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ATTENTION-FIRST ADVERTISING
POWERED BY PREDICTIVE EYE-TRACKING.




Ads have to be noticed to drive results




Ads have to be noticed to drive results
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Ads have to be noticed to drive results
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Longer Ads = Better Outcomes

View time and prompted recall

View time and choice uplift
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Introducing the Attention Funnel
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The Compound Benefit of Attention Measurement
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Generating attention metrics for audio

Metrics we know from visual attention studies Metrics we know from the audio attention study Metrics we can generate from this data to

provide an audio attention equivalent
Attentive seconds
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Tested in-context
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Audio attention is inferred from several factors

L Factors that power the attention scores...
Validation of Methodology

Imputed vs Actual APM

Exposure time

‘ Choice Uplift
. Forced vs. Voluntary*

Correlation = 0.79

Brand Recall

3000 6000 9000
Actual

*Forced attention is where the audience has little choice over whether to view the ad, like with a non-skippable pre-roll ad. In comparison
Voluntary attention is where the audience has a choice to view the ad, like with an in-article ad.
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The Learning The Challenge The Takeaway
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Thank You
Any Questions?

Contact us at:
Hello@lumen-research.com

dentsu
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