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Lumen turns attention into action
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What do we mean by attention?



Viewability ≠ viewing
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Time spent watching matters
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Different media convert attention into recall more or 
less efficiently
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What about audio?

?
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Using visual attention patterns to infer audio attention
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BRAND1 PERFORMANCE2 PROFIT3

1. What do 9000 Brand Lift Studies teach us about Attention and memory? BrandMetrics, Lumen & Havas (2024). 
https://havasmedianetwork.com/app/uploads/2024/09/whitepaper-lumen-x-brand-metrics-x-havas- september-2024.pdf. Brand lift = % 
points lift versus campaign average for respondents where Attention exceed threshold

2. Lumen-PwC Attention Methodology and Case Study Review (2023). https://lumen-research.com/blog/lumen-releases-report-from-pwc-
on-the-roi-of-Attention-technology/

3. Maximising Profit through Attention New Insights for Media Leaders (2024). https://ebiquity.com/news-insights/research/lumen-research/
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Planning on attentive reach   

1. We can use this sort of data to plan and measure media

1. Planning: Image of dentsu CCS attentive reach 

curves

2. Measuring: Data on the campaigns we tested

1. Volume

2. Cost

3. Value (i.e. relationship between 

attention and clicks, where available)



Live measurement and activation 

Groundtruth Attention 
and Recall Data

Data collected from real-world eye-
tracking technology across TV, desktop, 

and mobile

Predictive Models
Machine learning attention models 

based on 1B+ impressions

1515

Measure
Predict attention to radio ads in Ireland



Applying attention metrics in Ireland

Key Question Activity Brands

Does Irish radio match 
global norms?

Irish-specific Radio Research

+

Live measurement across all 
other channels in the same 

campaign

How does Irish radio 
compare to other 

media?



Irish radio outperforms
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Putting a price on attention across media 
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Radio is an attention bargain



Radio drives significant short-term brand lift
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Accounting for the ‘Irish Effect’

Why did Irish ads do so well?

Local accents

Local insights

Local creative

1.
2.
3.

Source: IRS+, Spark Foundry
https://irsplus.ie/brand-stories/accent-matters-in-advertising/



Creative is crucial

Source: Lumen LAMP data

1. But we also know that creative, and especially creative relevance 

makes a difference



An opportunity for advertisers

Attention drives action

1.

Take media differences 
seriously

2. 3.

Buy Local – especially on 
radio



A challenge for advertisers 

An ‘economics of 
attention’ 

An ‘ethics of 
attention’
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