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Methodology

Video Interstitial Ad
VS.
Embedded, Opt-in Ad

Participants Must:

v" Own an iPhone
v Regularly use iPhone for gaming

v Fluent in English
v Right handed
v" Good vision
v" Not on medication

62 Participants

32/30 Male/Female
50% 21-29 y.o.
50% 30-45 y.o.
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Methodology

Upon arriving, panelists were presented with an app and asked
to evaluate the flow and interface, and gauge whether they

would refer it to a friend. Average play time was 15 minutes.
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Pre, During and Post Events
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1* Ad Presentation 2™ Ad Presentation

| 30s | EEG, eye tracking, heart rate measures during 30 second ad presentation, on specific AOIs.
| 105 | EEG, eye tracking, heart rate measures of 10 seconds before and 10 seconds after ad presentation.

*AOls - Areas of Interest on the mobile device.

Pre: Baseline of 10 seconds pre-ad
During: Up to 30 seconds during ad

Post: 10 seconds post-ad
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THE WAY IT’S SUPPOSED
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EMBEDDED, OPT-IN
AD FORMAT

« Moments of user need

« Embedded into app environment

e Reward based interaction
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A word from our sponsor

Visit Sponsor

FULL SCREEN VIDEO INTERSTITIAL

 Between content pages
« 10X larger than traditional banners
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KEY FINDINGS & INSIGHTS

1. Higher Favorability
2. Deeper Engagement

3. Increased Comprehension
4. Positive Reaction
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Favorability

P WHEN ASKED TO DESCRIBE THE EXPERIENCE, THE TOP 3 WORDS USED WERE:

Joyful O O Annoying
Appreciated O O Intrusive
Friendly Overwhelming
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Engagement

P VISUAL ENGAGEMENT

o of viewers
2 5 /O watched 100% of

the interstitial ad

VS.

of viewers watched @ @

100% of the 30-sec
embedded opt-in ad
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Visual Engagement

P RACE TO X FACTOR
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Engagement

P> VISUAL ATTENTION

40 sec TOTAL FIXATION TIME
— 19 sec CONTEXTUAL TIME

@ EMBEDDED, OPT-IN AD
@ INTERSTITIAL AD

9 sec TOTAL FIXATION TIME

— 2 sec CONTEXTUAL TIME

21 sec TOTAL BRAND TIME

7 sec TOTAL BRAND TIME

EMBEDDED,
OPT4N ADS EARNED:

4.6X

TOTAL TIME SPENT WITHAD

9.5X

TIME SPENT UNDERSTANDING AD

3.0X

TIME SPENT WITH BRAND
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Engagement

P MENTAL ENGAGEMENT & CONSIDERATION

EMBEDDED, OPT-IN ADS
EARNED 8X MORE
COGNITIVE ENGAGEMENT
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CHANGE IN COGNITIVE EFFORT BY AD FORMAT

Pre Ad Call

During Ad Experience

Post Ad Experience
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Reaction

P FIGHT OR FLIGHT?

Interstitial Ads Were

more likely to invoke
a negative emotional
response, or a flight
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Reaction

P MOTIVATION OR ANNOYANCE?

@® EMBEDDED, OPT-IN AD
@ INTERSTITIAL AD

USERS WERE

4 X

MORE MOTIVATED WITH

THE EMBEDDED, OPT-IN

AND REWARD BASED AD
EXPERIENCE
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The Majority Watched Vertically

90% 65% 14%

of apps are fixed of devices remained in Users that kept devices
vertical view vertical orientation during in vertical orientation only
ad presentation viewed 14% of the video
before closing the ad

Source: MediaBrix & AppAnnie

&R receptiv



Embedded, Opt-in Ads Favored Overall

Ad Rating by Ad Type, Out of 10

Trust the Brand
Purchase Product
Remember Product

Consider Product

Understand Offer

0 2 4 6
m |nterstitial @ Embedded, Opt-In Ad

Ad Impact by Ad Type per Question

Trust the Brand
Purchase Product
Remember Product
Consider Product

Understand Offer

0% 20% 40% 60% 80% 100%
® Embedded, Opt-In  mInterstitial
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For More Information:

L receptiv.com/#Receptivitylnsights
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