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Why are we talking about
time?
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CURRENTLY WE ALL FOCUS ON THE ‘QUANTITY’

CPM = Cost per 1000 impression calls from an ad server

fails to correctly value inventory relative to it's potential benefit

1000 impressions bought at $50 = $0.05 per impression

1000 impressions

All impressions are valued equally
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IN 2015 YOU COULD HAVE BOUGHT

Trillion
IMPRESSIONS ACROSS THE WEB
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EVERYONE CAN

(3) Facebook

ke - Comment - Share

(4] and 19 others like this.

shared video: Anyone up for a
nice, relaxing cruise?? (watch for a bit and you

The most terrifying thing ever ever ever.

(M Leak

Anyone up for a nice, relaxing cruise??
(watch for a bit and you

Craig Rosenfeld

8877 (watch for a bit and you will see what is

Anyone up for a nice, relaxing ¢
he ship

ha ng inside 1

ke - Comment - Share

| NCREASE O

10% off your next ride!
blacklane com
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CAN’

0O THE ZUCKDO

BUT EVEN
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LETS TALK ABOUT WHAT MARKETERS ARE
REALLY SEEKI NGé

/9'tenSHan/
Notice taken: consideration with a view
toward action
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Why Is time important
to marketers?




NO LACK OF QUANTITY, BUT A LACK OF
QUALITY

Less than half t he Ads on t
humans

B Viewable 46%
Not viewable 54%
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SCARCITY OF QUALITY DIGITAL TIME

Only 27% of the industry impressions are viewable for over 5 seconds

VIEWABLE VS. VIEWABLE IMPRESSIONS BY EXPOSURE TIME
NON-VIEWABLE IMPRESSIONS

46%

VIEWABLE
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| VIEWABLE : : 1-5 seconds 5+ seconds Chartbeat
e 27% 27%
Viewable Viewable
Impressions impressions

o T Ad antage
think with Google



BRAND ADVERTISING: ATTENTION VS THE
CLICK

Clicks are not a branding measure of success

o2

Industry CTR 0.06%*
1click per 1667 impressions

| f you focus solely on click
|l n fact é
et hese 1666 Ads achieved 5 h
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ATTENTION IMPROVES BRAND OUTCOMES

Ad Recall increases by 79% when an Ad is seen for over 5
seconds @

Do you recall seeing Brand X | I SR AT R _
advertising on FT.com in the
last few weeks? ;

To achieve a high
Yes Ad recall an Ad
must be seen for

over 5 seconds

Seen for below 5 seconds Seen for over 5 seconds

5 Survey Samples: Total = 1688: Under 5 seconds = 73, Over 5 seconds 833
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ATTENTION IMPROVES BRAND OUTCOMES

Brand familiarity increases by 55% when an Ad is seen for over 5

How familiar are you
with Brand X?
A Very Familiar or

Somewhat Familiar

Brand familiarity
increases by 55%
when an Ad is seen
for over 5 seconds vs
Brand familiarity below 5 seconds

increases by 35%
when an Ad is seen
for below 5
seconds vs
not seen

29.0%




