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Make it Effective. Make it WARC.



Attention is the 
lifeblood of 
brands
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Make it Effective. Make it WARC.



Mail delivers 
very extended 
dwell-times
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Attention to mail tends to be undiluted
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Mail can drive 
significant 
uplifts across 
the marketing 
funnel
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Mail is strongly 
additive to the 
media mix
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In a world 
where attention 
is the lifeblood 
of brands…

Mail delivers very 
extended dwell-times

Attention to mail tends 
to be undiluted

Mail is strongly additive 
to the media mix

Mail can drive 
significant uplifts across 

the marketing funnel



Make it Effective. Make it WARC.



Introduction to the reality of attention
• Mike Follett, Managing Director, Lumen Research UK
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Eye spy



Attention to advertising



Attention to advertising
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Key insight

Attention is selection for action 
Prof. Wayne Wu, Attention (2013) 
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The attention funnel

Recall 

Impressions that reach the 
screen

% Viewed

View time

Attentive seconds
per 000 impressions

‘Technically’ viewable 
impressions (MRC)

4% 

148s per 000

51%

9%

1.6s

1000



Significant differences in ‘technical’ viewability across 
media

Sources: TV: Tvision/Lumen UK TV Panel. YT, Instream, Teads, Facebook Feed, Banners: Lumen digital panels. Press: Lumen Omnibus. OOH: AM4DOOH project. IG, FB Watch, TikTok: Lumen studies (weighted to be consistent with passive panel)
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‘Technical’ viewability ≠ actual viewing

Sources: TV: Tvision/Lumen UK TV Panel. YT, Instream, Teads, Facebook Feed, Banners: Lumen digital panels. Press: Lumen Omnibus. OOH: AM4DOOH project. IG, FB Watch, TikTok: Lumen studies (weighted to be consistent with passive panel)

80
%

82
%

97
%

98
%

98
%

95
%

73
%

66
%

65
%

10
0%

54
%

79
%

32
%

57
%

80
%

78
%

48
%

62
%

43
%

45
%

87
%

79
%

77
%

52
%

75
%

61
%

57
%

82
%

53
% 59

%

46
%

77
%

66
%

51
%

29
%

11%

30
"

20
"

N
on

-s
ki

pp
ab

le
, M

ob
ile

Sk
ip

p
ab

le
, M

ob
ile

Bu
m

pe
r, 

M
ob

ile

Pr
e-

ro
ll,

 M
ob

ile

in
Re

ad
 V

id
eo

, M
ob

ile

in
Re

ad
 V

id
eo

, D
es

kt
op

Fu
ll 

Pa
ge

2m
2

Fe
ed

, M
ob

ile

Fe
ed

 D
is

pl
ay

, M
ob

ile

Fe
ed

 V
id

eo
, M

ob
ile

In
st

re
am

 V
id

eo
, M

ob
ile

Fe
ed

, M
ob

ile

St
or

y,
 M

ob
ile

IA
B 

Fo
rm

at
s,

 M
ob

ile

IA
B 

Fo
rm

at
s,

 D
es

kt
op

TV YouTube Mobile Instream
Video

Teads Press OOH TikTok Facebook Instagram Banner

% Viewable % Viewed



‘Technically’ viewable but not actually viewed?
Actually viewed but not ‘technically’ viewable?

Ads can be viewable but not 
viewed

But ads can also be viewed while 
not viewable 

Ads on screen, but not 
long enough to be 
‘technically’ viewable’ 
to MRC standards (eg 
100% of pixels for 2sec)

Yet these ‘non-
viewable’ ads can still 
get some attention



Average viewing time changes the story

Sources: TV: Tvision/Lumen UK TV Panel. YT, Instream, Teads, Facebook Feed, Banners: Lumen digital panels. Press: Lumen Omnibus. OOH: AM4DOOH project. IG, FB Watch, TikTok: Lumen studies (weighted to be consistent with passive panel)
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Combining ‘% chance of viewing’ with ‘average viewing 
time’ creates a single metric to compare between media 

Sources: TV: Tvision/Lumen UK TV Panel. YT, Instream, Teads, Facebook Feed, Banners: Lumen digital panels. Press: Lumen Omnibus. OOH: AM4DOOH project. IG, FB Watch, TikTok: Lumen studies (weighted to be consistent with passive panel)
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Attentive seconds per 000 (APM)



Combining ‘attentive seconds per 000’ with ‘cost per 000’ 
reveals the true cost of attention across media 
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Attention data Sources: TV: TVision/Lumen UK TV Panel. YT, Instream, Teads, Facebook Feed, Banners: Lumen digital panels. Press: Lumen Omnibus. OOH: AM4DOOH project. IG, FB Watch : Lumen studies (weighted to be consistent with passive panel)
CPM sources: Ebiquity/Fou Analytics (taken from The Challenge of Attention, 2020)



The true ‘cost of attention’

Attention data Sources: TV: Tvision/Lumen UK TV Panel. YT, Instream, Teads, Facebook Feed, Banners: Lumen digital panels. Press: Lumen Omnibus. OOH: AM4DOOH project. IG, FB Watch, TikTok: Lumen studies (weighted to be consistent with passive panel)
CPM sources: Ebiquity/Fou Analytics (taken from The Challenge of Attention, 2020)
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Creative: generating an ‘unfair share’ of attention



Thanks!
Thanks!

LABS House
15-19 Bloombury Way 

London 
WC1A 2TH 

www.lumen-research.com

Mike Follett
mike.follett@lumen-research.com
Managing Director



Getting attention requires attention
• Amanda Griffiths, Head of Customer Communication Planning and Insight, Marketreach
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Classified: RMG – Internal

MORE ATTENTION LEADS TO MORE RESPONSE
SO SENDING EFFECTIVE MAIL MATTERS

23%

37%

NET - Any
action

Low-Med attention time (0-125 seconds) High attention time(126 seconds+)

61%

Sig difference

Mail that generates a
high level of attention is

61% more likely to generate
a response than mail that 

generates a lower level
of attention

Source: Marketreach/Blue Yonder ‘Attention On Mail’ 2023; Low-med attention n=1118 interactions, high attention n= 701 interactions 



Classified: RMG – Internal

36%

20%

25%

8%

6%

3%

29%

26%

14%

26%

18%

14%

Vouchers & promotional offers

If it's clear and easy to read

If it's asking me to do something

New products or services

Information on company activity

The mail's style

Q: Once you’ve looked at or opened a piece of mail, which of the following elements/features would most likely 
hold your attention?

Most important

Other

THE GOOD NEWS – THERE ARE ENDLESS OPPORTUNITIES 
TO CONNECT WITH YOUR AUDIENCE

31

Mail is incredibly diverse. You have 
15-second unskippable YouTube ads 
or half-page newspaper ads, but 
there’s no equivalent with mail. The 
world is your oyster. Because of the 
variety of the medium, you can get 
four or five times more attention. 

Mike Follett, Managing Director
Lumen Research UK

Source: Marketreach/Blue Yonder ‘Attention On Mail’ 2023; n=328 participants 



Classified: RMG – Internal

32

A uniquely 
effective  
channel

• A personal message 

• Comes into the home

• Nearly always looked at, 
opened and returned to

• Stand out impact within 
the customer journey

• Trusted

A welcome 
break in a 

digital world
• Physical and sensory

• Fits into consumers’ lives 
rather than interrupting 
and demanding attention

• The brand in the hand

And a perfect 
integrated 

channel
• A strong role in the 

customer journey/CX

• Delivers information and 
drives action

• Guides online to 
purchase, donate, book, 
pay, agree or attend

BECAUSE MAIL IS AN ATTENTION GRABBER



Classified: RMG – Internal

HOW WILL YOUR BRAND GRAB ATTENTION?

33



More time & attention for tradespeople
• Lucy Halley, Executive Head of Strategy, Havas CX Helia
•
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More time & attention for 
tradespeople

TOOLSTATION CASE STUDY



© Havas 2023 36

A client & their customers over-reliant 
on a catalogue

A cumbersome path to purchase – 17k products, 
21 depts, 800 pages. And what if  - when you get to 
store – it’s out of stock?!

Bulky & expensive – Toolstation & its customers 
deserved a better way to shop



© Havas 2023 37

A better way to shop – harnessing the 
power of paper to drive customers 
online

Break the bond between Toolstation customers 
and their trade bible

Help them understand that  shopping online offers 
a superior experience



Insight
© Havas 2023 38

For tradespeople, time really is 
money. Every moment you’re off 

the job costs.

Every day, valuable minutes are 
wasted scouring the Toolstation 
catalogue for the right product. 



The solution:
My Toolstation



© Havas 2023 40

My Toolstation was given - & demands -
attention

Hyper personalised – 143k permutations

Seamlessly connecting offline & online

Attention-grabbing designs turn QR codes into 
appealing visual guides & scream ‘short-cut’!

Heavy-duty stickers attach to wherever customers 
need Toolstation most when they’re on-the-go



And the results are attention-grabbing!

© Havas 2023 41

website traffic

+10%

annualised cost saving

£1m
frequency

+9%

ROI

3:1
revenue per customer

+14%

trees saved annually

4,224





Q&A
Imaad Ahmed, Head of Advisory, EMEA & Americas, WARC Advisory

Mike Follett, Managing Director, Lumen Research UK

Lucy Halley, Executive Head of Strategy, Havas CX Helia
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Closing Comments
• Stephen Maher, Chair and CEO, MBAstack and Chair of the DMA

•
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Upskill your team at one of our Digital Marketing Strategy or Data 
and Analytics for Marketers Skills Bootcamps.

Get essential marketing skills taught by 
//

From data strategy to omnichannel campaigns—your team will learn best 
practice from the experts.

 Course-specific practical tips and tricks—including takeaway templates 
for implementation.

 A range of subject matter expert guest speakers including guidance on 
regulation.

 Leadership and presentation training at EVERY Skills Bootcamp.

Learn more
& book

Less than 250 employees? SAVE 90% of the course cost as it’s funded by the 
government.   Over 250? Save 70%.

top-tier practitioners​
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