
 

FT CPH 

ITôS ABOUT TIME 

 
Copenhagen 2016 

 
Alistair Smith 

Head of Advertising Yield 

Financial Times 

 

 



Why are we talking about 

time? 





6Trillion 

IN 2015 YOU COULD HAVE BOUGHT 

IMPRESSIONS ACROSS THE WEB 



EVERYONE CAN INCREASE QUANTITYé 



BUT EVEN óTHE ZUCKô CANT DO THISé 



LETS TALK ABOUT WHAT MARKETERS ARE 

REALLY SEEKINGé 



Why is time important 

to marketers? 



NO LACK OF QUANTITY, BUT A LACK OF 

QUALITY 

Less than half the Ads on the web arenôt seen by 

humans  



VIEWABLE VS.  

NON-VIEWABLE IMPRESSIONS 
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VIEWABLE IMPRESSIONS BY EXPOSURE TIME 

1-5 seconds 

27%  

Viewable 

Impressions 

5+ seconds 

27% 

Viewable 
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BRAND ADVERTISING: ATTENTION VS THE 

CLICK 

If you focus solely on click metrics 1666 Ads didnôt work 

In facté 

éthese 1666 Ads achieved 5 hrs of audience attention 



ATTENTION IMPROVES BRAND OUTCOMES 

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

seconds  



ATTENTION IMPROVES BRAND OUTCOMES 
Brand familiarity increases by 55% when an Ad is seen for over 5 

seconds  


