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The War for Attention

“I would argue that we are living in the Age of Attention. There is 
way too much information to process for most of us, and we 
need some sort of catalyst to tell us which direction to look in for 
answers.”
~ Josh Ribeiro, Reliability and Maintenance Engineer, Honeywell 

Performance Materials and Technology



The Enemy

From the Sciuridae family of rodents

~ 280 species in the squirrel family

In most habitable places around the 
world with the exception of Australia

Run zig-zag when threatened



Agenda
• Squirrels Facing Your Audience
• Impact of Squirrels
• What Does it Mean for Marketers
• Squirrel Killers: Relevance
• Relevance in Action



What Squirrels Are Distracting Your 
Customers?



Email Squirrels

121 emails / day for average 
office worker

2.4MM 
emails / 
second

205B 
emails / 

day

74T 
emails / 

yr

2015



Social Media Squirrels
2.3 billion active social media users

5.54: average number of social media 
accounts per person

1 million: new active mobile social users 
added / day

60 billion: Facebook Messenger and 
Whatsapp messages / day



Brand Message Squirrels
9.83 hours 

of ad messages 
per day

5.15 hours of 
ad messages per 

day

+90%

2017 Global Ad Spending Estimated at +$500B 
Source: IPG Mediabrands’ MAGNA

1945

2014



More “Squirrels”
Constant 
Change

Deadlines

Hiring/firi
ng

Fickle 
Bosses

Home life

Family/Fr
iends



Squirrel Impact: Declining Attention Span
Attention span of humans has dropped …

From 12 seconds in 2000

to 8 seconds in 2015



Goldfish Win

9 second attention span



What’s a Marketer to do?!

Kill the Squirrels!



How? One Word: Relevance

“Relevance is one of the key 
marketing words of our time”
~ Rob Norman, CDO, GroupM



If We Build It, They Will Come

Table stakes: Offer products and services people want 
But remember…

Customers don’t care about your products or 
service 

What they care about is solving a problem or meeting 
a need/desire



Audience-Centric Storytelling

Marketing Collateral
Brand Centric

Helpful Insights
Problem Centric

Audience 
Storytelling
Customer Centric

Your Customer 
HereYour Brand 

Here



Relevance in Action
• Whole Foods
• GE Digital
• Avanade



Whole Foods: Healthy Eating
“Healthy living is not an elite club, it’s a 
choice that Whole Foods wants to help 
people make, and the content it produces 
supports that idea.” 

Create content that 
revolves around how you 
can truly help your 
audience.
~ Content Marketing Institute



GE Digital: Digital Industrial Transformation

2010: GE begins its 
own digital 
transformation

2012: GE launches Minds + 
Machines; Launches Industrial 
Internet manifesto

2013: Creates Predix, 
the first cloud platform 
for industry

2016: GA Predix; Coins Digital 
Industrial Transformation

2013: Co-founder of 
Industrial Internet 
Consortium

2016-17: Launches Digital Industrial 
Transformation Themed Campaign

Pain point: 
Productivity 
falling from 
3% annually 
in 2005 to 
0.5% over 
past 10 years



GE Digital: Digital Industrial Transformation



Digital Industrial Transformation Results

• Minds + Machines YoY organic traffic 
– Increased 138%  

• Webinar campaign:
– 25% open rate (3% of industry norm)

• Opportunities
– 332 opportunities totaling $178 MM



Avanade: Work Redesigned
• Avanade overview
• Situation

• 2001: Doug Neal and John Taylor from CSC coin 
Consumerization of IT

• 2007: iPhone introduced, and BYOD trend builds
• 2010: iPad introduced, and the way work gets done changes 

(airlines, field workers, retail, etc.)
• 2011: IT consulting firms pushing digital workplace, but 

Avanade is absent from discussion



Avanade: Work Redesigned
– Create Differentiating Concept: 4 month process

• Key issue facing customers: 
– Growing BYOD, rising labor costs, >productivity and <inefficiencies

• Edelman: strategy and execution partner
– Helped identify key areas of white space and ways to articulate our POV

• Reviewed several concepts with executives and analysts, and 
landed on Work Redesigned

• Developed abstract to articulate Avanade POV, and validated 
with customers



Avanade: Work Redesigned
– Campaign: 6 month process

• Establish credibility in the market
– Global research from 19 countries: Understand adoption of consumer-

led technologies in the workplace and results achieved, hurdles, barriers

• Developed core content to support the story across geos, 
channels, marketing functions, and sales

– Exec summary, POV, videos, infographics, blogs, social media, sales 
enablement

• Relevant stories are still local
– Packaged local results for each country, country-by-country comparison



Avanade: Work Redesigned
– Campaign

• Incorporated customer stories to validate our POV
– Harley Davidson, Delta Airlines, others

• Created Work Redesigned theme page to house all 
content; support outbound campaigns

• Launched globally, in follow-the-sun fashion
• Built integrated, global campaign that is still running 

today (modified to “digital workplace”) 4 years later



Avanade: Work Redesigned



Work Redesigned Results

Totals in 2012: 
• ~2X increase in digital 

workplace customer 
conversations

• 206 total press articles, 30% 
business media

• 13 analyst briefings/inquiries 
globally

• 1,219 Twitter Conversations
• 1,602 infographic views

From 0% visibility to 30% share of 
conversation in 6 months, and 
accelerated portfolio growth 



Bringing it all Together
• Your customer is in a heap of hurt, but often too busy 

to see it let alone address it
• Follow the trends

– Macro economic, geo issues, technology breakthroughs, media stories

• Identify customer pain
– Social listening, analyst insights, customer input (including search 

analysis)

• Tap local market minds
• Develop themes that speak uniquely to the pain



Bringing it all Together
• Outline theme audience, story, objectives, 

goals
• Execute across marketing disciplines

– Plan together, execute together, report together

• Assign a senior lead to drive planning and 
integration across marketing function

• Build long-term campaigns (12-36+ months)



Thank you

Hallelujah! He’s Done.
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