
ATTENTION
A KEY METRIC FOR 
YOUR VIDEO PLAN



VIDEO (ADVERTISING) IS EVOLVING

LINEAR

ATAWAD



NOT 1 MEASUREMENT  STANDARD
Advertising Audience

Viewing time

Controlled metrics : 100% viewable, 100% completion, 100% audibel
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WE NEED TO PREPARE 
FOR AN EXTENDED ToVA



Attention to advertising on
BVOD & YOUTUBE (on mobile)
TV (on TV screen)



RESULTS
www.thinkvia.be



© Amplified Intelligence

TV and BVOD on mobile are super strong on active seconds 
and active % to ad length

Source: VIA Belgium 2022, Phase One & Two collection - ad views only.

Platform # ad 
views

Active 
Attn.

Passive 
Attn.

Total 
Attn. 

Active% to 
Ad Length

BVOD 
on mobile 2,845 13.7 0.1 13.8 71.7%

Linear 4,462 9.3 6.6 15.9 51.4%

YouTube 1,216 5.6 2.8 8.4 37.3%
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YouTube
20 Second Ads (skipped 
71.3%)

Source: 

BVOD on mobile
20 Second Ads

Active Attention: 4.7s Active Attention: 5.5s

YouTube
20 Second Ads (not skipped 
28.7%)

Active Attention: 14.4s

This is directly related to the shape of attention decay (and this is what TV is good at)
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Longer ads on TV get more attention, due to flatter decay 
distributions.

Source: Via Belgium Phase 1 & 2 Collection, n=7,802

Takeaway:
Longer ads on YouTube do not

give you more Attention, but on 
BVOD on mobile and Linear TV 

they do
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Source: Source:  VIA Belgium Linear TV data, Youtube, BVOD on Mobile, ads only

Age matters – familiarity lowers attention

The more “familiar” a target is with 
a platform, the better this target is 
in ad-avoidance 

Ø less attention with youngsters for YouTube

Ø less attention with older group for TV





RESEARCH DESIGN
Attention research is 
not a walk in the park
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Data Collection Approach

attentionTRACE:

• Remote managed device (Android streaming box) sent to opted-in 
users.

• Users initiate session and selects a channel from the specified 
options. The user watches TV while our device captures facial 
footage. 

• Facial footage parsed through machine learning pipeline to output 
human attention

• Channels and footage and audio fingerprinted and matched via 
channel logs
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No Attention. No Impact.
March 2022

In-feed social
Active 

Attention

Passive 
Attention

Non -
Attention

Seconds

5 10 15 20 25 300

Attention with gaze detection

● Active attention (eyes-on-ad) 
● Passive attention (eyes-nearby/feed) 
● Non-Attention



© Amplified Intelligence
No Attention. No Impact.
March 2022

CLIENTS AD EXISTING AD WHAT THEY SEE

Client supplies us with 
AD

Existing AD is detected 
and intercepted

Existing AD is replaced 
with clients

How Intercepts Work



- STAS





WHY AMMA ?
Innovative
Accesible
Robust



Innovative ?
First on TV
First at this scale
First STAS
Insights on mobile viewing
It’s a start



Accesible ?
www.thinkvia.be
Presentation of results
• Webinar 10/11/2022 (phase 1)
• Webinar 28/3/2023 (phase 2)

Attention for attention :
• Webinar 24/5/2022 (with Screenforce NL)

The state of the Attention Economy
• UBA & UMA Mediadate support 
• Expert community session on 19/10/2022 at UBA
• Global exposure with “focus on attention” 

publication by Global TV Group – Feb2023

http://www.thinkvia.be/


Robust ?
Amplified Intelligence is a world 
leader in attention research 
• We used their proven Attention 

tracking technology
• We agreed on their sample design 



THANK YOU


