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Content 

ÅThe process of attention allocation is a design 

problem 

 

 

ÅContent effectiveness may be increased by its 

interaction between ñmainstreamò and online 

media 

 

 

ÅAttention ñfluffò (information) metrics may tell 

you a lot about ñstuffò (physical world) 



The attention Crisis 

Portrait: Richard Rappaport (1987) 

ñA wealth of 

information creates a 

poverty of attentionò 

Herbert Simonôs 1971 prediction 



Attention can and should be (efficiently) managed 

Author: López Herrera (2010) 

ñAcross 

consumer 

markets, 

attention is 

becoming the 

scarcest ï 

and so most 

strategically 

vital ï 

resource in 

the value 

chainò 
Umair Haque 



The Candidate: 

successful as Prime-Minister and Professor 



The first Presidential Election 1996 



A second call in the Presidential Election 2006 



A winning Call 

50,5% 



Whatôs the President worth for? 

 

Demonstrate success of first Mandate 

 

 

Communicate Election Manifesto 

 

 

Mobilise voters 
 

 



ñI wonôt be using billboardsò 

éand a strong bet 

on online media 
No billboardsé 



So, online Campaign budget increasedé 

 2007* 

4.2% 3.1% 

2006 2011 

3 % 10.5% 

* Commission des comptes de Campagnes   



Campaign plan: Old fashion ñStuffò é 

Å5000 km in 3 weeks 

Å18 Districts visited 

Å4-5 events/day 



éWith new media ñfluffò 



The problem of allocation of attention is a 

mechanism design problem  


