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B Attention
measurement:




DROWNING
IN IMPRESSIONS




STARVING FOR
ATTENTION




. o

*focusing on one thing and ignoring all else



WHY

ATTENTION

MATTERS




WHY

ATTENTION

MATTERS
oAy




ATTENTION IS A
HUMAN CENTRIC
METRIC







A
SECONDS... A




“1.5 seconds could
encode memory”

Dr. Karen Nelson-Field + VCCP



Digital Video's Share of Total Video Time Continues
to Grow, but Total Video Time Will Peak This Year
average hrs:mins spent per day with total video by US
adults, % of total time spent with TV, and % of total
time spent with digital video, 2020-2026

6:39 6:45 6:46

2020 2021 2022 2023 2024 2025 2026

Il Average hrs:mins spent per day with total video
B % of total time spent with TV
B % of total time spent with digital video

SECONDS SPENT
WITH DEVICE

ATTENTION

Source: eMarketer



Unscrollable Media
Actual Attention Volume by 1000 Impressions

Ad Length (Video) - Time On Screen (Display)

Scrollable Media
Actual Attention Volume by 1000 Impressions

CROLLABLE
MEDIA IS AN
ATTENTION TRAP!

Source: Amplified Intelligence

Ad Length (Video) - Time On Screen (Display)




DIGITAL HAS
A MASSIVE

ATTENTION
PROBLEM

Source: Amplified Intelligence



BUY ACTUALLY BEING SEENT?|[HALF THE 507 OF THE ||WHOLE

ARE THE DIGITAL ADS WE | [ALMosT  |[aTieasT  |[ForA “
PIXELS, | SECOND,

TIME,
ABSOLUTELY! .‘

@ marketoonist.com



ATTENTION IS
THE CURRENCY OF
MEDIA REACH



“Not all reach is equal.”




HOW WE WATCH ADS




HOW WE COULD BUY ADS

Source: Lumen research



Time spent viewing TV on different screens, h:min .
Global, Meta and linear TV ad spend

USD, billions, current prices

m Meta mLinear TV
2118

2026

175.9 155.6
166.4 163.0
150.3 157.4
319
14.9
113,
84.2
2:50 J2:56 | 2:51 2:48 | 2:45 | 2:42 243238 @228 @224
2013 2015 2017 2019 2021 2023

2013 2014 2015 2016 2017 2018 2019 2020 2021 2027
Note: 2024 data are WARC forecasts. Meta includes ad revenue from Facebook (incl. WhatsApp) and

o _ N _ o Instagram. Global linear TV: Aggregation of data from 100 markets captured in WARC's global ad
. T \V 0 T H E F [_| S E 0 F T H E T \ f-:_. spend survey. Data is net of discounts, includes agency commission and excludes production costs.

Source: WARC Media

Source: Screenforce, WARC



IS SPORT THE FUTURE OF TV?

» Streaming Live Sports

Attention Index

127 120 114 109

WNBA 1
MLB NASCAR P 92
STREAMING PROGR

AVERAGE

TP»2WISION

Source: TVision



ATTENTION
PREDICTS CREATIVE
IMPACT




ADVERTISING IS A MIX

A

SCIENCE ART




THE SCIENCE OF ADVERTISING

IMPACT

SALES
EQUITY



THE ART OF ADVERTISING




HOW TO MEASURE ATTENTION

FACIAL NEURO Al
EXPRESSIONS TESTING PREDICTIONS



MY ABC OF MEASUREMENT

| EVERY SINGLE PERSON
WHO CONFUSES
CORRELATION AND
CAUSATION ENDS UP
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timoelliott.com




APPLIED ATTENTION
MEASUREMENT

Second by second
measure of attention Certified WUhER EVES

A/B testing ©c)/nE

cehne in platform

and confusion to fix on any screen
advertising

actionable behavioral causal
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HOW TO GRAB ATTENTION




HOW TO WIN WITH EMOTIONS

Make them early

M Build emotions

@ Solve




HOW TO FACILITATE MEMORY

Use Distinctive Brand Assets often




human
“Not all reach is equal.”
creative




Sorin Patilinet

MARKETING
EFFEGTIVENESS

Applying marketing
science for brand
growth

@Patilinet
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