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Our goal is to identify
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and leads to long-term
customer retention




Meaningful Attention

* Involves engagement

* Deep processing of stimuli
* Better comprehension

* Retention

Effective Perception

PERCEPTION MOMENTS
( SysO0 (via sys1 and/or sys2) = > DESIRED ACTION
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How can we measure
on a more practical
level what was
meaningful?
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eye square =

Human Experience Re%rch

Meaningful Attention

Adding consumer interest to attention
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Different amounts of time for the advertising &

messages

eye square

Proportion of advertising media with the respective viewing period
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Eye square Media Attention Benchmark. 2019.
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The relationship between attention and G
Recognition is not linear

Regression Model: Viewing Time = Recognition

— The first 2.5 count, this is

S 100% .
2 where the greatest effect is
(o
[@)]
g tesesssens created
) T Y 'E BN
= PP LA *
set?®
75% .-"".
e *
L]
L
" '
-
.
~ 12.5 Sec
.
50% ™

-

.

.

"

v

0% @ Viewing time in milliseconds
0 2500 5000 7500 10000 12500 15000 17500 20000
Eye Square Media Attention Benchmark. 2019. The diagram shows the influence of viewing time on the memory. The strength of this influence is determined by

N=233.566, 2311 Ads, 1096 Online, 700 TV, 401 Print, 114 OoH The slope of the regression curve with the course of the x-axis is clear.



Technical measurement very mature - valid
data are available

Now it's about appreciation and combination
to understand attention and its effect even
better

Making communication even more effective
and beautiful for brands and consumers
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