SCA Digital Audio Case Studies



THE POWER
OF THE AUDIO
ECOSYSTEM




The Test

We wanted to prove the effectiveness of SCA’s full audio eco-system,
by advertising one of the most ‘visual’ products on the market:
wallpaper.

A common misconception about audio
is its ability to sell visual products.




The Test

Augmented Reality App
Non skippable 30” shake me
audio mid rolls. Females 18+ Hit & MMM

30” Bedroom Nostalgic
Non skippable mid rolls - mob & desktop.
Females 18+ Hit & MMM
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SCA

Adelaide

Broadcast
Radio

Broadcast Radio Only

Test Platforms

Broadcast
SoundCloud Radio
Sydney &
Brisbane
Live Radio
Podcasts Streaming
Smart
Speakers

Full Audio Ecosystem

Digital Audio Only



OVERALL OUTCOME
+80%  awarences
+52% e
+80% i

Sources: [1.] SCA iQ Wallpaper Client | Oct 2020 | SCA Communities | People 18+ | Brishane/ Sydney Pre n= 959; Post n= 947 | Melbourne/
Perth Pre n=1678; Post n= 1,384 | Adelaide Pre n= 552; Post n= 458 [2.] SCA Impact & Google Analytics [3.] Luxe Walls Internal Sales Metrics.
Month on Month Sample Increase. Jul 14th - Aug 13th vs. August 14th -September 13th




ECOSYSTEM BREAKDOWN

SCA Digital only: Targeted SCA Audio Ecosystem: Mass & Targeted

High Digital Share of Voice (SOV) of available impressions Balanced Radio Frequency by Market
High Digital Share of Voice (SOV) of available impressions

+46% +238%

Unprompted brand awareness uplift Unprompted brand awareness uplift

+12% +359%

Brand statement association uplift Brand statement association uplift

19% 30%

Campaign Recall Campaign Recall

Source: SCA iQ Wallpaper Client | Oct 2020 | SCA Communities | People 18+ | Brisbhane/ Sydney Pre n= 959; Post n= 947 | Melbourne/ Perth Pre n=1678; Post n= 1,384 | Adelaide Pre n= 552; Post n= 458 |
| Source: Luxe Walls Internal Sales Metrics. Month on Month Sample Increase. Jul 14th - Aug 13th vs. August 14th -September 13th
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Importantly the majority of samples ordered turn into sales down the track (long lead time).

From a perspective of sales as discussed our biggest month ever was November in which we had
an increase in sales of 212% over the next largest sales month by revenue ever, however what was
important to note was that within that group of sales we saw the highest % of
Commercial customers (67%) we have ever had.

Whilst | understand that it can't ALL be attributed to our campaign the coincidences and numbers show

that we experienced significant growth across all areas of our business and importantly are tracking
currently almost double our web traffic compared to pre campaign times.

b3

Andrew Doenicke; Director of Sales & Marketing for Mesh Direct
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Using the SCA Audio Ecosystem drives greater success

Layer audio Build for Tie it all together Frequency
channels the context consistency Works




THE POWER
OF DIGITAL
AUDIO

Programmatic Case Study



The Test «:




Those exposed to the campaign were 25%
more likely to have visited ebay.com.au in
the past month than the control group.

Base: Aware of at least one brand

Which of the following online shopping websites have you visited
in the past month?

+25%
46.0%
Sl 35.2%
31.4% 0 50, DA%
25.3%
. 21.8%
19.0% Lra% 16.3%
Client Competitor 2  Competitor 4 Competitor 1 None of these = Competitor 3

m Control = Exposed

Exposed respondents were more likely to visit all websites when compared to the control
group. Given the exposed group were more frequent online shoppers, this isn’t surprising.

ﬂ Source: SCA iQ Online Retailer Study June 2020 | All People 18+ | Control n=211 Exposed n=87



Statement eBay was the website most associated with the ‘It's [WEBSITE] Plus Month’

statement. Those exposed to the campaign were 53% more likely to associate

ASSOCiation the statement with eBay than those not exposed, which is a fantastic result.

Base: Aware of at least one brand

Which of the following online shopping website do you associate most with the statement ‘key campaign statement’?

60.0%
43.5%
+53%
25.2%
16.5% 12.8%
. 0
8.1% 10.5% 9.3% 5.9%
3.9% - - ' 2.2%
Client Competitor 2 Competitor 1 Competitor 4 Competitor 3 None of these

Control = Exposed

Source: SCA iQ Online Retailer Study June 2020 | All People 18+ | Control n=211 Exposed n=87



68% of exposed respondents have done something in

o
eBay ACtlon relation to eBay in the past month compared to 52% of

control respondents (30% more likely).

Base: Aware of client

Which of the following have you done in relation to client in the past month?

+20% +70% +131%
47.8%
41.6%
36.8%
34.8% 33.3% 32 204
+30% +87% +28% +219%
21.7%
14.4%
12.1%
9.3% ° 9.7% 9.1% 9.6% ., 8.6% 8.6%
5.2% 6.7%
| || H R
Visited the website Considered Purchased Considering selling Visited the product Spoke to Sold/selling Signed up to be a None of these
purchasing something something page on their family/friends something member
something website

Control = Exposed

Source: SCA iQ Online Retailer Study June 2020 | All People 18+ | Control n=199 Exposed n=84



eBay Plus

M o nth Those exposed to the campaign were significantly more likely to associate all
key campaign statements with eBay Plus Month than those not exposed.

Association

Base: Aware of eBay

Which of the following do you associate with eBay Plus Month?

64.9%
51.1%
+123% +149% +42% +17% +118%
25.0%
19.2%
16.7% 0
11.2% 11.8% 13206 19-5% 14.4%
None of these 30 day free trial All of your favourite brands on Free express delivery Free standard delivery 30 days of exclusive deals
sale

Control = Exposed

Source: SCA iQ eBay Plus Study June 2020 | All People 18+ | Control n=199 Exposed n=84






