N \ ,/,, N
\

\
\
\
/ \
A \
) w/%/
AN N
 — NN N
TR NN N N //,/,//W
N N \ \

N ///// A
N AN N
R ////
NN
N\ N ™
N )
N ////y/// \ ////
. N ////// RN a...%v
N SN //o,,
2 Ay NN
W Y@ AR
/ i .
\ /W \ //%

Tt B
\

NN

THVISTON

////
9/////



—— Summary of Responses

= 85 Survey Respondents from across the media landscape:

26%

25%

Media Agency Brand Adtech Research Media Owner Creative Undisclosed

Agency
TH»XWISION

Source: The Attention Council Aftention Survey; June 2020



—— Respondents rely on multiple metrics to evaluate the
performance of their media today

What metrics do you use to evaluate media performance?

i Brands and Media Agencies

84%

- Other

Over 80% of
respondents
rely on
multiple
metrics to
evaluafe
performance

Brand Lift Reach x Engagement Attribution Attention Rates

Frequency Metrics
TH»2WISION 3

Source: The Aftention Council Attention Survey; June 2020



—— Respondents are still on the learning curve as it relates to

altention

Familiarity with Attention Metrics

28%

Starting to Research

TH»2WISION

54%

Knowledgeable
about their use

Approximately 30% of respondents are
already leveraging attention in their role

23%

10%

o

i Brands and Media Agencies
__ Other

8%

They are part of Buying or optimizing

my analytics suite on attention

Source: The Aftention Council Attention Survey; June 2020

Ofther



—— But there is strong belief (93%) that Attention is going to
augment or even replace existing metrics

Will Attention Augment or Replace existing metrics?

N/A Neither Augment Replace

TH»2WISION 5

Source: The Aftention Council Attention Survey; June 2020



—— And that it will eventually influence media buying

Would you consider using attention to guide media buying?

N/A Maybe Yes

TH»2WISION 6

Source: The Aftention Council Attention Survey; June 2020



—— Respondents see promising use cases for attention metrics
across the end-to-end media lifecycle

What are the most promising uses of Attention Metrics?

75%
677% 64%
54%
85% of
respondents see 2
or more promising
use cases for
attention metrics
Media Optimization Measurement Creative Testing Planning
& Optimization
THY»WISION 7

Source: The Attention Council Aftention Survey; June 2020



—— Consensus is that attention will be a primary KPl in 1-2
years, with many expecting change sooner

When do you think attention will be a primary KPI?

i Brands and Media Agencies
__ Other

51%  51%

23%

23%

N/A Already a This Year 1-2 Years Longer

primary KPI
TH»2WISION 8

Source: The Aftention Council Attention Survey; June 2020



