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GENERAL DESCRIPTION OF BOOK

Meetings. E-mails.  Voice mail.  Cell phones.  The heartbeat of business.  Soccer practice, dinner, family time.  Not enough time.  How does one pay attention to all of it?  Pay real attention, not just capture sound bites?  The truth is, you can’t pay attention to all of it.  Where is the time to quietly reflect on things going to come from?  It has to be taken from something else.  How does one decide?  This book discusses attention as a resource, and its management as a skill.  To the authors’ knowledge, this is the first book to deal with the business implications of attention.  It makes suggestions on approaches to better manage your attention, which is not the same as managing your time.  Time and attention are two different things.

In my opinion, this book is a tough read.  The print is small and the key points buried (i.e., they don’t jump to your attention).  There is much extraneous detail, as if the book were written for the academician rather than the manager trying to find a way to cope with an inundation of data and a dearth of real information.  Having said that, there are some gold nuggets in the book, which this synopsis will attempt to bring out.

BY THE NUMBERS

Chapter 1: A New Perspective on Business.  Welcome to the Attention Economy.

Key principle: “Before you can manage attention, you need to understand just how depleted this resource is for organizations and for individuals.”  The authors ask two questions: what makes the economy hum, and what’s the limiting factor behind all those Web pages, business plans, strategies, books and articles, etc., etc., etc.?  Their answer: an attentive human mind.  Attention is the “missing link between ... the world around us and the decisions and actions necessary to make the world better.”  

The authors state their basic premise early.  “Today, attention is the real currency of businesses and individuals.  Purist economists may take some umbrage at our calling attention ‘a currency.’  But it does have many attributes of a monetary instrument.  Those who don’t have it want it.  Even those who have it want more.  You can trade it; you can purchase it ... People work to preserve and extend what they already have ... And attention can be converted into other currencies, like accumulating enough ‘e-points’ by viewing online ads to ‘earn’ a DVD player.”

Their bottom line: “Understanding and managing attention is now the single most important determinant of business success.”  [Note: it is impossible for all authors to be correct about their subject being “the single most important ...”].  

What are the characteristics of this new attention economy?


- An information glut  

> One edition of the Sunday NY Times contains more information than in all the
                written material available to a reader in the fifteenth century


- A large attention deficit disorder, on an individual and organizational scale, resulting in:



> Increased likelihood of missing key information when making decisions



> Diminished time for reflection on anything but the simplest tasks



> Difficulty holding others’ attention (in meetings, for example)



> Decreased ability to focus when necessary


- A need to attract attention if success is desired



> Some people and organizations do this better than others




* They’re the ones who succeed


- There is only so much attention to go around


> It can only be increased marginally ...

* by exercising the brain or adding more people to the planet


- Attention is highly perishable


> Capture it or lose it; both happen quickly


- Most people allocate attention ineffectively

- To get attention, you have to give it
Chapter 2: Attention, The Story So Far.  What Attention Is and Isn’t.

“ ... as flows of unnecessary information clog worker brains and corporate communication links, attention is the rare resource that truly powers a company.  Recognizing that attention is valuable, that where it is directed is important, and that it can be managed like other precious resources is essential in today’s economy.”  Most work on attention has been in the field of psychology; little has been focused on attention related to business.  Many academics have declared its definition to be self-evident.  The authors disagree.  In fact, they feel the “definition is complicated [because] the word seems to mean something slightly different to almost everyone.”  As academics themselves, the authors discuss the history of attention experiments, and their results, both aural and visual.  Related to business, they observe the following:


- Pop-out effects tend to grab attention (an “S” in a field of “I’s” stands out)


- Novel features among a set of novel features don’t stand out



> I.e., a company that routinely turns out the novel finds it expected


- Counter-intuitively, evidence shows that attention getting is most effective when the
               field has other distracters, and that directed attention has no benefit when only one
               stimulus is presented within a visual field.  In business, attention psychology
               literature suggests that workers will pay more attention to their work if they understand
               it in a broader context.

The chapter title purports to define what attention is and what it isn’t.  So far, the authors have not done that.  Rather, they have listed attributes of attention and results from studies.  So what is the definition?  


- “Attention is focused mental engagement on a particular item of information.  Items come into our awareness, we attend to a particular item, and then we decide whether to act.  Attention occurs between a relatively unconscious narrowing phase, in which we screen out most of the sensory inputs around us (we are aware of many things, but [are] not paying attention to them), and a decision phase, in which we decide to act on the attention-getting information.  Without both phases, there is no attention.  A causal relationship exists between awareness, attention, and action.”  AWARENESS ==> ATTENTION ==> ACTION.

The authors go to great verbal pains to ensure that the reader knows that awareness and attention are two different things.  Awareness is a precursor to attention.  They are not the same thing, and the words are not interchangeable.  However, they are linked as in the paragraph above.  

The authors then present the Types Principle: six basic units of currency that are exchanged in an attention market, each of which emphasizes a specific facet of focused mental engagement.  Their Exhibit 2-2 of page 22 is mimicked here for understanding of what is to follow.








The importance of the diagram is related to the six types of attention, taken as opposite pairs.  The authors discuss each.


- Captive and Voluntary.  Deal with choice.  

> Both can attract attention, although voluntary usually works better.


* Driver’s Ed class may require watching gory car wrecks; gets attention


- Aversive and Attractive.  Related to carrot-and-stick motivation.



> The carrot (attractive) usually works better than the stick




* Although the stick works alright in certain (usually temporary) situations



> Manipulation can turn one into the other




* E.g., want to avoid skids on rain-soaked roads?  Buy Aquatred.


- Front-of-Mind and Back-of-Mind.  Focused attention or habit/rote/less important things



> Front of mind used for known critical tasks



> But back of mind always at work, too




* Tests indicate that current front-of-mind tasks can be routine-ized to
                                        back-of-mind, thus freeing front-of-mind for more important tasks

What does the above mean, anyway?  A main point is that attention can be captured by any of the six types, either singly or in combinations.  Advertisers routinely appeal to more than one type (e.g., that car is absolutely gorgeous and it has a great safety record – attractive and aversive at the same time).  

Another point the authors make is that attention, while usually thought of as an individual action, can also be a collective endeavor.  

A key point: Attention management is not time management.  They repeat it for emphasis.  Allocating time to a task list does not – necessarily – mean that one is effective.  Effectiveness is the goal, and it is more related to attention.  Much time may be allotted to some tasks that receive little attention (sitting in meetings?).  Little time may be allotted to another task that receives one’s full attention.  Which will produce the better result?

The authors believe that a fundamental change is occurring in our economy, and that traditional business practices (pay, rewards, etc.) haven’t realized it yet.  Specifically, they ask “In a world in which speed, knowledge, and creativity are vital, doesn’t it seem odd that most of us are still paid for how long we take to complete a job or how much the deliverable weighs, rather than the attention paid to the project?”  They suggest that a new measure of workers’ and companies’ worth is needed, and suggest shareholder value as that measure.  The authors provide empirical data from a company they worked with.  Employees were asked to estimate time spent on various activities, which then were evaluated for worth (adding to shareholder value v. housekeeping, ...).  In this case, the average was about 20% of available time (read: attention) was used for innovation, the company’s primary goal.  This synopsizer has talked to many USN researchers who state that “about 80 - 90%” of their time is taken up trying to find funds, leaving only 10% - 20% of their time available for doing research.  Not too different from the authors’ numbers.  

So, what to do?  The authors suggest ways to get/keep attention, to focus it where desired:


- Create attention agendas 



> Don’t schedule meetings by time, schedule them by topics



* Focus attention on the highest priority first, ...




* Allocate attention by percentage, vice time





- “I want you to devote 50% of your attention to this, 20% to that”


- Focus attention on novel ideas and their implementation


> Reward people for having novel ideas and implementing them


- Pay for attention


> Reward those whose mental engagement is on the issues that matter 
                            to the organization’s success


- Create attention guards


> Allocate routine tasks to specific individuals




* Freeing others to focus attention on innovation

Chapter 3: Doing a Number on You.  The Measurement of Attention.

You can’t manage your attention unless you can measure how you’re spending it.  The authors discuss ways to measure attention, citing TV ads, Neilsen ratings, and the like.  They state that “in the short run, attention will be much more easily and practically measured through non-technical self-reporting approaches.”  They say “just ask.”  They provide an instrument (AttentionScape) that one can use to self-measure how they are spending their attention.  It is really a Likert scale (1 – 6) and uses plain English to get to the six attention types listed in the previous chapter.  Many pages are devoted to the instrument, analyzing results, and case studies.  None are important to understanding the principles involved.  

In the future, attention may be measured using direct access to physiological phenomena – i.e., technology will evolve to where real-time attention can be measured by observing pupil dilation and focus area, heart rate, respiration rate, electrical activity on the skin, even brain waves.  Another aspect will be embedded computer monitoring – e.g., of your Internet stops – to see where your attention has been spent.  All of these technologies exist today.  And the authors note that they can be intrusive.  They note the possible misuse of such technology, and hope it never happens.  Human history suggests they’re naive, and that we should guard against the possibility.

Chapter 4: From Amoebas to Apes.  The Psychobiology of Attention.

“The first step in effective attention management is to stop insisting that people function ‘logically’ and accept the biological realities that dominate the human brain (emphasis original).”  Attention is not mechanical; it is organic.  The authors focus on how our brains prioritize our mental focus, how we screen things out as a first step in directing attention.  Unusually, they use the predator/prey hunting relationship to make a point: the predator must look at a whole herd of deer, and focus its attention on one, if it is to succeed in making a kill.  This is the narrowing phase discussed earlier.  

What does this mean in a business environment?  Demanding that people “pay attention” doesn’t work; our brains operate at a sub-conscious level.  Rather, attention has to be “grabbed.”  Think about messages (email, voice, other).  From an attention perspective, the authors say “it would be far more effective to send one very unusual message than a thousand typical ones.”  

The brain has a priority system built in.  In the face of a survival threat, we are unable to focus attention on anything else.  Once survival needs are met, we are able to focus attention elsewhere.  The authors relate this to Maslow’s Hierarchy, even modifying the name to Maslow’s (Attention) Hierarchy, which has eight levels:


- Psychological Needs (Survival and Reproduction)


- Safety Needs


- Belongingness and Love Needs


- Esteem Needs


- Need to Know and Understand


- Aesthetic Needs


- Self-Actualization


- Transcendence

If the reader wishes details, go to pages 63 –71.  One key point they make is that humans pay enormous amounts of attention – sometimes too much – to social factors.  They also note that we have the ability to “pre-set” images in our minds that assist in searching through vast amounts of information.  We can remember a voice or a face, and pick it out in a crowd by scanning the crowd at low-resolution (my term).  If a pre-set image is observed, we can narrow our focus and give more attention to it.  They also note that what humans really appreciate is personal attention.  Not tailored information “personalized by a computer” (appears to be an oxymoron to me), but real attention from a real person.  This isn’t news.  Nor is it news that people like to be asked about themselves.  This is one way to give – thus get – attention.  Finally, deviations from the norm attract attention.  Billboards printed upside down; a car with its headlights on in the daytime (before they all had this feature); etc.

So, what do you do if attention is wandering and you want to “bring them back?”


- Offer very few pieces of information at one time


- Make your bid for attention as different as possible from everything else around 


- Address the most basic needs possible (Hold a snake?  Grabs attention!)


- Remember Maslow’s hierarchy

> Person wants acceptance, autonomy, and admiration ...

* before they can give attention

Chapter 5: Luddites Beware.  Attention Technologies.

Communication technology adds to today’s information glut and attention deficit.  However, can we look at this “problem” in a different way – i.e., can today’s technology help us manage the information and help us to better focus of our attention?  The authors discuss three technologies in this chapter: attention-getting; attention-structuring; and attention-protecting.  

The authors say that “the world is full of attention-getting technologies that assault all the senses except smell and taste – and these two senses probably will be exploited shortly.”  Phones ring, pagers buzz, messages flash – it’s a never-ending arms race.  At some point, we begin to ignore these – our attention no longer attracted by them.  So what should the attention-conscious manager do in this situation?  The authors assert that only two options are viable: forget technology altogether, and try to attract attention by some other method.  Or, engage wholeheartedly in attention-getting technology, using a no-holds barred approach.  Out-gun the other competitors.  Mass mailings – that are obviously mass mailings – don’t work.  Customized, truly personal individual mailings get attention.  In the world of push/pull, pull works better because the “puller” already has paid the subject enough voluntary attention to want the information.  If push technology is to be used, it must be “pre-loaded” (my term).  I.e., the “pusher” must have been told in advance what subjects and information types the recipient wants – it’s really a tailored pull, with someone else doing the groundwork.  This leads to the concept of ...

Attention-structuring technologies.  These assume your attention has been grabbed; they try to keep it over extended periods of time.  The tailored pull (usually called a push, when used as in the paragraph above) is a good example of an attention-structuring technology.  The authors give eleven methods to keep people’s attention over time:


- Make a change



> In content, format, tone, involvement level, ...


- Tell a story



> People want to know the ending


- Show them the doors



> Provide convenient entry/exit points if attention lags so they can return


- Mix it up



> Use non-linear techniques (hypertext, begin at the end, ...)


- Keep it real



> Lifelike/real things keep attention better than those that aren’t


- Remember me



> If the story is about me, I’ll pay more attention 


- Go for the action



> Engaging the person keeps their attention more than passive watching/listening


- Stay on task



> We keep our attention on a hot topic or objective more than things “in general”


- Don’t stop



> If you have their attention, move on to another topic that needs their attention


- Don’t interrupt



> Keep moving.  Don’t give too many exit points or opportunities




* E.g., people are most apt to change channel during commercial breaks


- Alter the flow



> Allow the audience to move to another topic if their attention is drawn there




* But leave a trail back to your main point

The authors feel that, in the future, attention-protecting technologies will be most popular.  Without it, we will all suffer from information overload and the corresponding attention deficit disorder it will produce.  The goal will not be to eliminate all information, just the undesired information.  This is a difficult objective, mostly because most of us can’t specify exactly what we want (and don’t want).  Our desires change from day to day, from situation to situation, from task to task.  We must invest a good bit of attention to the subject before it can work for us.  The best technologies will learn from us directly, by observing what we pay attention to and what we disregard.  The authors note that the best attention protectors have always been human – witness professional secretaries.  No technology has approached their abilities yet.  

Chapter 6: The Hidden Persuaders.  Lessons from the Attention Industries.

What are the attention industries?  The authors include lessons learned from advertising, movies, television, and publishing.  They say that “These industries have already encountered almost every issue that an ardent attention manager will ever cross.”  They also recognize, but do not use lessons learned from, sports, live theater, education, and telecommunications.  Using the list of industries above, Americans spend $878 billion per year on attention, and spend an average of 10 hours per day on it.

Lesson #1: there isn’t enough attention to go around.  Previously, attention managers believed potential growth to be unlimited; today, we know it’s a zero sum game.  Leading indicators have proved this beyond a doubt (coupon redemption rates, TV ad effectiveness, etc.).  The most common attention shift has been from print media to electronic, from books and magazines to TV and the Internet.  Declines in newspapers have been especially pronounced.  Even with certain media, there have been shifts: the big three, comprehensive, tough-to-read newspapers (WSJ, NYT, and Washington Post) have lost share to the easy read, the USA Today.  Even television is losing share to the Internet, especially among young people.  To gain attention in their primary medium, companies are advertising in alternate media to gain attention – to pull the viewers or readers back.  Magazines advertise on the Internet, movies are advertised on television, etc.  Which leads to ...

Lesson #2: No attention market consists of a single medium.  Within a business, this means that different media should be used to get attention.  Not just a memo, a memo plus and e-mail.  Not just those two, add a presentation or send a short glossy, maybe even an interactive demo.  It’s the world of multi-media today.  The authors use Hollywood as the example, but it’s really about people, and the lessons learned apply everywhere.  Which leads us to ...

Lesson #3: Understand your audience before making a play for their attention, and manipulate setting, segmentation, and culture to hold their attention.  To continue the Hollywood example, people actually enjoy being a captive audience (at a movie theater), as long as they are entertained (i.e., as long as you hold their attention).  And therein lies the rub.  You must capture and hold their attention for the duration of the movie (or the presentation or the brief ...).  So, what do some of the words used above mean?


- Setting: movies make the setting as near reality as possible – reality is the “domain”



> Other venues fit other domains: boardroom for business meeting, etc.


- Segmentation: carving out the audience you want to capture



> Eliminate other distractions as much as possible



> Use natural “breaks” to segment an audience (within age groups, etc.)




* The authors state that the typical company will have three to four
                                       generations within.  Targeted communications to each group may be an
                                       effective attention-getter.


- Culture: The authors do not cite examples of culture.

Lesson #4: The Boob Tube Principle.  TV grabs attention through short narratives, proper timing, solid characters, choice, and user friendliness.  The authors state that TV appeals to the biological, the parts of human brains that give attention: color, movement, conversation, music, and lots of people going through extraordinary events. Each of these is an attention grabber; together, they are very powerful attention grabbers.  We can use the same attention grabbers in business.  Another key feature of TV is that the segments are relatively short.  In an attention economy, people will devote a half hour or so; it is much harder to get them to devote longer time periods.  Even at a half hour, people will tune in and out, so producers make it easy for viewers to do that.  They also build in suspense just before breaking to a commercial – to bring you back.  In fact, TV execs are wising up to the long-known fact that commercials are good times to go get a beer, go to the bathroom, or surf other channels.  In some cases today, one show ends and another starts immediately, without a commercial break.  They’re trying to hook your attention ASAP.  Commercials come later.  Finally, the author notes that ease of use is an attention factor.  If a medium is hard to access or to use, it will get less attention.

Lesson #5: The Roll-the-Presses Principle.  Publishers focus on a particular audience, then use sex, power, and personality to expand it.  Print media now are focusing on a particular audience.  There has been a proliferation of specialty magazines, each devoted to a particular audience.  Even newspapers have sections tailored to particular suburbs.  Print media also are loyal to timeless attention getting topics – politics, disasters, and the like. Even sellers of print media have realized that they have to grab attention in unusual ways; bookstores now have coffee shops and scented air, with “elevator music” in the background.  Soft chairs allow potential buyers to sample the products, and buy in a relaxed atmosphere.

Lesson #6: The Madison Avenue Principle.  Advertisers stay ahead of info-glut by using a wide array of techniques, from repetition to emotional appeals.  The same message delivered the same way, over and over, loses its attention-grabbing impact quickly.  Repetition works, but there should be variations in content and delivery style, while retaining the same basic message.  Jingles work (although it’s hard to imagine jingles being used in a USN business setting).  Catchy phrases and slogans work, and are often used in a military setting, e.g., “Be all that you can be” or “I am an Army of one.”  

Lesson #7: People like to have fun.  In a business setting, people like to work on projects where others are having fun.  The project grabs their attention and they want to be a part of it.  If you can showcase this atmosphere – honestly – then you will attract others’ attention.

Chapter 7: Eyeballs and Cyber Malls.  E-Commerce and Attention.

Mass anything is out.  The key to getting attention is mass [anything] that appears personalized.  The authors assert that this is crucial in the world of e-commerce.  To them, the Internet resembles what psychologists call “free play” – anyone can access anything anytime, whatever their hearts desire.  Gaining attention in this environment is tough.  The choices are huge.  Going back to Chapter 1, remember the attention process: one must first create awareness; then allow the viewer to focus down; then take action.  How does this apply to e-commerce?

First, “stickiness” is an important Web site measure.  What is “stickiness?”  It is a measure of attractiveness.  A sticky site lures Web surfers, holds them, and keeps them coming back for more.  Stickiness doesn’t guarantee success, but lack of stickiness does guarantee failure.  Sticky sites have four characteristics (see page 115, Exhibit 7-1 for details):


- Relevance (most important)



> A critical point: the information/content must be authoritative


- Engagement



> Through interactivity, competition, high production values, entertainment


- Community



> Through co-creation and customization


- Convenience



> Especially important: fast access, quick page pop-ups

The authors state that certain categories actually get attention on the web: portals and search sites; news sites; technology sites; community sites; auctions; commodities (book sellers, ...); pornography sites; and travel sites.

The Web has certain problems at this time.  First and foremost, searching requires a lot of personal attention.  Some technologies help today (Web bots and search engines).  Better technology may come to the aid in the future.  Other factors also influence this problem; information structuring behind the web page, and web site design/layout.  Web pages should be designed for navigation in the way that viewers look for information (e.g., by product category and by individual product, not by organizational department).  A well-designed home page will lead the viewer to the desired information in the fewest clicks.  Professional information structuring and graphics design are critical.  Studies show that the average Web surfer will spend less than a minute per page, sometimes much less.  That’s the amount of time you have to create awareness, grab their attention, and get them to perform an action you desire.

The bottom line: content on the Web will continue to grow.  But building a Web site and getting attention to it are two different things.  If you build it and they don’t come – it’s dead.

Chapter 8: Command Performance.  Leadership and Attention.

The authors state that there are four elements of attention leadership:


- Focusing their own attention



> Required of the leader


- Attracting the right kind of attention to themselves



> At the right time, for the right reasons




* The wrong kind of attention can work against you


- Directing the attention of those who follow them



> Great leaders create environments in which employees want to pay attention



> Misallocation of attention results from poor communication and faux work


- Maintaining the attention of their customers and clients



> Manage both the amount and type of attention customers give you ...




* and your competitors



> Attention from the leader is required, as well as from others in the company

A key principle: Attention flows downstream from leaders to workers to clients and customers.

“A good leader knows how to attach meaning – important, powerful meaning – to the issues on which he or she would like coworkers and customers to focus their attention ... This meaning is communicated through the organization ... in such a way that employees have no doubts that certain things matter more than others.  This is how a corporate culture is born.  And when this culture bursts through the organizational membrane to reach the external world, the customer knows what the company stands for and how they are likely to be treated.  But it all starts with the leader.” 

Chapter 9: Focused Choices and Global Resources.  Strategy and Attention.

Strategies are created by imperfect humans for other imperfect humans.  Two of our human imperfections are the inability to focus attention on multiple subjects at once and an overall shortage of attention.  An attention-oriented strategist will not seek perfection, but a strategy that works reasonably well “within the current organizational and competitive environment.”  Furthermore, the attention-oriented strategist will pay attention to any signs that say the current approach isn’t working.  

Strategy begins when leaders shift their attention away from business as usual.  It continues by focusing attention on creating options, some of which will be better than others.  It is facilitated by attracting attention from a wide variety of viewpoints.  Communication is the key to getting the attention needed.  Once crafted, a strategy still requires attention – or it becomes shelfware.  

Chapter 10: Off the Org Chart.  Organizational Structure and Attention.

“Organizational structure is the plan for – and the reality of – how power and responsibility are distributed across an organization.  It’s clearly the subject of great attention within organizations...”  Organizational structures focus attention on certain aspects of the business and ignore others – the structure itself sends a message to employees about where their attention should be focused.  However, there are other devices to manage attention within organizations:


- Leadership initiatives: identifying the (one) big thing


- Projects, Teams: created for a special effort


- Processes: e.g., focus attention on improving a particular process


- Merging: creating the “big dog”


- Divesting: eliminating something that diverts attention from the main thing


- Outsourcing: let someone else do the routine.  Focus your attention on something else.
Chapter 11: “You’ve Got (Lots and Lots of) Mail.”  Managing Information, Knowledge, 
                       and Attention

Many managers and executives say that their most productive hours are early (before others arrive at the office) or late (after the others leave).  This is an indicator of a growing pathology in business today, according to the authors.  Part of the problem: everybody today is both an information provider and an information user.  This takes more time and attention.  Also, despite the supposed trend towards a paperless office, paper usage was up a third during the 1990s – and shows no signs of abatement.  (Note: other authors have said that the paperless office is a pipe dream, that we will continue to use more and more paper – thus have more and more information to sift through somehow).  

The authors identify Chronic Information Syndrome, with the following symptoms:


- An inability to make decisions or cope in other ways


- Irritability and anger


- Pain in the stomach and muscles


- Frequent feelings of helplessness, listlessness, and lethargy


- Inability to sleep at night, waking up at night with a sense of panic


- Loss of energy and enthusiasm for hobbies or leisure activities

Other studies have called these information addiction symptoms.  Regardless of the moniker used, the key point is that 43% of managers surveyed believed that important decisions are delayed and the ability to make those decisions is impaired by too much information.  

The authors give some typical strategies for addressing the attention deficit caused by information overload.  First, the ones that don’t work:


- Increase the overall supply of attention 

> Hire more people and/or 

> Increase your personal supply of brain cells

Then, they address some strategies that can work:


- Determine where attention is currently allocated and ensure that the right info is heard



> Along with limiting intrusions of unnecessary information and distractions


- Set limits through policy & technology on the amount & distribution of information



> Limit or charge for access (to systems, people, ...)



> Use a filter (electronic or other)


- Manage knowledge flow



> A steady flow of info is better than periodic or random inundation


- Automate the routine


- Re: Power Point presentations, be sensible.  Don’t overdo.  

> Not every slide has to command maximum attention  

> Save the attention-getting techniques for the most important slides

This is a very important comment for future Naval Research Science Advisors

Chapter 12: From Myopia to Utopia.  The Future of the Attention Economy.

Yogi Berra said “Prediction is hard, especially about the future.”  This chapter does predict, however.  The authors’ comments are based on trends and their own conclusions about attention in the future working environment, as discussed throughout the book.  

Some key points:


- Technology will continue apace


- Anonymity of individuals may not last much longer



> Details of your habits and preferences may become widely known


- Putting information in context/perspective will become ever harder


- Attention management policies and strategies will emerge



> Wasting attention will be recognized as a “sin” (and punished)


- Business information will evolve to contain an element of entertainment



> In response to the habits of today’s younger generation


- Future marketing will involve increasing personalization



> Consumers will develop sensitive antennae and defenses to faux personalization


- Managerial success will require better information filters and delegation skills



> Creating a time and space for digesting and reflecting on info will be critical


- Attention monitoring in the workplace may result in worker backlash 

> No one wants “Big Brother” over their shoulder all the time


- Increased levels of information at home will stress that environment more than today



> Whether work-related (pagers, cell phones, faxes, e-mails, ...) 



> Or personal (via Internet, TV, TiVO, on the front end of DVDs, ...)


- Business technologies will be applied to managing attention at home


- Educators will learn about, and teach, attention management



> Dry lectures will be replaced by more entertaining education experiences



> The pace of education will change, as will the length of individual sessions




* 10 minutes is about maximum span for a worker seeking online training




* Learning experiences will be briefer, and involve more variety


- Specialization will increase



> As a corollary, people with a broad knowledge base will be fewer 




* Value of generalists/integrators may rise

What’s the bottom line?  “The trend of more information competing for less attention can’t go on forever.  Unfortunately, people will begin to withdraw from the stress of an attention-devouring world, and information providers will begin to focus on quality, not quantity.”  To me, that sounds like an improvement.

Aversive


 - Death


 - Agony of defeat


 - Ugly people





Captive


 - Cinema ads


 - Work assignments


 - Bad weather





Back-of-Mind


 - Commuting


 - Buying milk


 - Spouse





Front-of-Mind


 - Business discussion


 - Buying a car


 - Lover





Voluntary


 - TV/Print ads


 - Hobbies


 - A rainbow





Attractive


 - Beautiful people


 - Birth


 - Thrill of victory





    GOAL:


Maximize Effective Attention
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