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Attention Time
Active, Passive and 

non-attention seconds

115k views
Real-time biometric ad views

190 Campaigns

164 Unique Brands
60 ad formats 
Across CTV, linear TV, 

social, gaming, and web. 

12 Countries

Device Data CPM Outcomes
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Where attention starts to slide

Where ads go largely unseen

Where attention weakens further

A
T

T
E

N
T

IO
N

 V
O

L
U

M
E

59%
13.5 sec

46%
6.4 sec

36%
2.8 sec

6%
1 sec

Where attention delivers



–14%
Long Term ROI

–37% 
# Brand Conversion

–77%
Brand Conversion 

per $



+130% 
Wastage

% Served not Seen



–88% 
% Reached ≥2.5 Sec: 

Only 9% of ad views on extremely 
dull media cross the 2.5 sec 
Attention Memory Threshold
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