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Abstract A

The attention economy is\an analgicab framework that considers human
i ource and examines how businesses

competeyto attract, it this resource in the age of technology.
The pres with the aim of Attention Economy in the
Digital Age: r Customer Acquisition in Smart Businesses.
The statisti f the study is professors and managers of smart

businesses,
people. The data
validity and reliabili

elected using a purposive sampling method of 22
lection tool in the qualitative part was an interview, the
of which were assessed using content validity and intra-
coder and extra-coder reliability methods. In the quantitative part, the data
collection tool waS"a questionnaire, the validity and reliability of which were
confirmed by content validity and test-retest reliability. It should be noted that
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the qualitative data were examined using MaxQD software and the content
analysis method, and the quantitative data were analyzed using the fuzzy
cognitive map method. The findings indicate that search engine optimization,
brand storytelling, brand authenticity, collaboration with influencers,
advertising targeting algorithms, and gamification are, respectively, the most
important factors influencing the attention economy in smart businesses.

1. Introduction
Consumer attention has become a valuable commodity, requiring businesses
to operate effectively in complex and competitﬂdigital environments to
attract and retain audience participation. In the' digital age, the attention
economy has become a dominant force in which on platforms, digital
media, and brands compete for a greater share of users Wimited attention.
Within this framework, the attention econo the principle
that human attention is scarce resource and th
this scarce resource their advantage through strat
designs, frequent notifications, recommendati

content. This increasing competition attract an
had far-reaching consequences for indisduals, bu
situation where users are co
their decision-making

and personalized
nce attention has
esses, and society. In

enced by attention-based
mechanisms. Attention_e approach in marketing and
media, defines the not only based on the quality of
information, but also on i i to\attract, maintain, and direct users'

2. Litera

Herbert Simog, fi he attention economy in (1971). He believed
that in a worl information, what is becoming scarce is human
attention. T i@ economy is an economic system in which human

attention is a s
encompasses the ¢

e resource. In fact, the attention economy is term that
petition for consumer awareness and participation and
emphasizes the valugof attention as a scarce and valuable resource. In other
words, the attenti onomy is approach to managing and navigating the
excess information and its consequences on the economic and social systems
of individuals. In the attention economy, awareness, recognition, and action
based on them are an integral part of economic decision-making. The attention
economy is a concept that refers to the importance of human attention in the
digital world and presents it as scarce and valuable resource.

3. Methodology
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The present study is mixed in terms of data type and has been investigated
based on qualitative and quantitative research. In terms of philosophical
approach, the present study is based on the paradigm of pragmatism and a
combination of deductive and inductive inference, so in terms of purpose, it is
applied and in terms of information collection, it is classified as exploratory
research. The expert team of the present study is professors and managers of
smart businesses, including Digikala, Basalam, Terb, etc., which was
conducted using the purposive sampling method and a number of 22 people;
the reason for selecting the statistical sample is thatfjconsidering the concept
of attention economy and specialization this s and in order to gain
theoretical knowledge of the interview questions, an“attempt was made to
collect a large part of the information through experts in%his phenomenon.
The sample size was determined using the theoretical saturati®g principle; In
such way that after the interview with i
individuals, no new data was identified and th
twentieth and second individuals was com
the qualitative part was the interview and its v
conducted using content validity and thegimika-coder
methods. In the quantitative ol was a questionnaire,
the validity and reliabilityiilef w med by content validity and
test-retest reliability. Ifgshou oted that the qualitative data were
examined using MaxQ

quantitative dataﬂere also
The fuz cognitlv“ap Ves

reliability were
inter-coder reliability

sing the fuzzy cognitive map method.
y for identifying components based on

the degr e, and centrality factor.
4. Results
The finding at intelligent attention engineering, digital brand

identity, data a
collaboration with

sis and optimization, advertising targeting algorithms,
fluencers, gamification, cognitive economics (mental
resource management), intelligent retargeting, search engine marketing
(SEM), curiosity , Sensory branding, search engine optimization (SEO),
neuromarketing, responsible digital attention design, momentary marketing,
brand authenticity, brand storytelling, blockchain-based trust, participatory
interaction, and identity alignment were identified as factors affecting the
attention economy in order to attract customers in smart businesses.

5. Discussion and Conclusion
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With the unprecedented increase in the volume of information and marketing
messages, human attention, as a limited resource, plays a decisive role in the
success or failure of brands. A limited resource that brands, platforms and
smart businesses are constantly competing for. The growth of social networks,
the explosion of data and the spread of artificial intelligence have caused
consumers to be exposed to an unprecedented volume of messages and their
decision-making is more influenced by intelligent, personalized and
momentary stimuli than ever before. In such an environment, the attention
economy is proposed as a key framework for @inderstanding consumer
behavior and designing new marketing strategies; e the success of brands
is defined not by mere visibility, but by creating meariiggful and sustainable

information, search engines play a crucial inter
path of audience attention. Being in the to
increases the likelihood of brand visibility, but a
trust. Hence, SEO has become more th hnical
a key strategy in the attenti
content with the logic of @lgori information needs capture a
greater share of the audiénce’s i attention. The results also indicate that
brand storytelling, as o ivatools in the attention economy, plays
an important rolw attractin ining audience attention.

\

results not only
ens users’ initial
rketing tool, becoming
ds that can align their
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