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Average View Time
for a Social Feed

Average View Time
(according to Moat)

11.3 
seconds

1.7 
seconds

VS

Teads reinvented outstream advertising
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Teads is the single access point 
to the world’s most premium publishers

3,100 publisher agreements

~70% contractual exclusivity

50+ countries

Unique Users Monthly
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The Nordic 
Media Platform 

7,4m monthly Teads UV.   74% Reach

400+

500+
Contextual segments

3,4m monthly Teads UV.   63% Reach

4,4m monthly Teads UV.   77% Reach

3,7m monthly Teads UV.   70% Reach
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Thank youWhy should we (you) care?
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Why the first impression of an ad is so important
… because it is when the attention process kicks in

50–100ms 400ms 1,000ms300ms

Attention
automatic attention 

(data-driven) 

Ad Exposure

Emotions
emotions begin 

(especially »relevance« evaluation)

Cognitive Load
cognitive responses, 

categorization, recognition

Memory
conscious feelings 

& thoughts
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of viewable ads
are not actually viewed

Lorem ipsum

Sources: TV: Tvision/Lumen UK TV Panel. YT, Instream, Teads, Facebook Feed, Banners: Lumen digital panels. Press: Lumen Omnibus.
OOH: AM4DOOH project. IG, FB Watch, TikTok: Lumen studies (weighted to be consistent with passive panel)
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Attention is Scarce…
We face a Battle for Consumer Attention

of Attention earned daily 
out of 84 min of ads

Only

9min

Source: IPA Touchpoints data combined with Attention Data from Lumen and Tvision assuming 16 hour waking day
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Grabbing Attention
Has the content actually been 

seen by a human

Holding Attention
When its seen, how long does 

someone spend with the content 

Attention at its Simplest:
Two Core Components
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Attention predicts outcomes 
3x better than viewability

5%
more creative attention 

volume leads to 

40%
relative in-market 

awareness increase

Attention metrics are
were up to

180%
more correlated with ROI 

compared to viewability metrics

90%
predictive of sales lift outcomes

BRANDING SALES

Sources: Controlled tests (UK + US 5461)
Dentsu UK In The Wild Fieldwork Q4 2020, 1,038 panellists, 63,640 ad impressions
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We validated the drivers of attention

RelevanceAd ExperienceQuality of Media Creative
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2/3 of media 
effectiveness is 

Source: ROI Genome Intelligence Report Analytic Partners / Dentsu Attention Economy / 120+ Kantar AB tests (original vs optimised creative)
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Branded dynamic footer + end screenVideo as supplied to Teads

Simple video edits drive higher results 
on all KPIs

Original Edit
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Optimised creative outperforms the 
original on every metric

+54%
APM 

+37,5%
CTR

+2,51%
View Through Rate



20

ORIGINAL

Create immersive 
ad experiences

KPI: Reach & VTR

Available on mobile

Awareness |  Mid Funnel Performance

inRead 3D Video
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Omnichannel 3D effects can 
increase engagement and 
attention KPIs
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Adding motion 
increases
attention and 
branding impact 80%

Ad recall

58%
Brand Linkage

Source: Kantar

inRead Cinemagraph SQ
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Take advantage
of the scroll
and increase
stopping power +352%

Attention
vs Lumen all platforms 

benchmark

Source: Real Eyes 2021

inRead 3D Flow
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Leverage DCO To Increase Relevancy
Flow Video skin /w 

countdown
Video skin /w live 

score

Awareness |  Mid Funnel Performance
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Make it easy to 
find out more

Available on mobile

KPI: Eng. Rate & In-View Time

Awareness |  Mid Funnel Performance

inRead Flow w/ Hotspots SQ
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Let the user 
engage in a fun 
way

Awareness |  Mid Funnel Performance

KPI: Eng. & In-View-Time

Available on mobile

inRead Card Swipe Carousel



28

KPI: Eng. & In-View-Time

Available on mobile

Offer a superior
user 
experience

Awareness |  Mid Funnel Performance

inRead Drag & Drop
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KPI: Eng. & In-View-Time

Available on mobile

Put the user
in control

Awareness |  Mid Funnel Performance

inRead Video Select
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The Evidence Based 
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The Evidence Based Attention Framework
Optimise, Validate, Measure, Learn

Step 1

CREATIVE LAB

Pre Optimisation 
TestAttention 

Facial coding analysis of different 
video edits + eye tracking display

20 15

11

Step 3

CREATIVE AB TEST

Post Optimisation
Test Brand lift  

Kantar in-context content test

A B C D

Marketing & 
Content KPIs

Step 4

LIVE CAMPAIGN

Measure attention across
the flight of a campaign

Step 5

REPORTING

Attention, Outcomes
Attention x Outcomes

64%
73%75%77%

85%91%89%88%90%92%
100%100%100%
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Favourability

Step 2

L’ATELIER

Optimisation 
Creative Workshop

Formats fit for platform

Full-funnel
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Measuring key moments of attention 
with Creative Lab

Source: Teads Creative Lab – December 22   Germany
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AI Diagnostics
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+20 years of applied neuroscience experience

Over 120k people tested and 95% accuracy
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Eye tracking Ai prediction

95% accurate
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95% accurate

Eye tracking Ai prediction
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Focus Cognitive Demand
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Case study : Focus
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Can you name the brand?
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Original Optimized

Optimising the initial frames
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Understanding how Attention 
Metrics can impact your 
campaigns.

How Creative 
optimization 

Optimizing your Assets for the 
Channel .

Leveraging the Evidence Based 
Framework - Come talk to us.



Thank youThank you


