neutral gl

Sadness ,

_—

Happiness

\
4

Fear Disgust

System1 Research © 2006

‘Commercial
Radio &
Audio

COUNTRY
AVERAGE

YOUR AD

Ad Effectiveness Metrics

Star Rating
5.0 Predicts long-term effects

- - .1L3§ Spike Rating

Predicts short-term effects

Fluency Rating
Measures ad-brand linkage



Creative choices determine radio success

HIGH QUALITY AUDIO ADS

Double trust gains
Increase advertising awareness
Build on effects from across the mix
Create fame effects

Change consumer behaviour

System1 (@
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Source: Listen Up! Radiocentre UK

LOW QUALITY AUDIO ADS

Modest trust gains
Decrease advertising awareness
Work alone
Reduce fame effects

Unable to change behaviour

© System1 Group PLC
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Including radio increases large brand trust effects
Campaigns Reporting Very Large Trust Effects (Brand Effects) (%)

4%

Radio Used Radio Not Used

System1 (@
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Source: Listen Up! Radiocentre UK. Peter Field & the IPA databank © System1 Group PLC 14



Average % brand trust increase, per 100 GRPs

14.1%

Radio ads achieving
high brand recognition

Impressively double -
trust gains.

Below Average Fluency Rating Above Average Fluency Rating

I.. Commercial
SySte I (‘o 2 Source: Listen Up! System1 and Radiocentre UK, 55 campaigns & 50,000+ UK respondents. Weighted with total media weight (GRPs) . Top 5box trust. © System1 Group PLC
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Ads achieving Each Brand Recognition (AUS)

17%
0% 0%

<7} 73 83 \ 91 ’ ‘ 95’

Average brand recognition 68%
Systeml Q=
System1’s testing of 54 Australian audio with Test Your Ad with 8,100 Australian consumers. Sourced from creative awa rds and System1’s clients. © System1 GroupPLC 16
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A huge opportunity to
double the double!

We’ve found zero
Australian audio ads
with Strong or
Exceptional fluency.




/= ALDI Second-by second Response

FaceTrace Emotional Response

Contem pt
@ Disgust
@ Anger
@ Fear
@ sSsadness
@ Neutral
@ Happiness

Surprise

FluencyTrace Brand Recognition

®
00:00 00:0 00:02 00:03 00:04 00:05 00:06 00:07 00:08 00:09 00:10 oo:n 002 00:13 00:14 00:15 00:16
bt b .. CRA - Aldi - Panettone S y Steml
Aldi

Create with Confidence
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THE TRUE GOST OF DULL | DULL ADS NEED EXTRA BUDGET TO AGHIEVE THE SAME GROWTH

BUDGET LEVELS OF CAMPAIGNS ACHIEVING VERY IWHAT DOES THIS MEAN IN £££59
LARGE MARKET SHARE GROWTH (ESOV]

VLBIZ FX (ESOV = SOV MINUS SOM
VLBIZ FX (ESOV = SOV MINUS SOM

AVERAGE ESOV LEVELS REPORTED BY CAMPAIGNS REPORTING
AVERAGE ESOV LEVELS REPORTED BY CAMPRIGNS REPORTING

RATIONAL ADS FAME ADS" RATIONALADS FAME ADS
VERY LARGE MARKET SHARE GROWTH VERY LARGE MARKET SHARE GROWTH

PeterField [P

fions Siretogy Base: IPA effectiveness datahank, 1998-2022 cases “These are emotional ads that successfully insnire peonle to share ortalk aboutthem  DULL  §
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Commercially interesting ads build more memories
Spike Rating with % Ad Awareness Gain, Media Weighted

1.5

Spike Rating
Speed of Branding & Emotional Engagement

0.7

® Significant at 99.9%

65
-1% 0% 1% 2% 3% 4% 5% 6% 7% 8%

% Change in Advertising Awareness per T. Campaign Weight (per 100 GRPs)

System1 (@

Source: Listen Up! System1 and Radiocentre UK, 55 campaigns & 50,000+ UK respondents. Weighted with total media weight (GRPs) © System1 GroupPLC 19
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Second-by second Response

= FaceTrace Emotional Response
[
Contem pt
@ Disgust
@ Anger
@ Fear
@ sSsadness
@ Neutral
@ Happiness
Surprise
n °
FluencyTrace Brand Recognition
o
[ ]
00:00 0002 00:04 00:06 00:08 0010 0012 0044 0016 0048 0020 0022 0024 0026 0028 0031
o
o P
Malgo by, CRA-BCF-AtoZ SySteml

BCF
31 sec. 18™ December 2024
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Compound Creativity

Creative Consistency Score

Percentage Reporting Very Large Brand Effects B Top 20% Consistent
Latest Campaign in IPA Databank

B Bottom 20% Consistent

55% 55%
45% 45% 45%
36% 36%
18%
9% 9%
Brand Awareness Differentiation Creating Brand Values Building Salience and Change attitudes Trust

Fame

SYStemI <‘° e Source: IPA, 56 brands across 44 categories analysed between 2018 & 2024 for 14 different Creative Consistency Features,
Audio

Cremte with Gonfidence splitinto thirds. 4164 TV ads with £3.3bn media spend. © System1 Group PLC 21



Multiplicative power of OOH & radio
Click Through Rate

+86%

+29

=

=

Meta Ads (See) Meta Ads (See) + 4 Weeks Radio Meta Ads (See) + 4 Weeks Radio +2
Weeks OOH

System1 (@
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Source: Adriaan Hogervorst - de Jong, Goboony. UK 401k reach, geo experimentin 2023. © System1 Group PLC 22



Radio ads leaving listeners feeling positive increase fame

% Claimed Word of Mouth % Claimed Sharing on Social
per Stat Rating, per 100 GRPs per Stat Rating, per 100 GRPs

4.9%

More Uplift
in Word of
Mouth

More Uplift
in Sharing
on Social

Below Average Star Rating Above Average Star Rating Below Average Star Rating Above Average Star Rating

System1 (@
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Source: Listen Up! System1 and Radiocentre UK, 55 campaigns & 50,000+ UK respondents. Weighted with total media weight (GRPs) © System1 Group PLC 23



Claimed Heavy Ad Exposure, media weighted (100 GRPs)

18.9%

Radio ads leaving listeners 5.3%

Uplift in Claimed
Heavy Ad Exposure

feeling positive increase -
perceived frequency

Below Average Star Rating Above Average Star Rating

© System1 Group PLC 24

SYStemI <‘° ?m&mr'-' Source: Listen Up! System1 and Radiocentre UK, 55 campaignhs & 50,000+ UK respondents.

Create with Confidence Weighted with media frequency. % “Have Heard aFew Times or A Lot”, Media Weighted
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CRA -Bing Lee - Birthday
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31 sec. 18™ December 2024

0016

00:24

Second-by second Response

[
Contem pt
Disgust
@ Anger
@ Fear
@ sSsadness
@ Neutral
@ Happiness
Surprise
[
o
2 8 00:31
o
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Claimed Behaviour Change, media weighted (100 GRPs)

Radio ads that leave listeners
feeling positive dramatically
change consumer behaviour

8.2%

More Uplift
in Consumer Action

0.2%

Below Average Star Rating Above Average Star Rating

© System1 GroupPLC 26

SYStemI “o E%mri-' Source: Listen Up! System1 and Radiocentre UK, 55 Radiogauge campaigns & 50,000+ UK respondents. Weighted with total campaign media weight

Create with Confidence (GRPs). Behaviourincludes at least new purchase, use, search, WOM, share on social or store or website visit.



Half of Australian radio will struggle to change any behaviour

System1
Star Rating

Australian Radio

Percentage of ads
achieving each rating

System| @%m
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50%

39%
7%
4%

Source: System1’s testing of 54 Australian audio with Test Your Ad with 8,100 Australian consumers. Sourced from creative awa rds and System1’s clients.

0%

© System1 GroupPLC 27



—»/L Second-by second Response

FaceTrace Emotional Response

Contem pt
@ Disgust
@ Anger
@ Fear
@ sSsadness
@ Neutral
@ Happiness
Surprise
[
FluencyTrace Brand Recognition
o
o
00:00 00:02 ©00:04 0006 0008 0010 0042 0014 0016 0018 0020 00:22 0024 0026 0028  00:30
[
R o, System1
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How we attend to the world

Left Right

Narrow focussed attention Broad vigilant attention

Goal-orientated People & context

Associated with ads for
short-term sales effects

Associated with ads for
lasting brand effects

SYStemI @%’“ﬂ"‘" © System1 GroupPLC 29
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Salesmanship vs Showmanship

Broad

Unilateral Communication (Incl. Testimonials) Characters with Vitality

Commanded Action (e.g. Call To Action) Story Unfolding
Audio Repetition Clear Sense of Place
Comparisons & Claims Sotto Voce & The Pause (Dramatic Intimacy)
Data & Figures Unexpected Contextual Noise
Abstracted Product or Service Feature Sounds of the Living
Technical Language (Heavy T&Cs) Dialogue

Strong Product Focus
Flatness, Lack of Audio Depth

Highly Rhythmic Music

Playing with Words

Distinctive Accents

Music with Discernible Melody

System1 (@

Source: Listen Up! Radiocentre UK © System1 Group PLC 31
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Entertaining audio features build lasting effects

Associated With
Greater Emotion

@ Story Unfolding @ Clear Sense of Place

0.
% Music With Melody

@ Playing With Words
@ Dramatjg Intimacy

Abstract Product Feature @

@ Distinctive Accents
Associated With Less 0.2 Associated With

Memory @ Sounds of the Living @ Characters with Vitality Greater Memory
@ Dialogue

Ad Recall Average Uplift, Per 100 GRPs Unexpected Contextual Noise @

0
-3.0% -2.0% -1.0% 0.0% 1.0% 2.0% 3.0%
Strong Product Focus @
-0.2
@ Flatness Highly Rhythmic Music @
Audio Repetitim?0 ’ Narrow Beam Feature

Broad Beam Feature

Commanded Action @

Comparisons & Claims @
Technical Language @ °°

Data & Figures o Unilateral Communication @

Associated With _, o
Less Emotion

Star Rating Average Uplift

I.. Commercial
SySte I ‘ o o Source: Listen Up! System1 & Radiocentre UK, 55 campaigns. Weighted with total campaign media weight (per 100 GRPs). Average uplift if featureis present.
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Second-by second Response

FaceTrace Emotional Response

Contem pt
@ Disgust
@ Anger
@ Fear
@ sSsadness
@ Neutral
@ Happiness

[ ] Surprise

FluencyTrace Brand Recognition

00:00 00:03 00:06 00:09 00:12 00:15 00:18 00:21 00:24 00:27  00:30 00:33 00:36 00:39 00:42 00:45 00-a8

N | I TR %a Bitter 2 (:RA SYSteml

Victoria Bitter
A48 sec. 13™ January 2025
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