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Explore the New Frontier of Measurement: 
Optimising for Attention



Make brand advertising more effective online

MOAT’S VISION
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Source: Moat global benchmarks, all buy types, ad size summary
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Consumers also have more choice than ever
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Block Ads
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18.4%

24.2%

Q4 2016 Q4 2019

Ad Blocker Rate

+32%
Consumer demand for better ad 
experiences has led to a rise in 
ad blocking
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Source: Moat global benchmarks, all buy types, ad size summary



116
average minutes 

spent on social media 
every day

IN MINUTES IN A DAY

20K
songs added 

to Spotify

1B
hours of video 
consumed on 

YouTube

IN A YEAR

7,672
games released 

on Steam

740
movies were 

released

495
original 
scripted 

TV series aired
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Source: Statista, Box Office Mojo, Rolling Stone, Brandwatch



How people choose to consume media 
represents their unique circumstances 

and mindset
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How do you measure advertising success online?
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There are still no standards 
for success in digital advertising
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Viewability is just the starting point 
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branding online
BRANDING ONLINE

AD VIEWABILITY



Valid Viewable

Brand-safe Time Spent

VERIFICATION IMPACT

Verification services give ads a chance to succeed
…but it’s the impact after the ad is seen that matters

Attention 
Outcomes

Interaction

Context
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Attention is an outcome
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When marketers understand
what metrics lead to an impact, they can

raise the bar beyond verification
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Understand attention in all its forms

Aggregated 
time on screen

Interaction
rates

Video 
completion Audibility

Creative 
heatmaps

Cross-Platform 
effectiveness

Screen 
real estate

Engagement by 
context
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Creative & Channel

Context

Screen Real Estate & Time In-View
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AD VIEWABILITY



Aligning creative to channel



0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

Facebook Instagram

Video reached start

Reached 
Start %

1 Sec 2 Sec
(MRC)

3 Sec 7.5 Sec 
(Quartile 2)

11.25 Sec 
(Quartile 3)

15 Sec (Visible 
on Complete)

84.13%

42.84%



0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

Facebook Instagram

Video reached 1 second

Reached 
Start %

1 Sec 2 Sec
(MRC)

3 Sec 7.5 Sec 
(Quartile 2)

11.25 Sec 
(Quartile 3)

15 Sec (Visible 
on Complete)

84.13%

42.84%
49.9%

21.84%



0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

Facebook Instagram

Video reached 2 seconds (MRC)

Reached 
Start %

1 Sec 2 Sec
(MRC)

3 Sec 7.5 Sec 
(Quartile 2)

11.25 Sec 
(Quartile 3)

15 Sec (Visible 
on Complete)

84.13%

42.84%
49.9%

21.84%
16.4%

8.7%



0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

Facebook Instagram

Video reached 3 seconds

Reached 
Start %

1 Sec 2 Sec
(MRC)

3 Sec 7.5 Sec 
(Quartile 2)

11.25 Sec 
(Quartile 3)

15 Sec (Visible 
on Complete)

84.13%

42.84%
49.9%

21.84%
16.4%

8.7% 11.1%
5.8%



0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

Facebook Instagram

Video reached 7.5 seconds

Reached 
Start %

1 Sec 2 Sec
(MRC)

3 Sec 7.5 Sec 
(Quartile 2)

11.25 Sec 
(Quartile 3)

15 Sec (Visible 
on Complete)

84.13%

42.84%
49.9%

21.84%
16.4%

8.7% 11.1%
5.8% 3.1%

1.7%



0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

Facebook Instagram

Video reached 11.25 seconds

Reached 
Start %

1 Sec 2 Sec
(MRC)

3 Sec 7.5 Sec 
(Quartile 2)

11.25 Sec 
(Quartile 3)

15 Sec (Visible 
on Complete)

84.13%

42.84%
49.9%

21.84%
16.4%

8.7% 11.1%
5.8% 3.1%

1.7% 1.9%1.1%



0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

Facebook Instagram

Video reached 15 seconds (completion)

Reached 
Start %

1 Sec 2 Sec
(MRC)

3 Sec 7.5 Sec 
(Quartile 2)

11.25 Sec 
(Quartile 3)

15 Sec (Visible 
on Complete)

84.13%

42.84%
49.9%

21.84%
16.4%

8.7% 11.1%
5.8% 3.1%

1.7% 1.9%1.1% 0.9%0.6%



Video reached 15 seconds (completion)
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An Experience Experiment…
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35 Confidential – © 2019 Oracle Restricted

What do those three ads have in common?
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All ‘viewable’. Same experience?
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Viewability = the opportunity to be seen
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Viewability ≠ Attention
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Once Attention is defined, you can assign a value 
to it
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Full Screen Ad Visible for entire duration: TV Experience
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Understanding the ad experience leads to 
understanding attention
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Understanding Attention means being deliberate 
about the type of experience your ads deliver in 

certain environments
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8 out of 10 of marketing professionals 
surveyed worldwide expect content-
led campaigns to grow over the next 
two years

57% said they 
preferred working with 
media owners who can 
offer a trusted, credible 
editorial environment
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Source: World Media Group, surveyed in October 2019



Context Analytics
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Understand where your brand appears while also 
measuring attention
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Combining Moat & Grapeshot to provide contextual analytics
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Higher engagement

Lower engagement
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Context analytics help discover the types of content that drive higher engagement

Optimising for context – health content

Higher Interaction Rate via 
Health->Dentistry segment

58%20%
Higher Interaction Rate 

via General Health 
segment



1. Measure Attention

2. Ask questions

3. Be deliberate

4. Push boundaries

Explore the new frontier of measurement
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Unlock the potential of digital




