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MAXIMUM AWARENESS

How the trustedDialog Preview increases
attention and performance

neurons




THE KEY DATA OF THE STUDY AT A GLANCE

Goal

Research into the advertising
impact of trustedDialog Preview

Portals used

WEB.DE and GMX
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Campaign & Duration

WEB.DE and GMX sweepstakes
mailing on 25.11.2025 and 26.11.2025

Advertising material

trustedDialog Preview



Ihr Gewinncode

THE REALIZATION

10:20

Posteingang
Aktualisiert: Gerade eben

Posteingan

Aktualisiert: Gerade eber

Otto Holler
Geburtstagsfeier

FrischGenuss 09:34
Neue Angebote im Sortiment

Bernd Hopfen 08:25
Gewlnschte Bilder

GMX Gewinnspiel &
2.500 € monatlich fiir 10 Jahre
3% 3

Jetzt teilnehmen |

Otto Holler
Geburtstagsfeier

FrischGenuss
Neue Angebote im Sortiment

Bernd Hopfen
Gewiinschte Bilder

GMX Gewinnspiel &
2.500 € monatlich fiir 10 Jahre

Otto Holler
Geburtstagsfeier

FrischGenuss
Neue Angebote im Sortiment

Bernd Hopfen
Gewiinschte Bilder

Example of an email inbox (WEB.DE and GMX for webmail, WEB.DE app for iOS and GMX app for Android)
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Step 1: Attention Prediction with Neurons

= How much attention does a trustedDialog
Preview with image and winning code generate
compared to a trustedDialog Preview with
image only?

Step 2: Comparison with actual results

= Do the actual results validate the prediction?



STEP 1. ATTENTION PREDICTION
WITH NEURONS



KEY DATA FOR THE A/B COMPARISON

y7 020

Posteingang
Aktualisiert: Gerade eben

y/ <10:20

Posteingang
Aktualisiert: Gerade eben

Geburtstagsfeier

FrischGenuss
Neue Angebote im Sortiment

Bernd Hopfen
Gewiinschte Bilder

Without winning code

GMX Gewinnspiel &
2.500 € monatlich fiir 10 Jahre

Geburtstagsfeier

FrischGenuss
Neue Angebote im Sortiment

Bernd Hopfen
Gewiinschte Bilder

1l @] <

With winning code

Purpose:
Conversion

Industry:
Sports & Gaming

Use Case:
Display Ads

Format:
trustedDialog Preview

Tested environment:
GMX
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WHAT ARE AREAS OF INTEREST?
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Areas of Interest (AOIs) = Visual content hotspots based on key advertising objectives

@ Total Attention @ Time Spent O Percentage Seen

)

Aggregate measure of Tracks the duration of Estimates the percentage of
intensity and frequency of attention over a 5-second viewers who are likely to
attention to AOI during window. notice a certain AOI.
exposure.
Reading example: Reading example: Reading example:
"18.3% of the total attention is "The AOI is considered an average of "64.2% of all people who see the creative

accounted for by the AOI" 0.64s in the 5-second window." view the AOI."



THE TRUSTED DIALOG PREVIEW WITH IMAGE AND WINNING CODE
POTENTIALLY GENERATES MORE TOTAL ATTENTION — SMALL SCREEN*
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*Compared to the trustedDialog Preview with image and without winning code
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51.9%

2.29s

93.3%



THE TRUSTED DIALOG PREVIEW WITH IMAGE AND WINNING CODE united
POTENTIALLY GENERATES MORE TOTAL ATTENTION - BIG SCREEN*

+10%

Total Attention

Total Attention Time Spent Percentage Seen Total Attention Time Spent Percentage Seen

29.2% 0.78s 76.7% 32.0% 0.87s 80.1%

*Compared to the trustedDialog Preview with image and without winning code 8
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EVALUATION OF THE RESULTS united
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= Compared to the newsletter without a winning code, the use of the trustedDialog Preview with a winning code on
WEB.DE and GMX led to a significant increase in all key performance indicators of the customer journey (open, click

and conversion rate).
+47%
+19%
+17%

Open rate Click rate Conversion rate

B Without winning code B With winning code

The uplifts differ significantly from the group without a winning code at the 5% level. The results refer to multi-screen. 10



CONCLUSION & RECOMMENDATIONS united
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@ Conclusion

= Attention optimization of advertising material pays off: Higher predicted attention values of the trustedDialog Preview with
image and winning code were accompanied by increased performance values.

= The prominent inclusion of the winning code in the newsletter preview led to increased user interaction and a higher
participation rate than the integration of a preview image alone.

Recommendations

= The integration of a preview image including code can be an effective strategy to increase user interaction along the customer
journey.

= The trustedDialog Preview is also ideal for prominently advertising promotions with a voucher code in the inbox.

= Variations in the setup and A/B testing help determine the preferences of the target group.
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ARE YOU INTERESTED?
CONTACT US!

DIANA OLTEANU

Key Account Manager

+49 (0) 89/ 14 339 126
diana.olteanu@united-internet-media.de

www.united-internet-media.de

ADRIANA NOWAK

Key Account Manager

+49 (0) 89/ 14 339 162
adriana.nowak@united-internet-media.de

o GMX

THOMAS FRIEDL

Key Account Manager

+49 (0) 89/ 14 339 125
thomas.friedl@united-internet-media.de
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