
9 Reasons to Pay 
Attention to TV
Attention Research Results in Ireland 
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Default Viewing

Normal everyday viewing where 
sometimes we watch the screen 
actively, sometimes passively (in 
room but not looking at the 
screen) and sometimes we are 
not in the room at all (non-
attention)
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Active Attention Passive Attention Non Attention
Mobile: Looking directly at the ad

Desktop: Looking directly at the ad

TV: Looking directly at the ad

Mobile: Eyes on screen, not on ad

Desktop: Eyes on screen, not on ad

TV: In the room but not looking at 

the TV

Mobile: Eyes not on screen, not on ad 

Desktop: Eyes not on screen, not on ad

TV: TV is on but person is not in the 

room
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Active Attention Passive Attention
Mobile: Looking directly at the ad

Desktop: Looking directly at the ad

TV: Looking directly at the ad

Mobile: Eyes on screen, not on ad

Desktop: Eyes on screen, not on ad

TV: In the room but not looking at 

the TV
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We will focus on 
Active & Passive 
given the TV 
currency doesn’t 
charge for non-
attention.
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Ireland TV - 13,000 total ad views
A custom TV panel in Ireland to measure human attention 

1 Month Study 
across Linear & VOD 

200 Homes
human-gaze panel 

(Ireland wide)

113 Overall Brands 
collected across 10 

Linear Channels

3 Test Brands
involved in VOD 
content capture
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___

The ‘Facts’



1.Best in Class in 
Performance 
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More people actively 
watch on Irish TV than 

global benchmarks.
The Ireland audience watches ads for longer, building stronger memory links and 

ultimately, driving greater outcomes for brand that advertise with you.
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Quick View of Attention by Genre

Genre (program)
Avg. Active Attention 

Seconds
Avg. Passive Attention 

Seconds
Avg. Active% to ad 

length

Comedy 10.6 3.8 41.7%

Reality 10.3 5.7 42.4%

Crime / Thriller 7.0 0.0 33.2%

News & Politics 6.9 2.9 26.6%

Factual 6.6 6.5 28.2%

Sports 6.5 3.7 25.0%

Documentary 6.4 6.9 25.8%

Game show 6.4 4.4 24.9%

Drama 5.5 3.7 21.4%

Action 3.8 1.8 16.3%

Family 0.9 8.4 2.8%

Comedy wins here, but there is 
massive variation by 

programme: within Comedy it 
ranges from 18.3 Active Att Sec. 

for the best performing 
programme to 0.7 sec for the 

worst performing programme. 
Although often, high emotional 

content wins out.

Also do not underestimate the 
value of passive attention !
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67%
Of the Ireland audience, an 
average of 67% are made 

up of active viewers.

LINEAR - 30 Sec, Engaged 
(when considering only Active and Passive)
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Active attention works harder 
for small brands. Passive 
attention works harder for big 
brands.

Larger brands benefit more from each second of passive attention, 
while smaller brands derive greater value from each second of 
active attention they garner. 

This distinction likely arises from the established mental presence of 
larger brands and the effectiveness of their distinctive creative 
assets.

WARC: The Nuance of Size (and the attention/outcomes relationship). Dec 2023
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Double Jeopardy:

Mental Availability Imbalance: 
Lower attention platforms drive 
less mental availability for you, 
and disproportionately more 
mental availability for your 
competitor.



2. The Strength of BVOD 
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BVOD in Ireland smashes 
all records.

+21% BVOD TV to Benchmark
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79%

BVOD on TV - 30 Sec, Engaged 
(when considering only Active and Passive)

Of the Ireland audience, an 
average of 79% are made 

up of active viewers.



3. Light Viewing Value
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Light Viewers Actively Watch - BVOD on TV

10.4sec

10.9sec

10.3sec

13.0sec

9.9sec

10.3sec

11.8sec

12.3sec

16.0sec

9.8sec

4.1sec

11.0sec 12.3 
Active Seconds
Light viewers have ‘chosen’ to 

watch. And when they do 
they invest their attention.

0-2 hours - 12.3 seconds
2-4 hours - 16.0 seconds
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10.4sec

10.9sec

9.9sec7.1sec

9.2sec6.7sec

7.6sec

13.7sec

Light Viewers Actively Watch - Linear

9.2 
Active Seconds
Light viewers have ‘chosen’ to 

watch. And when they do 
they invest their attention.

0-2 hours - 9.2 seconds
2-4 hours - 7.1 seconds



4. The Truth about Youth
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Males Under 35 pay twice 
as much attention as the 

general viewer.
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Age Breakdown
In most cases age and gender watch similarly, only with one exception.

Males under 35 
have ‘chosen’ to 

watch. And 
when they do 

they invest their 
attention.

Active Attention Seconds Views

Male 35 & 
Under

Female 35 & 
Under

Male Over 35 Female Over 35 #

Linear TV 17.9 8.3 7.3 7.7 9,454

BVOD TV 12.8 10.7 12.8 13.6 3,464



5. Slow not Fast 



© Amplified Intelligence

Attention Decay

© Amplified Intelligence

Attention decays FAST on some 
formats and SLOW on others.

FAST: Lots of active attention early, then 
a super fast and steep drop off. These 
are high scroll, skippable formats.

SLOW: Active and passive attention is 
largely stable across the entire course of 
the view. These are formats that are NOT 
scrollable or skippable.
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Biggest Implication is Ad Length



Storytelling is 
only possible 
with longer ads. 
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Slow Attention Decay (30sec)

Overall 
decay rate 

only 
13% (avg)

12.2sec
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Programming vs Ad View Attention

The more popular the 

content, the smaller the 

gap between attention to 

programming and attention 

to ads.

12.2sec

Overall 
decay 

difference 
only 5pp (avg)
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Attention Decay TV vs. Socials
Attention remains relatively flat on TV whereas attention on socials decays quickly.

Attention levels remain 
consistent across TV 

platforms while dropping 
rapidly on social media 

platforms.

Comparing fast 
and Slow Decay

12.2sec

Competing socials experience rapid 
drop off within the first 3 seconds with 

less than 5% of viewers actively 
watching by the 15sec point.
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___

The ‘So What’



6. Brands can Amplify 
Creative with Emotional 

Storytelling 



___

Positive emotions do 
make a difference to the 
amount of attention 
gained, and this is 
consistent across all 
platforms…

+12%
Overall Avg. Increase 

in active attention 
seconds.
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…. but, the upside of positive 
emotions is highly dependent 
on the platform on which the 
ad plays.
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There is a bigger 
uplift in attention 
seconds from low 
emotion to high 
emotion, the better 
the platform.

HIGH Positive Emotion

LOW Positive Emotion
+18%

+14%

+3%
A

ct
iv

e 
A

tt
en

ti
o

n
 S

ec
o

n
d

s

HIGH 
Attention 

Media

MID 
Attention 

Media

LOW 
Attention 

Media

High Emotion

HIgh Attention

High Emotion

Mid Attention

Low  Emotion

Low Attention

Low Emotion

HIgh Attention

Low Emotion

Mid Attention

High Emotion

Low Attention



7. Brands will be Chosen
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Advertising on TV in Ireland 
increases likelihood 

to buy by 30%.
Key categories such as finance and healthcare see increases of 68% & 

21% respectively.
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Attention =
● Some chance of an ad prompting a 

purchase
● Market Share growth or at least 

stability

No Attention =
● No chance of an ad prompting a 

purchase
● imminent Market Share decline



8. Brands will be 
Remembered
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But when lots of switching happens, it’s hard 
for a brand to get remembered.

Attention-Memory 
Threshold

\85% <2.5 seconds
130,000 ad views, 1150 brands
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Fast decay impacts 
the number of 
people who see 
your brand.

Branded Moment

Open Web: 80% branded 
moments =<20% volume

Social - 60%. 

TV - 5%

(2022 Study 1000 branded moments from digital ads in 5 
countries)
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Actual Branded Moments in this Study

All branded 
moments are 

seen, and seen by 
many.
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When attention is fleeting 
distinctive assets become 
hyper valuable.

A brand asset that is so recognisable 
that it literally makes people think of 
your brand when it is seen (or heard) 
even if the logo isn't present.

PS: product shape and celebrities are very hard to 
make distinctive because they are often shared 
amongst many brands. 



9. The Attention 
Opportunity 
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The Attention 
Opportunity

It important not to consider 
attention in isolation - in this 
context reach and time spent 
viewing is important too.

Linear TV captures the largest 
Share of Attention across all 
platforms. 

Active Attention 
(secs)

Viewing (mins)

Attention 
Opportunity 
(Attention x 

Viewing)

Attention 
Share (%)

BVOD Mobile 20.9 1.5 31 1.7%

BVOD 14.2 13.5 192 10.7%

Linear 9.8 144 1411 78.4%

YouTube 7.2 20 144 8.0%

Meta 2.1 10 21 1.2%

Source: *Amplified Intelligence/Red C Ireland Attention Study, ** Total Viewing 
Panel October 2023 and Red C Total Viewing Study
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With less reach and fewer 
brand exposures, you won’t 

be thought of at the purchase 
occasion…..

…..your competitor will
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With more reach and more 
brand exposures, your 

competitor won’t be thought 
of at the purchase 

occasion…..

…..you will
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___

Thank you.
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