
i spent many of my early years in
marketing in the Middle East for
Procter & Gamble and Gillette. It
was buying and selling at its most el-
emental.Each street had its own spe-
cialties, its own fragrances, its own
community. Sure there was some
shouting and jostling, but most ex-
changes were founded on the inti-
macy of personal relationships and
the attractions of the five senses.
Richly fragrant displays, the small
service of hot tea,the latest news and
the constant hubbub of the bazaar.
Irresistible!

Leaving this richly textured
world was a wrench. For years I
struggled with the blandness of the
developed world’s idea of shopping.
A ban on the senses, vast ranks of
shelves, products precisely stacked.
People aren’t made of straight lines.
Why, I wondered, were supermar-
kets?

Then came the digital revolution,
and the logjam broke, swamping re-
tailers and manufacturers with de-
mands and choices,needs and niches.
The impact of competition can cer-
tainly focus the mind when the mar-
gins are small and the stakes high.
The traditional industries of media,
marketing and advertising were
caught up in a race of diminishing re-
turns and are still struggling to ei-
ther lift themselves out into another
stream or swim against the current.

BACK TO THE BAZAAR
Today there are more than 1 billion
people online creating the biggest
bazaar the world has ever seen.Add
to them a couple billion real-world
shoppers, and a new era for commu-
nication is taking shape. And what
does it remind me of more than any-
thing else? The souk in Casablanca.
In this new version, two things mat-
ter: what happens on-screen and
what happens in-store. In both we
can see the shaping of what I refer to
in my book “The Lovemarks Effect”
as the Attraction Economy.

Millions of words have been
written about how to create long-
term differentiation and build sus-
tainable value. Some of these ideas
have been outed in these pages: the
Information Economy, the Atten-
tion Economy,the Knowledge Econ-
omy, the Experience Economy, the
Empathy Economy.

This year will see the emergence
of the Attraction Economy. Driven
by the fundamental shift in control
from manufacturers and retailers to
consumers, the future belongs to
those who make emotional connec-
tions with them.
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LIVING IN THE AGE OF ATTRACTION
By KEVIN ROBERTS

HEART OF THE MATTER: Marketers must emotionally connect with consumers

From attention to attraction
Once you get a taste for the, well, attractions of attraction, it is hard to remember why we all spent so much time forcing our attentions on consumers 

See ATTRACTION on Page 14
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Let’s engage, not enrage. Enough selling by yelling. We need to stop interrupting and do what it
takes to be welcomed by consumers as valuable, useful friends. That means involving them, exciting
them, celebrating and sharing with them, and always caring about them. Attraction is emotional. 

Interruption Engagement

As connectors, we open the door to networking, gossip, word-of-mouth, feedback and feed-forward.
Direction only works from one point of view. That’s never enough for people with minds of their
own. It’s the difference between buying a CD you like and creating the mix of songs you love on your
iPod.

Directors Connectors

Today it’s two-way or no way. Consumers say they are starved for time, but someone is behind all
those blogs, YouTube spoofs, MySpace profiles and avatars in Second Life. When people are excited
and involved, they make time. Here’s a question: If people are so over advertising, why do so many
of them want to make their own? Because they get to be the boss. The future of media is interactive.

One-way Two-way

Everyone wants to be the center of attraction and, paradoxically, every creative, ambitious person
wants to attract as big an audience as they can. That’s just as true whether they are LonelyGirl15 or
a Lion winner at Cannes. Job No. 1, then, is to sense our audience one by one, mood by mood, and
inspire the connections we need to share their passions and excitement. 

One-to-many Many-to-one

Word-of-mouth has always been the most effective form of advertising. It’s timeless and personal.
One friend talking with another.Heavy users Inspirational 

consumers

The “I” in ROI needs to get its priorities right. Now we need it to stand for involvement, not
investment. The big question for the Attraction Economy is always the same: Do you want to do it
again? 

Return on 
investment 

Return on 
involvement 

Let’s forget about the überdevice that will converge media and functions to a single screen. Cancel
that order for the iTVcellPod!  As fast as the technology industries pack multiple functions into a
single device, the market comes up with new cool stuff. And of course it just happens to need its own
box with buttons. People aren’t confused by technology; they just know what they want—
everything. Who are we to deny them?

Convergence Divergence
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