


Attention technology
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An attention currency for the attention economy

Eye tracking and attention predictions at speed and scale for desktop
and mobile
« Cross media

* Programmatic integrations

* Link to sales
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Consistent unit of attention across media
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Methodology
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The attention funnel: a big difference between viewability and viewing
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The attention funnel: a big difference between viewability and viewing
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The attention funnel: a big difference between viewability and viewing
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Dramatic differences in the quality of attention across different media and platforms
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Drivers of differences in quality of attention
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Average dwell time (s)

Drivers of differences in quality of attention
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Average dwell time (s)
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Pre-roll advertising dramatically outperforms all other media in our dataset
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Pre-roll performance driven by non-skippable ads
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Pre-roll performance driven by non-skippable ads
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Why this matters: Attention leads to recall...
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...and attention leads to sales online...
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...and attention leads to sales online...
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...and sales offline
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Using attention data to price TV/video advertising relative to other channels
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Implications for advertisers, planners and publishers

All Impressions are not created equal

Buy (and sell) attention not impressions

Simultaneous vs sequential media

LLI'I=TT1



Contact

Mike Follett
mike.follett@lumen-research.com
Managing Director

David Bassett
david.bassett@lumen-research.com
Analytics Director

22 Highbury Grove
Unit 215, ScreenWorks
London, N5 2EF

020 3735 5199
www.lumen-research.com




