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Key Handbooks 

 
This attention economy investigation, through the collection of documentary information and the application of a form, 

contributes to the explanation of how people allocate their attention in different contexts and identifies their perceptions. 

It also helps manage attention more effectively through attention-blocking tools. As such, the attention economy has 

generated important contributions to the generation of science and technology in various fields. Perhaps this research, as 

such, did not address, for example, information overload and its effects on decision-making, distraction-blocking tools, and 

the development of more attractive and effective tools for users, among others.First, understand the attention economy as 

a limited resource that must be managed effectively to maximize its impact. The attention economy must be addressed in 

different contexts such as education, work, and entertainment. Understand that different factors influence the attention 

economy, such as motivation, interest, emotions, and, of course, the mental aspect, which involves perception, attention, 

memory, learning, reasoning, problem-solving, and decision-making. This is how each person processes information and 
how we develop knowledge. The attention economy on social media has led to a profound transformation in economic and 

social models, with a significant impact on value generation, digital influence, and the dynamics of interaction between 

users, companies, and digital platforms. An analysis of attention capture and retention strategies reveals that social 

platforms employ techniques such as addictive interface design, the use of personalized algorithms, and the integration of 

notifications and fresh content to keep users engaged. These strategies not only seek to maximize usage time but also to 

collect detailed data on user behaviors and preferences, which is subsequently used to deliver highly targeted and 

personalized advertising. Furthermore, social media has disrupted traditional economic models by introducing a system 

where attention becomes a primary currency. The concentration of attention on a few dominant platforms has created an 

oligopolistic environment, where large technology companies have significant control over the attention and digital 

advertising market. In short, the study confirms that the attention economy and the evolution of social media have led to a 

disruptive transformation across various sectors, highlighting the need for a critical approach to the ethical and social 
implications of these changes. Future recommendations include the need for greater regulation and transparency in data 

management and user care to balance commercial interests with the protection of privacy and digital well-being. 
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Abstract 
 

Social media platforms such as Facebook, Instagram, Twitter, LinkedIn, and TikTok, among others, have 

transformed from their initial role as simple personal connection platforms into powerful ecosystems 

where human interactions, user-generated content, and innovative business strategies converge. This 

phenomenon gives rise to the attention economy, a concept that underscores the competition to capture 

and maintain attention in a digital environment and how individuals and organizations allocate their 

resources to capture, maintain, and achieve their goal of monetizing attention in an overwhelming digital 

environment. The attention economy is characterized by a limited and scarce resource, which must be 

allocated efficiently in an increasingly saturated environment. For this research, we considered various 

quantitative research techniques, including focus group interviews and data collection and analysis on 

people's attention-related behavior related to variables. 

 

 
 

Attention economy, Digital environment, Social networks 

 

Resumen  
 

Las redes sociales como Facebook, Instagram, Twitter, LinkedIn y TikTok, entre otras han cambiado su 

función inicial de simples plataformas de conexión personal para convertirse en poderosos ecosistemas 

donde convergen interacciones humanas, contenido generado por usuarios y estrategias comerciales 

innovadoras. Este fenómeno da lugar a la economía de la atención, concepto que subraya la competencia 

por captar y mantener la atención en un entorno digital y como personas y organizaciones asignan sus 

recursos para captar, mantener y lograr su objetivo de monetizar su atención en entorno digital 

abrumador.  La economía de la atención se caracteriza por ser recurso limitado y escaso, el cual debe ser 

asignado de manera eficiente en un entorno cada vez más saturado.  Para esta investigación consideramos 

diversas técnicas de investigación cuantitativa entrevistas a grupos focales, recopilación y análisis de 

datos sobre el comportamiento de las personas en relación con la atención en relación a las variables.  

 

 
 

Economía de la atención, Entorno digital, Redes sociales 
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Introduction 

 

Today, social media has transformed from its initial function as simple platforms for personal connection 

to become powerful ecosystems where human interactions, user-generated content, and innovative 

business strategies converge. This phenomenon has given rise to what is known as the attention 

economy, a concept that underscores the intense competition to capture and maintain users' attention in 

a digital environment saturated with information and entertainment, and how organizations compete for 

attention in this environment. 

 

Social media, such as Facebook, Instagram, Twitter, LinkedIn, and TikTok, among others, have 

become areas where individuals, brands, and organizations compete for public visibility and 

engagement. The attention economy is based on the idea that human attention is a limited and valuable 

resource, comparable to other traditional economic resources such as money and time. Digital platforms 

monetize. 
 

Studying the attention economy helps us understand how consumers make decisions in an 

information-driven digital environment that has not only revolutionized the way content is generated 

and consumed but has also redefined power dynamics in the digital economy. Influencers and content 

creators can now turn their ability to capture attention into lucrative careers, while companies have had 

to adapt their marketing and communication strategies to navigate a landscape where relevance and 

emotional resonance are key. 
 

In addition to their economic impact, social media has triggered significant social and cultural 

changes. They facilitate the rapid dissemination of information, the formation of virtual communities 

based on shared interests, and the amplification of voices in social and political movements. This has, in 

many ways, democratized access to information and citizen participation, while also posing challenges 

such as the spread of misinformation and vulnerability to digital manipulation. In this dynamic and 

constantly evolving context, it is crucial to critically explore how social media, driven by the attention 

economy, is shaping our behavior, our perception of the world, and economic and social structures. This 

research will delve into the various aspects of this disruptive phenomenon, evaluating both its potential 

benefits and its ethical and socioeconomic implications in the digital age. This type of research is 

important because social media is currently ubiquitous and plays a fundamental role in the daily lives of 

millions of people around the world. These platforms not only facilitate communication and 

interpersonal connection, but also act as key channels for the exchange of information, the dissemination 

of content, and the formation of public opinions. 
 

For this study, we reviewed various articles, companies, and organizations that have been 

successful in capturing consumers' attention in these digital times, as well as tools and technologies that 

have been used to capture and measure attention in this era. 
 

Products in development 
 

To understand the concept of the attention economy in social media, it is important to define and 

understand what social media is. Social media can be understood as a social structure where individuals 

are connected to each other. Relationships can be of different types, such as financial exchanges, 

friendships, and others. Social media is also used as a means of interaction between different applications 

such as chats, forums, online games, blogs, and so on. 
 

These changes began with the first industrial revolution in the 18th century, which marked the 

beginning of a new era brought about by Web 1.0, which later evolved into Web 2.0, where users can 

interact, resulting in the birth of social media. This revolution gave rise to the so-called information 

society, where computers, multimedia equipment, local networks, the Internet, television, and other 

traditional and digital platforms allowed people to connect with each other and form a global village. 
 

Through these revolutions and evolutions in communication, we can group together the new 

advances in the formation of the term ICT [Information and Communication Technologies], whose main 

characteristic was and continues to be the digitization of information through the different media, 

channels, and tools supported by these technologies. Since the adaptation of ICTs to all spheres of 

humankind, the world began striving to make communication between different countries, genders, and 

cultures faster, easier, simpler, and, of course, more economical, so that everyone could interact through 

these technologies. 
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During the 1990s, ICTs led to the birth of Web 1.0, the most basic form of web browsing: text-

only, unidirectional, and non-interactive, with a passive subject limited to receiving the information. But 

with the consolidation of technologies and the subsequent evolution from Web 1.0 to Web 2.0, the latter 

brought with it interactivity, and ended up giving it space in everyone's life, as it generated a great impact 

on economic, political, but above all social and cultural structures, as it allowed and facilitated human 

activities such as communicating, obtaining information, or sending data, that is, it made everyone's life 

easier. [Solano, 2020] 

 

After the Internet made it possible to reach people around the world with a single click, social 

media has become one of the largest industries today. In 1990, Englishman Tim Berners Lee created the 

first website, a network of interconnected documents that allowed users to view videos, images, sounds, 

and links. From that moment on, new websites began to appear, but it wasn't until 1994 that the first 

website considered a social network emerged, Geocities. This platform, founded by David Bohnett and 

John Rezner, was a web hosting service that allowed users to create pages and then organize them 

according to different themes, such as entertainment or technology, which led to the emergence of the 

first internet chats and forums. As the first website that allowed different users to interact, Geocities 

enjoyed significant growth, leading Yahoo! to acquire the company in 1999 for $4 billion at the time. 

 

After this social network, new communities emerged, such as Classmates.com in 1995, which 

aimed to find former classmates, or Sixdegrees.com, a network where users could connect with each 

other and send messages. This last community was highly influential, as in 2002, Canadian programmer 

Jonathan Abrams created the social network "Friendster" based on the Sixdegrees idea, which years later 

would lead to the founding of Facebook. This type of social network includes MySpace, founded in 2003 

by Chris DeWolfe and Tom Anderson, which reached 100 million users in 2006, and LinkedIn, a social 

network specialized in the professional field. [Vázquez, 2016] 

 

Social Media in Communication and Social Interaction  

 

Social media is today's new form of mass communication, impacting and enabling companies to leverage 

it, promote themselves, continue to constantly transmit knowledge and information, and build more 

active relationships with both internal and external consumers. 

 

The strategic and responsible use of social media can be a valuable asset for businesses, allowing 

them to better understand, respond to, and engage with specific audiences. It enables two-way 

communication with people in places where they are already engaging with their interests. Many well-

known companies are taking advantage of the connectivity power of social media to improve 

productivity, innovation, collaboration, reputation, and user engagement. Therefore, we must look for 

ways to leverage the popularity and commercial value of social media, as this can boost organizational 

performance and expand corporate objectives. However, the focus of these efforts should not be on trying 

to control user behavior regarding social media, but rather on channeling that use in a direction that 

benefits businesses and users alike.  

 

Due to the enormous rise of social media worldwide, several authors postulate that this movement 

poses a danger to society due to the loss of privacy. Focusing a bit on the ethical side of this issue, authors 

such as Porrúa [2009] argue that social networks are changing our social and economic reality more than 

the Internet ever did. There are many paths available to us to achieve this, although everything starts with 

occupying our space on the network before someone else does and of course not being satisfied with 

doing so on just one network but on several. This undoubtedly benefits the dynamics of the attention 

economy since having greater interaction benefits this dynamic. [University of Sonora, 2009] 

 

Attention Economy  

 

The attention economy began to take shape with the rise of the commercial internet and connected 

electronic devices. The first to write on the subject was Herbert Alexander Simon, an economist, political 

scientist, and social science theorist, who won the Nobel Prize in Economics in 1978 and the Tuning 

Prize in 1975. Simon did not use the term "Attention Economy," but in a paper published in 1971, he 

noted that:  

 

http://repositoriodspace.unipamplona.edu.co/jspui/bitstream/20.500.12744/3427/1/Miranda_2020_TG.pdf
https://www.mundiario.com/articulo/sociedad/geocities-facebook-evolucion-%20redes-sociales/20160719164150063481.html
http://tesis.uson.mx/digital/tesis/d%20ocs/22819/Capitulo2.pdf
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"In an information-rich world, the richness of information means the scarcity of something else: 

the scarcity of that which information consumes. What information consumes is quite obvious: it 

consumes the attention of its recipients. Therefore, the abundance of information creates a poverty of 

attention and the need to allocate that attention efficiently among the overabundance of information 

sources that it could consume." [Josekont, 2021]  

 

It wasn't until 1997 that these studies by H. A. Simon gained greater relevance as the internet and 

Big Data gained momentum. Michael H. Goldhaber published the article "The Attention Economy and 

the Network" in First Monday, and the term began to gain popularity. 

 

 Goldhaber points out that in the internet age, with digitalized communication processes, there 

has been an exponential growth in the amount of data that must be known, understood, analyzed, and 

even monitored. We have reached such a point that we no longer have enough time for such a large 

amount of data, and therefore attention has become a scarce and highly valued commodity. 

 

Definition  

 

Since time is the most precious asset, in this context, human attention, that is, the time spent on something 

or someone—is understood as a scarce commodity and thus acquires economic value. 

 

 The term “attention economy” describes the business model of companies that offer their goods 

or services for free but profit from selling user data, extracted from attention to third parties and 

advertisers. Traditionally, this business model was used for television, radio, and newspapers. However, 

on the internet, it has become the default model for large social media companies such as Facebook 

[Meta], YouTube, LinkedIn, Twitter [X.com], and TikTok [McCann, 2024].  

 

Following the aforementioned studies by H. A. Simon and Michael H. Goldhaber in 2001, 

Thomas H. Davenport and J. C. Beck delved into the implications of the Attention Economy for the 

world of business and management. 

 

 For them, attention consists of focusing our brain on a specific piece of information. Information 

enters our mind, we focus on it one by one, and we decide whether to act on it by giving it more attention 

or not. Therefore, given that a large amount of information affects the company every day, the quantity 

and quality of attention we choose to pay to each piece of information can determine the success or failure 

of the organization. 

 

Disruptive Innovation  

 

Origin and Development of the Concept  

 

The term disruptive innovation was coined by Clayton Christensen, a professor at Harvard University. 

For this name, Christensen was inspired by another concept by Austrian economist Joseph Schumpeter, 

which was “creative destruction.” This, in turn, was used to explain business cycles, where the previous 

concept was destroyed with each new industrial or technological revolution, bringing innovations.  

 

Christensen leveraged this same principle and popularized the term “disruptive innovation” in a 

1995 article titled “Disruptive Technologies: Catching the Wave,” and later explained it in more depth 

in the books “The Innovator’s Dilemma” and “The Innovator’s Solution.” [Douglas da, 2021]  

 

The theory refers to the introduction of new, simpler products or services. These, at first, may 

seem inferior to existing products or services, but are more accessible to consumers underserved by 

companies. Therefore, rather than improving what already exists, disruptive innovation creates new 

markets and growth opportunities. [Sánchez, 2023]  

 

Authors Christensen and Joseph L. divide innovations into two categories: sustaining and 

disruptive. Most product and service innovations are sustained because they offer improved quality or 

additional functionality for an organization's most demanding customers. Some sustaining innovations 

are incremental improvements; others are revolutionary or breakthrough products or services.  

https://josekont.com/mas-antecedentes-de-la-%20economia-de-la-atencion/2021/08/
https://www.rte.ie/brainstorm/2024/0403/1441388-what-is-the-attention-%20economy-social-media-addiction/
https://www.zendesk.com.mx/blog/innovacion-disruptiva-que-es/
https://lamenteesmaravillosa.com/la-teoria-de-la-innovacion-%20disruptiva/#google_vignette
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Disruptive innovations, on the other hand, according to traditional criteria, do not meet the needs 

of existing customers as well as currently available products or services. For example, they may lack 

certain features or capabilities of established products. However, they are usually simpler, more 

convenient, and less expensive, attracting new or less demanding customers. [Christensen, Rudy 

Ruggles, & M. Sadtler, 2006]  

 

[Christensen Institute, 2024] mentions, “Disruptive innovations are not revolutionary 

technologies that improve good products; rather, they are innovations that make products and services 

more accessible and affordable, thus making them available to a wider population.” There is no doubt 

that thanks to technology, there are currently so many possibilities for anticipating trends, analyzing data 

in real time, and personalizing customer experiences. Therefore, technology has become the most 

important enabler for disruptive innovation by helping to overcome traditional limitations that have 

existed until now.  

 

One of the main characteristics of disruptive innovation is the improvement of processes and the 

delivery of more current and appropriate solutions for customer needs. Furthermore, disruptive 

innovation is also evolutionary, aiming to improve the customer experience, continually generate value 

for existing products or services, and be sustainable over the long term. [Casarín, 2022] 

 

Attention Economy in Social Media  

 

Many of these new innovations have revolutionized the world, and major changes have occurred, such 

as the birth of the attention economy. These two dynamics are closely related, primarily in the field of 

digital platforms. Through these platforms, and with the help of disruptive innovation and the attention 

economy, new features, content formats, and business models are being created that not only capture 

attention but also transform entire industries. Together, these dynamics are transforming not only the 

digital landscape but also consumer expectations and behaviors in the modern world. 

 

 In the attention economy, digital platforms compete daily to capture and maintain users' attention. 

This is because the more time we spend on a platform, the more opportunities there are to show us 

advertising and, therefore, generate revenue. Technological platform developers are aware of this reality 

and, through free services like Facebook, Instagram, or Google, make a profit in exchange for the time 

each person spends on them. The economic model is simple: people can communicate, watch videos, 

and have fun for free, but in return, they collect information that they then use to sell advertising, ensuring 

they understand the tastes and interests of users, potential customers, in detail. [EDUFORS, 2020] 

  

The attention market is a zero-sum game, meaning that while some win, others lose. In this 

competition, Silicon Valley technology companies [home to many emerging and global technology 

companies such as Apple, Facebook, and Google] have taken the lead, as they have the technical capacity 

not only to capture attention but also to manipulate it through algorithms that collect user data and 

preferences to get them to spend more time on their apps and services. The more time people spend on 

the platforms, the more data they collect and the more revenue they earn. But they also have more data 

to predict users' future behaviors. 

 

Research Contributions on Understanding the Attention Economy in Social Media 

 

Studies on the attention economy have characterized the concept as a dimension of the information 

society market. For this reason, the Electronic Yearbook of Studies in Social Communication is dedicated 

to peer-reviewed and indexed academic and scientific publications [SCOPUS]. It is jointly published by 

the Universidad del Rosario in Colombia, the Universidad de los Andes in Venezuela, and the 

Complutense University of Madrid in Spain. They jointly publish a journal dedicated to the publication 

of original and relevant contributions in the field of social communication and present an approach to 

two types of studies related to the problem of digital attention.  

 

On the one hand, it raises theoretical questions about the platform landscape and the capture of 

users' attention and will. On the other hand, through diverse methodological approaches, it attempts to 

operationalize and empirically demonstrate how few platforms maintain and increase their power over 

users' digital consumption. At the same time, empirical studies show that, after the pandemic, attention 

on social media and streaming platforms is increasingly high and concentrated on a few options.  

https://hbr.org/2006/12/disruptive-%20innovation-for-social-change
https://hbr.org/2006/12/disruptive-%20innovation-for-social-change
https://www.forbes.com.mx/red-forbes-%20innovacion-disruptiva-la-transformacion-de-un-producto/
https://blog.edufors.com/2020/08/24/economia-de-la-atencion/
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The concentration of attention allows us to reframe the idea of the internet as a place where 

plurality, diversity, and dialogue can be found. On the contrary, it demonstrates how messages, 

discourses, content production, and, above all, consumer habits are homogenized and channeled through 

very few communication channels that are highly concentrated in a global oligopoly.  

 

These articles thus respond to these two approaches. Under the first approach, the text 

"Automating Common Sense: Content Moderation in Platform Capitalism," by Professor Claudio Celis 

Bueno [University of Amsterdam], proposes a reflection on the process of automating content 

moderation on social media. The author focuses on the political consequences of delegating to an 

algorithm the judgment that distinguishes between what is and is not "publishable," while also focusing 

on the economic and political dimension behind this automation process. 

 

Along these same lines, Professor Isabel Villegas Simón [Pompeu Fabra University], in her article 

"Attention Grabbers: Content Creators and the Logic of Digital Platforms," reviews the main concepts, 

theoretical models, and research that have explained and categorized the practices and experiences of 

digital content creators, particularly their relationship with the digital platforms for which they work as 

attention grabbers. 

 

For her part, Anna Bentes [Federal University of Rio de Janeiro], in "The Hook Model and Habit 

Formation: Technobehaviorism, Surveillance Capitalism, and the Attention Economy," analyzes how 

networks and platforms employ psychological and technological mechanisms to "hook" users with their 

services. The author calls this "technobehaviorism." These "hook" strategies are understood within 

surveillance capitalism and the attention economy, which seek to determine user behaviors so that they 

spend more time on the platforms and thus collect more data.  

 

Emiliano Lucas Iglesias Albores of the Autonomous University of Barcelona, in his work entitled 

"Netflix: Comparative Analysis of User Consumption Before and During the Pandemic," based on data 

from a 12-week study coinciding with the pandemic, shows that the greater the consumption in time and 

views on the platform, the greater Netflix's power to generate more accurate consumption suggestions 

that are accepted by users.  

 

Also focusing on the main streaming consumption platform, Gabriela Sued [National 

Autonomous University of Mexico] presents an article entitled "A Geography of Mexico on Netflix: 

Automated  

 

Recommendations and Diversity of Content Offered." In this article, the author conducts an 

algorithmic audit of this platform to analyze the diversity of the content of automated recommendations 

and how receptive users are to these recommendations.  

 

Furthermore, the study presented by Professor Cristina Fernández Rovira [University of Vic-

Central University of Catalonia], entitled "Motivations and Time Used on Social Media by Young 

Spaniards: Signs of Addiction," demonstrates that young people's attention is focused on a few platforms, 

favoring the dominant position of large technology companies that control the market for attention. The 

study, based on a survey of 572 young Spaniards, indicates that the average use of social media among 

the surveyed population is 5.5 hours per day. [García Ramírez & Giraldo Luque, 2022] 
 

Circular Economy Strategies in Social Media 
 

Companies apply various ways to capitalize on and make the attention economy work. The clearest and 

most recognized source, the one that fuels large corporations like Google, Facebook, and Twitter, is 

personalized ads. In exchange for a free service, users provide personal data that is used to personalize 

the ads they receive.  
 

Another mechanism is the one proposed by Kevin Kelly, which involves attracting users through 

free content and then offering them improved presentation and access to the content in exchange for a 

weekly payment. This mechanism is known as freemium, which is the combination of the words "free" 

and "premium." An example of this is Spotify, where basic access to music is free, but involves listening 

to ads; to avoid them, a monthly fee is required. This attracts a large number of people [the "Attention 

Economy"] who use the platform, realize its value, and decide it's worth paying for the premium 

subscription. [Universitat Oberta de Catalunya, 2021]  

https://design-toolkit.recursos.uoc.edu/es/economia-de-la-atencion/
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Another example is YouTube, which allows content creators to upload content from around the 

world and then offer the most relevant content to each of their users. Content that stands out receives a 

share of the advertising revenue.  

 

Facebook is also a good example: we all visit it to see the content other users have uploaded. 

Facebook sells part of our attention to advertisers, as long as their content is good enough to capture our 

attention. [Joven, 2022] 

 

 On the other hand, Netflix, with its marketing strategy based on the chaining of episodes, is able 

to capture our attention and draw us into its world. Its focus on generating interest leads to long hours of 

continuous viewing, as it seeks to generate interest and curiosity in the few seconds it has to impress.  

 

Finally, the social network Instagram seeks to maintain constant attention; this social network has 

created a highly addictive environment where people are immersed in a continuous flow of images and 

videos. With its infinite scrolling design, strategically timed notifications, and the use of artificial 

intelligence algorithms to display relevant content, Instagram keeps its users engaged for long periods of 

time. [Rosety, 2023] 

 

Methodology  

 

This is a descriptive documentary research project that identified the challenges and opportunities of the 

attention economy in the digital age through a case study of higher education students using a 20-item 

questionnaire divided into 7 sections focused on the perception, challenges, opportunities, strategy, 

future, management, and impact of the attention economy on daily life. The questionnaire was applied 

to 288 students from different undergraduate programs. The objective was to identify their perceptions 

regarding social media and the attention economy and how these have contributed to a disruptive 

transformation through digital platforms.  

 

This research involved the collection, review, and analysis of primary and secondary sources that 

provided relevant information on the topic. These sources included books, academic articles, research 

reports, case studies, websites, and other materials that provided data on social media and the attention 

economy.  

 

This questionnaire provided a detailed and accurate description of the phenomena studied. And 

identifying the main attention economy strategies used by digital platforms, as well as assessing their 

impact on university users as part of the study population. 

 

The central theme of this study is "Social Media and the Attention Economy: Disruptive 

Transformation through Digital Platforms." This theme encompasses several dimensions that will be 

explored throughout the research:  

 

Social Media: The main social media platforms, their characteristics, and how they have evolved 

over time will be analyzed.  

 

Attention Economy: The strategies used by digital platforms to capture and retain user attention 

will be examined, as well as the business models based on the attention economy. Disruptive 

Transformation: How social media and the attention economy have transformed various industries, user 

behaviors, and social dynamics in general will be explored.  

 

Procedure  

 

The research procedure included the following stages: Source Selection: Identification and collection of 

relevant documentary sources. Literature Review: Critical reading and analysis of existing literature on 

the topic.  

 

Information Synthesis: Integration of the collected information to develop a comprehensive view 

of the topic of study. Report Writing: Preparation of the research report, presenting the findings in a clear 

and organized manner. 

https://giveitanudge.com/what-are-some-good-examples-of-an-attention-%20economy/
https://www.moebiusconsulting.com/la-economia-de-la-atencion-un-desafio-%20para-todas-las-empresas/
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An electronic questionnaire was administered to 288 post-secondary students, consisting of 20 

items divided into 7 sections.  

 

This study is expected to provide a deep understanding of how social media and the attention 

economy are driving significant changes in the digital landscape. It is also anticipated that emerging 

trends will be identified and recommendations for future studies and research will be offered. 

 

Result  

 

According to the Digital Analysis report prepared by We Are Social and Meltwater, in January 2024 

there were 5.05 billion active users globally: 5.6% more than in January 2023. Based on the data obtained, 

a ranking of the 17 most popular social networks globally is presented, also mentioning the millions of 

users each has. [Martín, 2024] 
 

Box 1 
 

 
Figura 1 

The 17 most popular social networks worldwide 
Extracted from  

https://mkparadise.com/redes-sociales-mas-

utiladas#Las_redes_sociales_mas_usadas_en_el_mundo 

 

Knowing which social media platforms are most used allows us to identify the key platforms 

where attention economy strategies are concentrated. According to data from January 2024, the platforms 

with the highest number of active users globally are Facebook [3.049 billion], YouTube [2.491 billion], 

WhatsApp [2.000 billion], Instagram [2.000 billion], and TikTok [1.562 billion].  

 

These platforms, due to their large user bases, are critical for analyzing economic strategies that 

seek to capture and retain user attention. The large number of users on these social media platforms 

represents a monumentally large and lucrative market, where attention directly translates into advertising 

revenue and monetization opportunities.  

 

Evaluating and comparing common practices across these platforms facilitates a comprehensive 

economic analysis of attention economy strategies in today's digital environment, providing a deep 

understanding of how these strategies can influence consumer behavior and the global advertising 

market.  

 

Two of the key factors for defining the best social networks for advertising are the following: 

Cost per Click [CPC] and Click Through Rate [CTR], which measures the click-through rate for every 

100 impressions [appearances] your ads receive. It's also important to consider the conversion rate, which 

represents the percentage of users who complete the action for which the ad was created. [Silverio, 2024] 

 

 

 

 

 

 

https://mkparadise.com/redes-sociales-mas-utilizadas
../../../../../../../../Downloads/Recuperado%20de%20PRIMEWEB:%20https:/www.primeweb.com.mx/redes-sociales-para-empresas


94 

 

Box 2 
 

 
Figura 2 

Cost Per Click in USD as of 2023 
       Extracted from 

 https://www.primeweb.com.mx/redes- 

sociales-para-empresas 

 

Knowing which are the best social networks for advertising is essential for the study, as it 

allows us to understand how these platforms capture and monetize users' attention, transforming 

traditional economic models. Analyzing key metrics such as CPC, CTR, and conversion rates 

helps us see how social networks generate value and affect the interaction between users, 

companies, and platforms, offering a clear view of how the attention economy is changing 

business models in the digital age.  

 

Finally, some of the most relevant points about the most popular social networks around the world 

that will help us reach the desired conclusion are the following:  

 

- With 3.065 billion users, Facebook is the most popular social network in the world.  

- The number of social media users increased from 1.482 billion in 2012 to 4.888 billion in 2023.  

- 60.6% of the world's population uses social media.  

- People use an average of 6.7 social media networks each month.  

- People spend an average of 2 hours and 26 minutes a day on social media. 

- Social media use accounts for 35.2% of the time users spend online. [Silverio, 2024] 
 

Box 3 
Table 1 

Summary Table: "Attention Economy Survey: University Students' Opinions" 

 Section 1 

General 

Percepción 

Section 2 

Challenges in 

the attention 

economy 

Section 3 

Opportunities 

in the 

Attention 

Economy 

Section 4 

Strategies to 

Capture and 

Maintain 

Attention 

Section 5 

Future of the 

Attention 

Economy 

Section 6 Care 

Management 
Section 7 

Impact on 

Daily Life 

Question No. 1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 17 18 19 20 

Strongly agree [5] 1 4 2 3 2 1 1 1 1 0 0 0 0 1 3 1 7 2 1 0 

Agree [4] 4 8 12 9 6 2 2 1 3 1 2 1 2 1 9 3 7 7 3 1 

Neither agree nor 

disagree [3 

27 36 38 30 25 24 15 23 22 26 19 23 18 20 26 25 37 39 31 24 

Disagree [2] 45 37 34 45 39 47 52 47 48 47 52 47 43 52 40 47 35 39 43 41 

Strongly disagree [1] 23 15 14 13 29 26 31 28 26 26 26 29 35 26 22 24 14 13 21 34 

                                                                                                         Prepared by the authors based on the results of the 

questionnaire administered to higher education students, 2025. 

 

This summary table shows the percentages of the results obtained from the application of the form 

regarding the perception of attention economy among higher education students.  

 

The first section focuses on students' general perceptions of attention economy and how it 

influences concentration when performing academic activities, as well as the amount of information 

available on the internet and how it affects their daily productivity. 
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The following results were obtained: Strongly disagree: 1% of respondents strongly disagree with 

the statement that the attention economy influences their ability to focus on academic tasks. This suggests 

that a small minority of respondents do not believe the attention economy has a significant impact on 

their ability to focus.  

 

Disagree: 3% of respondents disagree with the statement. This suggests that a small percentage 

of respondents do not believe the attention economy is an important factor in their ability to focus.  

 

Neither agree nor disagree: 27% of respondents are neutral in their response. This suggests that a 

significant proportion of respondents do not have a clear opinion about the influence of the attention 

economy on their ability to focus.  

 

Agree: 25% of respondents agree with the statement. This suggests that a quarter of respondents 

believe the attention economy influences their ability to focus on academic tasks.  

 

Strongly agree: 24% of respondents strongly agree with the statement. This suggests that nearly 

a quarter of respondents believe the attention economy has a significant impact on their ability to 

concentrate. 

 

The second section addresses the challenges facing the attention economy, referring to how 

difficult it is to capture and maintain attention in the digital age, how overwhelmed they feel by the 

amount of information available online, and how often they are distracted by social media while working 

and studying.  

 

It is observed that a small minority of respondents [2%] find it extremely difficult to maintain 

attention in a digital environment. Twelve percent of respondents agree that it is difficult for them to 

capture and maintain attention in the digital age. This suggests that a significant proportion of respondents 

find it difficult to maintain attention in a digital environment. The largest percentage of students surveyed 

have no clear opinion about the difficulty of maintaining attention in a digital environment. Those who 

disagree are 34%. This suggests that a significant proportion do not find it difficult to maintain attention 

in a digital environment.  

 

Finally, 14% of respondents strongly disagree that it is difficult for them to capture and maintain 

attention.  

 

Regarding the opportunities in the attention economy section, they asked how important 

personalization is to them in the online user experience, how important technologies are for improving 

the user experience and capturing their attention, and how important the quality and relevance of online 

content is. The results were as follows:  

 

Overall, the results suggest that the majority of respondents [83%] do not consider technology to 

be essential for improving the user experience and capturing their attention. Only a small percentage 

[3%] consider technology to be important for this purpose. This suggests that other factors, such as 

content quality or personalization, may be more important in capturing the user's attention. 

 

Regarding the fifth section, which corresponds to the future of the attention economy and the 

likelihood that technology and innovation will change the way attention is captured in the future, and the 

importance of ethics, responsibility, and optimism about the future of the attention economy in the digital 

age, it is observed that A small minority of respondents have a very positive opinion about the future of 

the attention economy.  

 

Twenty percent have a neutral opinion. This suggests that a significant proportion of respondents 

have no clear opinion about the future of the attention economy. And 52% disagree with the statement 

about the future of the attention economy. This suggests that the majority of respondents have a negative 

opinion about the future of the attention economy. And 26% strongly disagree with the statement about 

the future of the attention economy. This suggests that a significant proportion of respondents have a 

very negative opinion about the future of the attention economy.  
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Overall, the results suggest that the majority of respondents [78%] have a negative opinion about 

the future of the attention economy.  

 

Regarding the attention management section, tools are used to block notifications and avoid 

distractions while studying, prioritize information that is considered most relevant, and my gender 

influences how I perceive information.  

 

Overall, the results suggest that opinions on the importance of attention management are divided. 

While 14% of respondents consider attention management important, 49% do not consider it important. 

The remaining 37% have a neutral opinion. This could suggest that attention management is a complex 

topic and that opinions about its importance vary widely. 
 

 Finally, the section on the impact of the attention economy on daily life addresses whether or not 

it affects informed decision-making, whether the level of education influences understanding of the 

attention economy, and whether further education is required on how to manage attention in a digital 

environment.  
 

The results suggest that opinions on the importance of attention management are divided. While 

14% of respondents consider attention management important, 49% do not. The remaining 37% have a 

neutral opinion. This could suggest that attention management is a complex topic and that opinions on 

its importance vary widely. 
 

Discussion  
 

The topic of social media, the attention economy, and disruptive transformation is addressed by several 

theorists and scholars from diverse disciplines such as sociology, economics, media studies, and digital 

technology. Among them is Shoshana Zuboff, who explores how large digital platforms use personal 

data to monetize attention and how this transforms economic and social dynamics. Also featured is 

Tristan Harris, who investigates how social media algorithms can manipulate users' attention and 

proposes principles for ethical technology design. Another author involved in related research is Tim 

Wu, known for his work on the concept of "net neutrality" and internet competition. He has written about 

the attention economy and how large digital platforms monopolize the capture of users' attention. In 

parallel, we have Jaron Lanier, author of "Ten Arguments to Delete Your Social Media Accounts 

Immediately," who critiques social media's attention-based business models and suggests more ethical 

alternatives for digital interaction. Likewise, Eli Pariser explores how personalization algorithms on 

social media can create filter bubbles that limit the diversity of perspectives and opinions. Similarly, 

Nancy Baym, a researcher in communication and technology, has written extensively on how social 

media affects social relationships, identity, and human interaction in the digital context. 

 

Undoubtedly, these theorists provide different perspectives and analyses on how social media and 

the attention economy are reshaping society and raise important questions about ethics and, above all, 

the regulation and design of future technologies. On the one hand, there are those who support social 

media and those who criticize this social media model. 

 

The theoretical discussion about social media, the attention economy, and disruptive 

transformation covers several key aspects that are essential to understanding how these dynamics are 

redefining both economic models and social behaviors in the digital age. Social media has evolved from 

simple communication tools to complex digital ecosystems with millions of users interacting daily. 

Furthermore, it facilitates the creation, distribution, and consumption of user-generated content, which 

has democratized access to digital expression and the formation of communities based on shared 

interests. The attention economy emerges as a consequence of the overabundance of online information. 
 

In this context, capturing and maintaining user attention has become a strategic and scarce 

resource. Through these social platforms, they monetize this attention through targeted advertising and 

other business models, transforming attention into a form of digital currency. Furthermore, the attention 

economy has challenged traditional business models by focusing less on the direct sale of products and 

more on generating interactions and engagement. This has led to the proliferation of influencers and 

content creators who can capitalize on their ability to capture audiences and influence purchasing 

decisions. This has brought about a major cultural impact, given that social media has reshaped social 

and cultural interactions by enabling instant and global connection between individuals and communities. 
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This has facilitated the formation of social movements, the dissemination of ideas, and 

participation in public debates in an unprecedented way. However, it has also raised challenges related 

to privacy, the veracity of information, and the polarization of opinions. This has generated a call for 

greater regulation and transparency in the management of personal data and content moderation. Ethics 

in algorithm design and corporate responsibility have become important points of discussion to mitigate 

negative impacts and promote ethical use of technology. 

 

As social media continues to evolve, it is crucial to consider how these platforms can be shaped 

to promote the common good and sustainability. Technological innovation, multi-stakeholder 

collaboration, and digital education are key elements to address emerging challenges and maximize the 

benefits of social media in society. 

 

Some of the limitations of this research are undoubtedly the time required for its development. 

The availability and accessibility of information [the Internet] are just a few. Constant evolution makes 

short-term conclusions quickly obsolete, as are issues related to data privacy and measurement 

methodology, among others. 

 

Conclusions 

 

In conclusion, the attention economy on social media has led to a profound transformation in economic 

and social models, with a significant impact on value generation, digital influence, and the dynamics of 

interaction between users, companies, and digital platforms. 

 

Analysis of attention capture and retention strategies reveals that social platforms employ 

techniques such as addictive interface design, the use of customized algorithms, and the integration of 

notifications and fresh content to keep users engaged. These strategies not only seek to maximize usage 

time but also to collect detailed data on user behaviors and preferences, which is subsequently used to 

deliver highly targeted and personalized advertising. 

 

Furthermore, social media has disrupted traditional economic models by introducing a system 

where attention becomes a primary currency. The concentration of attention on a few dominant platforms 

has created an oligopolistic environment, where large technology companies have significant control 

over the attention and digital advertising market. 

 

In short, the study confirms that the attention economy and the evolution of social media have led 

to a disruptive transformation in various sectors, highlighting the need for a critical approach to the 

ethical and social implications of these changes. Future recommendations include the need for greater 

regulation and transparency in data management and user attention to balance commercial interests with 

the protection of privacy and digital well-being. 

 

On the other hand, based on the results obtained, it can be observed that the attention economy in 

higher education students is a topic that has not yet been fully explored. Opinions are divided, while 

some students believe the attention economy has a significant impact on their daily lives, while others 

do not. On the other hand, information overload and constant distractions can affect their ability to focus 

and maintain attention. 

 

Personalization and content quality are likely important factors in capturing and maintaining 

attention. Effective strategies need to be developed to manage and maintain focus in a digital 

environment. In general, the attention economy is a topic that requires greater understanding and attention 

in the context of higher education. The results obtained can be useful in developing strategies and policies 

that effectively help achieve academic goals. 
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