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Foreword

Today’s world has gotten a lot noisier. Marketing messages are not only com-
peting with other advertising, but also the latest adorable pet video, celebrity
tweet, and ‘break the internet’ moment of the day. With competition at an
all-time high for people’s attention, marketing professionals are faced with a
challenge that’s impossible to ignore: how do we evolve our decision making
in today’s data-rich world to cut through all of the noise?

To get to the root of understanding human behaviour and what drives
our impulses, my team at Mars shares Karen’s belief that we need a scientific
approach to critically navigate the data-rich, attention-poor media environ-
ment. Our unique approach to behavioural advertising research is equally
championed by the academic world and by the practitioner’s world, and we
salute Karen’s long standing, robust contributions to unpacking this com-
plex subject.

In this book, Karen tackles the rapidly changing media environment,
creating a healthy debate on what it takes for businesses to win in the new
attention economy. In a world where misinformation often spreads fastest
and loudest, Karen’s voice is an important one. It’s the voice of discovering
our true north, through objective theory that’s fundamentally grounded in
scientific, behavioural measurement and sound methodology. Karen brings
a unique perspective to examining these challenges from both a data-driven
and human-centric perspective. Her work provides evidence-based answers
to the media questions businesses are faced with daily, distilling them down
into simple truths regarding the impact of rapidly evolving technology and
the new challenges this creates for advertisers as we look to the future.



vi Foreword

Karen’s writing is a great opportunity to tune out the noise and tune in to
valuable insights on marketing. It deserves all your attention.

Laurent Larguinat

Senior Director, Mars Consumer
and Market Insights

Brussels, Belgium
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State of Play

Three-quarters of our business comes from stuff that Don Draper wouldn’t
have recognized 30 years ago. We probably wouldn’t have recognized

it ourselves ]5)/6&175 ago.

Sir Martin Sorrell, Founder, WPP

:
b3l

There’s no need for a long drawn out description of the history of
commercial media. All you need to know is that until the noughties,
media evolved steadily and in line with technology, from town crier to the
Gutenberg Press to radio to television to direct response to cable to the
internet. And the past 15 years have offered some moments in time that rep-
resent critical change to the fate of our industry. A period that has brought
chaos to the CMO like no other time in marketing. A period where brands
have been made and broken. Not even Don Draper could have foreseen
this level of change, nor could he have recommended how marketers should
respond. He was a simple ad guy in a simple time.

© The Author(s) 2020 1
K. Nelson-Field, 7he Attention Economy and How Media Works,
https://doi.org/10.1007/978-981-15-1540-8_1
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2 K. Nelson-Field
1.1 Critical Media Moments in Time
1.1.1 Blitzscaling and the Accidental Media Companies

It took television 30 years to go from black and white to colour, yet in a
lictle over five years Mark Zuckerberg took a website called FaceMash
to one of the biggest media brands in history. Within six years of launch
it was amassing 400 million people a month. Welcome to ‘blitzscaling’. A
concept coined by Reid Hoffman (co-founder LinkedIn) around the idea of
how companies attain explosive growth, lightning fast. It is about doing and
building things others won't, and thinking unconventionally about rules,
risk and pivoting. It is a 10% growth per day thing, not 10% growth per
year (which is better than most marketers could dream).

Hoffman cautions that the approach is not for the light-hearted. Not
everyone has the stomach for this type of thinking. In a high-stakes win-
ner-takes-all game, losing foretells of biblical proportions. Netscape were
perhaps one of the earliest examples of blitzscaling, rising to an eye water-
ing US$2 billion market cap in 16 months, but they are also an example of
falling hard. Within ten years of its establishment the browser service went
from 90% market share to less than 1% in 2006. Regardless, Netscape made
its mark on the world.

In the noughties several websites out of the pioneering Silicon Valley
went from zero customers to a gazillion in record time. And the value of
these customers’ eyeballs was quickly realised. Creating a commercial online
media platform became the new business model, even when the original
plan may not have been. Zuckerberg famously held back on commercial-
ising advertising until four years after the business began. His initial focus,
he claims, was more on connecting everyone in the world and less about
the advertising opportunity. He talked about taking on advertising to pay
the bills. Sheryl Sandberg, in 2008, saw advertising for the opportunity
it was. YouTube, in its youth, was an innocent place dedicated to a small
group of creators motivated by their art. In 2000, less than 12 months later,
it was sold to Google and advertising monetisation began two years after
its launch. It’s hard to believe, but in the early days Google was opposed to
advertising-supported search engines due to the bias it may bestow. Amazon
started as an online trader, with a slower evolution to becoming an ad seller.
Now it is fast on its way to becoming one of the biggest media companies
in the world. None of these company’s missions have changed, but the defi-
nition of what constitutes a customer sure has. They are in the business of
attracting the attention of customers and re-selling it.



