Attention is the
only constant in
advertising!

ADNAMI




Are our attention spans
now shorter than a
goldfish’'s?



Why Attention?

“Advertere”: Toturn someone'’s
attention to something.
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“Attentionis 7x more effective
than viewability at predicting
awareness and 6x more effective
at predicting recall”
-|AB
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“If your advertising
goes unnoticed,
everything else

is academic”

-  William Bernbach



The Attention
merchants

by Tim Wu
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THE
ATTENTION
MERCHANTS

From the daily newspaper to social media, how
our time and attention is harvested and sold
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AUTHOR OF THE MASTER SWITCH %/




Print (1800s

WRGASHYy
NORD

anbefaler
fardigsyet Linned, Senge-
linned, Dakketoj, Senge og
Senge-Artikler

Brude-‘fldstyr.

Alt Damelinned, saavel
haand- som maskinsyet,
forarbejdes paa vore egne
Systuer efter de nyeste

fodeller, Vi fa-

senligste

il Senge, Linned

og Dmkketgjer 1 vor egen

Fabrik. Paa Bestillingind-

avn og Vaaben.

fra tidligere Le-

verancer henligge til be-
hageligt Eftersyn.

Enhver Artikel smiges
underfuldstendigGaranti,

Th. Wessel & Vett.
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¥ The large and commodious steamboat
COMMERCE, Capt. R. H. Fitch, will
[ <=Zlcave the foot of Courtlandt street on
Friday, at five o’clock, P. M. for Albany, stopping at the
usual landiug places to land and receive passengers TDas-

page $1. For particulars apply to the Captain on bourd.

RFEUHULAR DAYE,
From New York, Mondays. Wednesdays, Frid.‘ys.

¥row Albary, Tuesdays, Thursdays, Siturdays. a?%9

FOR NEWPORT AND PROVIDENCE,

E . The splendid stcamboat BENJAMIN

=L “Zed  FRANKLIN pt. E. S. Duaker, and

. S T, Capt. R. S. Bunker,

will leave New Ycerk at 5 o'clock, P. M. and Piovidence

at: 12 o’clock, M. every. Monday, Wednesday and Friday.

For further information sapply to the Captain om Lourd.
foot of Courtlandt.st, or at the office, 11 Broad st.

FOR ITARTIQORD--PASSAGE 1 DOLLAR,
y < .: .)a»

R TunrorvGn by Davricnr.
The splehdid low-pressure steamboat

CSSLIGZINT WATER WITCH, Capt. Vandgrbilt, |

seaves the foot of Cealherine street ervery Tucaday, '!‘huf's-
day, and Saturday morninge. at 6 o'clock, and arrives In
Ilartford at 7 o'clock tho samc cvenieg. Passage One
Dcllar—meals exlia.

i The above bLoat leaves Iariford on Mondays, Wadnes-
days, -ad Frilays, at the same hou-s. s2tf
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Posters — "outdoor”(1900s)

PLENTY
DIG FOR

eCan Do It!

W |
FOR U.S.ARMY |

NEAREST RECRUITING STATION

AND PROUD OF IT
rae ,,m,.w"’e puamat gl

GUINNESS for STRENGTH
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806 Untitled

Internet meoa

Have you ever clicked
your mouse right HERE? —

Your Advertising !'
Here {YOUR AD

(1990 - 2000s)

First online banner ad 1994

Click To
Find Out How

Advertise Your
Business Here
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‘ ‘ Information

Growing exponentially

A wealth of information

creates a poverty of
attention.

Herbert Simon

Competing for attention
Growing exponentially

Attention v
Limited by human
factors

Print Radio Tv Internet Social media Al
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Quality of attention

What is the average Attention on
Meta?

<2 seconds
What is the average Attention

on an Adnami format?

<6 seconds
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Over allocation of budget is being
directed towards the walled gardens.

30% 60%
Budget to Time spent
Open internet open internet
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Budget to Time spent
walled garden walled garden

Source: The Trade Desk; “Mind The Gap”
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faster on Meta thanon

the open internet in general

ICe INCredses

Pr

VS

: +33% CPM

BINIEW

+100% CPM

Meta
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ADNAMI CASE STUDY

Campaign Objective: Brand Awareness Audience: DK campaign, broad targeting

Format: Video (same creative — same length) Budget: Fully comparable budget (+/- DKK 20,000)

HIGHER ATTENTION

4x

LOWER COST

15X

HIGHER ENGAGEMENT

6.5X

Longer average view time More completed views More expensive to buy

completed video on meta

Cost Impr. CPM Index Av. TiV 3s video view 25% 50% 75% C‘?mp" CPCV 3s cpev

Index views Index Index

META 80 5.129.462 14 2 sec 7% 14% 6% 3% 126.394 420 1.554
ADNAMI 100 3.088.226 100 8 sec 55,40% 72% 66% 56% 827.026 100 100
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Attention is actionable!

The best format is 14X better that the worst - E—

The best domain is DX better that the worst (

The best format on the best domain is theoretically

70X better than the worst format on the worst :
domain. Optimise ‘

Format Attention (eAPM) ' 5 l
160x600 Desktop 220 | i)
Seamless Skin 5838
300x250 Desktop 514
300x250 Mobile 1253
Scrollers Mobile 2712

Scrollers Desktop 2070

ADNAMI




ADNAMI

Context x Time of day x Format x Domain x Placement

200 *24 * 20 * 20 *10

=19.200.000

variants to optimise for

Optimisation is a problem for Al to solve




Recap

« Attention is the only constant in
advertising

» There’s a huge opportunity to
capture attention in the open internet

« We are living on the verge of the
biggest transformation in the history
of advertising. Al is going to
transform the way we produce
content and transact media
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