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The Problem:
Reach Isn’t Uniform

Over the past 30 years media
formats fragmented. What was once
simple is now incredibly complex.

5

‘The Best Hot Dog in Every
e

This

has a quality score of

SI—  gTART ‘EM
-FANTASY- SIT'EM
7 ~ &

)

Are the 5-1Bears the Luckiest Team in Quarterback Fantasy Football Start or Sit
the NFL? Advice for Week 7

Plot Twist: Clayton Kershaw Is Owning How the NHL Bubble Changed Players
October

This ad placement has a quality score 1
of 7.8 Attention Units. Adelalde

Only Adelaide can tell you why. S ENT\I(:)LIJJRMFJFDEF

Ot

This
skippable preroll video

has a quality score of

25.8 Attention Urais

Adelaide omoior

How Brands Grow by Byron sharp

&

5
i

= BuzzFeed o

Bl

s 2 @

TikTok Exploded With Some Major
Balloon Drama Over This Woman's
Prices

This Nurse's Method On How To
Properly Shave Your Pubic Hair Is Going
Viral

Us' Please JustVote  Geography Quizze
We Style A One Size Fits All Jumpsuit

Reba McEntire Posted A Picture With Her New
Boyfriend And Now I'm Obsessed With Them
And The Nickname She's Given Him

e
Only Millennials Will Remember These Oddly This ad placement has a
Specific Classroom Artifacts From The '90s quality score of
3.3 Attention Units.
o Only Adelaide can

tell you why.
Netflix Is Saying Goodbye To These 52 Movies

[ And TV Shows Adelaide  Fmonior

Adelaide

signin. _subserive )

auTo
General Motors' Deborah Wahl on the Carmaker's All-Electric Ambitions

KEOD

X

This Facebook feed ad slot
has a quality score of
15.6 Attention Units.

Only Adelaide can
tellyou why.

e 6 TR

USING ATTENTION METRICS TO IMPROVE MEDIA PERFORMANCE 3



Adelaide

1.7 AU ---: 12.7AU - 25.8 AU - 4.2 AU -
The solution: :

A Like-to-Like Measure T Ce— e ,
ippable preroll video

has a quality score of

25.8 Attention Urais

aquality score of 4.2 Attention Units.
ouwhy.

{ Adelaide
ik

‘The Best Hot Dog { Every
State .

Adelaide uses attention
metrics to understand the :
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a fast-moving and predictive
metric we call the Attention x

Unit (or AU for short).
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Adelaide
The Attention Pathway

Opportunity for Attention Attention Capture

Alter Memory or Behavior

Does the media placement offer

Is the creative interesting Is there branding, distinctive assets or
high noticeability/low distraction?

and/or relevant? a CTA?

THIS IS WHAT WE’RE FOCUSED ON
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Backed by Research

Attention
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Coverage
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Duration Coverage

‘_ﬂug; Amplified
Intelligence
“Attention and product choice are very
closely related”

Adelaide

% likelihood for MPU to be seen on most frequently visited sites in UK
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Top 100 ranked domains
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“Only 4% of ads are ever looked at for
more than a 2 seconds”
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Adelaide SyntheSizeS What Adelaide Measures
Attention Into Quality

5

Coverage Clutter Duration Position Outcome Data

How Adelaide Measures

r-

JSTag Page Scraping Eye Tracking APIs/Log Files Research

What Adelaide Reveals

Adelaide uses session level data combined with machine
vision and eye-tracking research to score media with a VS I
machine learning algorithm tuned to be predictive of
outcomes. —
5.1AU 17.6 AU
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Putting Attention Metrics into Practice

Quality scores can be used to:
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Plan Measure Optimize Transact
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MICROSOFT + ADELAIDE: A YEAR IN REVIEW
Why did we consider Attention Metrics?

Why Attention Metrics?
* Fundamental belief there is a more effective way to measure, evaluate and optimize digital media/campaigns
* Reduce media waste - current metrics provide incomplete view, inability to optimize to attitude in-flight, streamline measurement

* Continuous assessment and evolution how Microsoft approaches media amidst an ever-changing ecosystem

What is the key question we’re trying to answer?

* Do attention metrics provide a better and timelier in-flight optimization signal to drive brand outcomes? If we optimize to attention,
versus traditional metrics, what yields the best attitudinal outcomes?

USING ATTENTION METRICS TO IMPROVE MEDIA PERFORMANCE 9



Adelaide

MICROSOFT + ADELAIDE: A YEAR IN REVIEW
Three Key Phases

Develop a measurement and learning agenda

4 © 2.

Measure: Validate: Prove:
Collect/benchmark Attention correlates with Attention Optimization
campaign data attitudinal goals outperforms current strategies
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MICROSOFT + ADELAIDE: A YEAR IN REVIEW
Measure: Collect/Benchmark Campaign Data

Process & Technology Publisher Communication

B == : -
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Media Plan JS/VAST Tag Page Scraping Make certain you have buy-in from
all partners. Start early.
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MICROSOFT + ADELAIDE: A YEAR IN REVIEW
Measure: Collect/Benchmark Campaign Data

Avg AU Benchmark AU Mobile W Desktop

Viewability Rate
0.21 Normalized Variance "
.:;:’
o
c
©
5
VS £
<
80
©
o
z
Attention Unit
0.56 Normalized Variance
Site 1 Site 2 Site 3 Site 4 Avg AU CPAU
Attention Units provide greater Benchmarks enable comparison Cost-per-AU, helps uncover more
data resolution. against historical performance efficient ways to capture attention.

across various cuts of data.
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MICROSOFT + ADELAIDE: A YEAR IN REVIEW
Validate: Attention Correlates with Attitudinal Goal Outcomes

The Process for Measuring Correlation

M & i_ZIDg g:’;[ll:lu

Capture Page Metrics Collect Survey Metrics Validate and Train Model
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MICROSOFT + ADELAIDE: .
A YEAR IN REVIEW Campaign 1: Recall ¥ Campaign 2: Purchase Intent v

Positive increasing correlation across all Positive increasing trend across all

Va“date: Attention quintile groupings: quintile groupings:

Correlates with * +5.6% absolute increase in recall from e +5.29 absolute increase in Purchase
Attitudinal Goal Quintile 1—5 Intent levels

Outcomes

Positive Survey Rate
Positive Survey Rate

Quintile1 Quintile2 Quintile3 Quintile4 Quintile5 Quintile1 Quintile2 Quintile3 Quintile4 Quintile5
(Low) (Med-Low) (Med) (Med-High) (High) (Low) (Med-Low) (Med) (Med-High) (High)
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MICROSOFT + ADELAIDE: A YEAR IN REVIEW
Prove: Attention Optimization Outperforms Current Strategies

U R

Split campaign Optimize Measure impact
Into two groups: a across placements using of attention optimized
Viewability Group and an Adelaide Attention Units group vs control using
Adelaide Group or viewability data brand survey metrics
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MICROSOFT + ADELAIDE: A YEAR IN REVIEW
Prove: Attention Optimization Outperforms Current Strategies

+22% +5% +12.5% +25%
Higher More Efficient Higher Ad Recall Higher Recognition
Avg AU CPAU (Lucid) (Kantar)
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- MICROSOFT + ADELAIDE:
A YEAR IN REVIEW

Next Steps Where we are today:

@ Actively optimizing to AU on select campaigns alongside other
metrics for interim period.

glé Expanding, more robust A/B testing to prove AU is stronger signal
I thancurrentKPlIs.

Where we’re going:

% Tool evolution to meet demands/needs—e.g. DSP integration for
D auto optimization, more channel coverage.

Wy Further advanced analytics to understand role of AU and how we
| | candesign into media planning.

) . . \\\
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Thank you.

e Microsoft
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