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Attention optimised

-

An attention currency for the attention economy

Eye tracking and attention predictions at speed and scale for desktop
and mobile

« Cross media pre-testing and tracking tools
* Programmatic integrations
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What i-spy can teach us about eye tracking

LU=



The attention funnel

0
9% wieEle M % that COULD be seen

B % of viewable ACTUALLY seen

% viewed

# Av. DURATION of views

| ) | . |
Attention per 000 (s) = % viewable x % viewed x Av dwell time x 1000
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Attention funnels by media

Mobile Press
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Attention per 000 (s)
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Magazines generate significant amounts of attentive seconds
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Within desktop display advertising, ads on AOP sites get twice the attention than ads on the rest of the
web

Attention per 000 impressions*

Display

243

120

Other inventory AOP inventory

* Attention per 000 = % of all impressions viewed x Av dwell time x 1000. It is the aggregate amount of visual attention achieved by 1000 impressions (in seconds). —
Source: Lumen Passive Desktop Eye tracking panel (768 panellists). Based on 222k display impressions on other inventory and 27k on AOP inventory, and 1052 impressions on other inventory for video and 1433 impressions I I " 1 I— I I
on AOP. Display ad units include 300x250, 160x600, 300x600, 728x90, 970x250. —



Attentive seconds matter

Recall

mPress ®Internet display
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