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And How AgWeb’s Redesign Is Delivering  
More Value for Users and Advertisers
For many years, click-through rate was the primary metric used to judge digital 
performance in agriculture. Today, it no longer tells the full story. Farmers are searching 
differently, using AI-assisted tools, voice search and quick-scan platforms that often 
answer their questions without the need to click at all. With this shift, the true indicator of 
content effectiveness is not the click but the time a user spends meaningfully engaged.

Attention time reveals whether a farmer stays with content, scrolls further and explores 
more. These behaviors are far more valuable to advertisers because they signal real interest 
and create stronger opportunities for brand messaging to be seen and remembered.

How is attention time measured?

Measuring Attention time

Why Attention Matters 
More Than Response 
for Advertisers

Convert seconds into hours for “Total Attention Hours Earned”.

Campaign Attention 
Time Earned

Average Ad Time in View 
X 

Viewable Impressions

Double Verify metric 
“Average Time Viewable” 

(seconds)

Double Verify metric 
“Viewabel Impressions” 

(seconds)

Content Attention 
Time Earned 

 Total active time spent 
reading and engaging 

with content

GA4 metric “User 
Engagement”

The total amount of time  
(in seconds) your website  

was in the foreground  
of users’ devices.

GA4 metric “Average 
Session Duration”

The average duration of  
users’ sessions (includes 

inactive time).

Convert seconds into hours for “Total Attention Hours Earned”.

KPI: Attention Time Earned [Content]

KPI: Attention Time Earned [Campaign]
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To amplify the point, let’s look at recent updates to AgWeb.com that were 
intentionally designed to increase user attention and performance. The results 
show why this matters for marketers.

AgWeb’s Redesign: How to Increase User Engagement
Farm Journal redesigned AgWeb to create a simpler, more focused reading 
experience. Layout changes were made to reduce distraction, improve readability 
and encourage users to stay with the content longer.

The data shows clear improvements as we continue to test and optimize for 
deeper engagement and better performance.

Stronger Scroll Behavior on Desktop

By removing the right rail and centering the content, readers moved deeper  
into articles:

•  54% increase in readers reaching 75% of an article

•  21% increase in readers reaching 90% of an article

These deeper scroll patterns indicate that readers remain engaged, increasing the 
value of adjacent ad placements.
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Viewability vs. True Attention
AgWeb’s redesign reflects how people really read online. In a world where most 
users scan content and absorb only a portion of each page, simplifying layouts 
and guiding deeper scroll behavior increases the chances that ads are not only 
viewable, but genuinely noticed.

•  79% of users scan pages rather than read them word-for-word

•  Only about 16% read every word, even on content that interests them

•  During a typical visit, readers absorb at most ~28% of page text

Source: https://www.nngroup.com/articles/how-people-read-online/ 

Mobile Users Are Reading More Articles Per Visit
On mobile, the new in-article, “related content” module encourages users to 
continue reading without leaving the story.

•  Daily article pageviews per mobile user increased 33%

More articles per visit mean more opportunities for your brand to appear in front of 
engaged readers.

Why Attention Time Matters for Advertisers
Attention time is a clearer indicator of real impact than CTR because it measures 
what happens after a user arrives. It shows whether:

They stayed with 
the content

They consumed 
multiple articles

They were in an 
active, focused 

mindset

They scrolled 
with purpose

These behaviors directly influence brand recall, message retention and the 
effectiveness of advertising.

High-attention environments consistently deliver stronger results because your 
brand is present during engaged moments, not fleeting ones.
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What This Means for Your Marketing Strategy
The improvements on AgWeb translate directly into more value for brands and 
provide a template for increasing engagement and attention.

More time with 
content. 

Your ads appear in an 
environment where  

farmers linger, not skim.

More content 
consumed per 

session. 
This increases the total 

number of exposure 
opportunities within 

 a single visit.

Higher quality 
impressions. 

Engagement-rich 
placements build  
stronger trust and 

recognition.

Better alignment  
with how farmers 

search today.
 When attention is the 

priority metric, your 
message lands in the 
moments that count.

Why This Matters for Ag Marketers
AgWeb’s redesign was built around improving attention not chasing clicks. Farmers 
and ag professionals are spending more time with the content, scrolling deeper 
and exploring more articles per session. For advertisers, this creates stronger 
visibility, higher quality impressions and more impact from every campaign.

If your goal is to reach farmers in focused, engaged moments, AgWeb, with 
ongoing optimization of content and design, offers one of the most effective 
digital environments in agriculture. Better attention leads directly to better 
outcomes, and these performance gains increase the impact of your message 
and investment.
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